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Ekonomie

THE ECONOMIC CRISIS AND COMPANY
MANAGEMENT: INFLUENCES AND

CONSEQUENCES

Barbora Antonova, Sarka Zapletalova

Introduction

The global crisis in 2007—2012 brought about
dramatic changes to the business environment
in both the global and international context. The
impact of this crisis is visible in the changed
market supply and demand as well as in the
management of businesses across all
industries.

An industry particularly hit was tourism, due
to its nature, as it deals with “dispensable”
products. These are products not necessarily
needed by the customer, ones that only help to
improve the life quality and living standard.
Businesses in the tourism sector affected by
the world crisis are looking for new possibilities
and opportunities in the market. On one hand,
the global crisis brought about considerable
challenge to survival of companies in the
tourism, on the other hand, it provided a whole
range of potential. Businesses need to find and
build a sustainable competitive advantage in
the long term so that they can survive and
continue to expand their service portfolio. The
new terms and the changing environment have
urged to formulate new strategies and new
strategic targets so that they match the market
requirements, being sufficiently competitive at
the same time.

The aim of the present article is to illustrate
the impact of the economic crisis on the crisis
management in selected businesses within the
tourism industry, specifically accommodation
providers. The initial section of the paper will
discuss a theoretical context of the relation
between the economic crisis and management
of the tourism business. This theoretical back-
ground will then lead to establishing hypotheses
regarding the determination of the impact of the

global economic crisis on company management.
The subsequent section will present the
methodology used, the data and results from
the primary research. The data presented in
this paper were obtained through the primary
research among providers of accommodation
services in the Czech Republic.

1. The Economic Crisis and Its
Impact on Tourism in the Czech
Republic

The global business environment is characte-

rized by high volatility and turbulent develop-

ments. So far, the most significant event of the
21st century effecting, shaping and dramatically
recasting the global business environment has
been the global crisis (sometimes referred to as
the global financial crisis) in 2007—2012. The
roots of the current economic crisis, along with
parallel developments, can be found in the
previous wave of recessions in the 1990s,
starting with the East Asian crisis, Brazilian,

Russian, up to the dotcom bubble (the crisis

triggered in the 1990s by a flow of investments

into the IT). Today, there is already a range of
studies investigating the causes of the current
crisis, or setting it within a historic and global

context [11].

This crisis has been labelled by a number of
economists as the worst financial crisis since
the great depression in the 1930s [13]. The
main impetus behind the rise of the global
financial crisis was the mortgage crisis in the
United States, which began to manifest itself
since mid-March 2007, with a significant impact
on the US capital markets since mid-July 2007.
The roots of the crisis lie in the American
mortgage market through provisions of cheap
mortgages.
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What at first seemed to be a mere crisis of
the financial market, extended with time across
the whole economy in the USA. The decline in
consumption of American households as one of
the manifestations of the crisis was reflected in
a declining demand for domestic and foreign
products. This decrease in demand for foreign
products extended the crisis to other countries
where it slowed down the economic growth.
Because of the high degree of global intercon-
nection all over the world as well as liberalisation
of international trade, the crisis affected also
the countries which were not directly affected
by the financial crisis. The crisis spilled over to
Europe in the first half of August 2007, and after
Europe, China and Russia were next being
affected. The nervousness that has affected the
markets since the last wave of decline in orders
resulted in a recession affecting major economies
worldwide, thus turning the initial financial crisis
into the global economic crisis [18].

In the OECD countries, the first problems in
financial markets began to occur by slowing
down the economic growth at the turn 2007 and
2008. The recession began around mid-2008
and as early as the second half and towards
the 2009, it reached the bottom. The decline in
real economies were markedly visible in
unemployment, which gradually went up to 10%
both in the USA and the EU, and despite the
improvement outlook in GDP, it remains a major
problem. As a result of attempts to address the
financial crisis, the overall debt ratio of nations

EM 01 14 zlom 3.3.2014 13:23 Stréanka 5 $

Economics

soared, reflected in new turbulences in financial
markets and in restrictive fiscal policies.

The primary indicator of the crisis within the
Czech Republic was the slumping Czech
currency, the crown, which generated problems
particularly for companies involved in imports
and exports to and from the country. The
heaviest initial blow of the economic crisis was
received by manufacturing industries [8]. The
crisis then continued spreading, and its
influence, the positive one as well as, more
often, the negative one, was noticed in nearly
all business sectors.

Despite the original assumptions tended to
claim that “things would be better out in 2010”,
as we may see in the subsequent quotation of
the 2009 statement, the overall condition of the
Czech economy failed to improve. “Business
people are concerned that the economic
recession has not reached its assumed bottom
yet. Companies continue to struggle with
a considerable decline in orders, and the fact
that most companies expect a reversal for the
better as late as in 2010 bodes badly for the
national economy”, said the President of the
Economic Chamber, Petr Kuzel [16].

The crisis impact has been largely
demonstrated by a mass job termination in
manufacturing industries, stricter terms for
mortgages and funding for real estate
developer projects, reduced exports and
consumer spending. Czech banks are more
careful now when providing credits.
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The economic crisis hit also the tourism
industry, where it occurred later, but as
a dramatic phenomenon, in particular for
accommodation service providers, owners of
travel agencies and similar. As early as 2007,
the trend to reduce the average stay duration
was noted. Visitors spent average 3.0 nights in
lodging facilities (Figure 1).

The first effects of the global crisis were
noted in 2008. Roughly in the second half of
2008, news started occurring in the Czech
media covering the impact of the crisis on

Number of foreign and domestic vi

tourism, in particular in terms of declining
demand for services. That is when the press
started publishing news of a decline in the
Czechs' interest in tours and a decreasing
number of visitors to the Czech Republic.
Towards the end of 2009, the following
prediction was offered by Mag Consulting
director, Jaromir Beranek: “The crisis in the
tourism industry, with its first symptoms
recorded by statistical evidence as early as the
second quarter of 2008, will continue at least till
the end of 2010. The small and medium-sized
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hotels can be assumed not to resist this kind of
pressure, having to close down.” [9]. In this
case he was right.

A decrease both in visitor numbers and the
stay of duration in public lodging facilities were
noted (Figure 2, Figure 3).

As predicted by him, the number of
accommodation providers in the Czech Republic
really dwindled. Since the end of 2007 they
began to wane in our country. As evidenced by
the CSO statistics (Table 1), the most
perceivable decline occurred between 2009
and 2010, reaching over 4%. The year 2010
was, of course, the year when the decrease in
tourist traffic to the Czech Republic finally
stopped. And Czech entrepreneurs in the
tourism sector felt a change in the course of the
year 2010 when in the summer foreign tourists
started returning to the Czech Republic.

Tab. 1: Number of accommodation
Lo facilities in the Czech Republic

Number of group lodging facilities
2007 7,845
2008 7,705
2009 7,557
2010 7,235
2011 7,657

Source: [3]
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A decline in visitor numbers and stay
duration was noted again in 2009. The reduced
numbers of visitors, overnight stays and stay
duration were necessarily reflected in the
tourism consumption, which is noted in the
satellite balance of tourism. Tourism consumption
is understood as the total volume of funds spent
on tourism by non-residents and residents. The
reduced consumption in tourism is matched
with the decreased spending per trip (Figure 4,
Figure 5).

The crisis in tourism, however, resulted not
only in a decrease in potential clients, but it is
also followed by a need to reduce costs. In
many cases, this meant job redundancy. As
said by Jaromir Beranek: "The number of
people in the tourism in 2009 didn't change
significantly, but the employers' revenues fell
sharply. So they will have to cut on jobs,
otherwise their existence would be challenged.”
According to a survey by the World Travel &
Tourism Council, in 2010, there was a 2009%
decrease in jobs in tourism, compared to 7 [4].

But as early as in 2010, the first time since
2008, the decline in visitor numbers and stay
duration stopped. A growing trend in these
fields was recorded also in 2011.
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m Average spending by Czech residents per trip, in CZK

2. The Economic Crisis and Its
Implications for Business
Management in the Tourism
Industry

Quite naturally, at a time of a global crisis, there
are changes in management of business within
the industry, that is, tourism. By reducing
available potential of clients, a visitor rate decreases
in lodging facilities, with all accommodation
providers, which means businesses often have
to change management objectives. These changes
are reflected in all levels of management,
strategic, tactical and operational. In the tactical
and operational context, companies address
the operational issues related to the insufficient
interest in services on offer by guests. On the
strategic level, managers address the achieve-
ment of the objectives set down within the
context of the market and corporate resources,
and these changes result in a significant impact
on the entire business.

The changes brought about by the global
crisis, influencing the strategic management of
accommodation providers, do not necessarily
involve negative aspects, but they may also
generate certain opportunities and impulses.
The changing market conditions provide opportu-
nities for private tourism businesses (and often
a necessity) to generate new, competitive
strategies for the domestic and international
markets. The strategy of the accommodation

° 2003 ] 2004 ‘ 2005 I 2006 ‘ 2007 I 2008 ‘ 2009 ‘ 2010 I
year
—&—long trips (4 and more nights) short trips (1-3 nights)
—#—business trips (1 and more nights)
Source: [3]

provider is a result of a comprehensive
managerial decision making process, formulating
corporate objectives and steps towards
achieving these, and is a result of a strategic
management implemented by top managers.
The success of the strategy depends on its
degree of conformity with the new environment,
the new market. It is the global crisis that is
dramatically changing the business environment
for accommodation providers. Companies
active in tourism start developing new products
for their future clients, such as tourism
enhanced with food, wine trails, etc. These new
strategies must both reflect the expectations on
part of the customers and take the competition
and their strategies into consideration. The
success of the accommodation provider
depends on the success of meeting customer
requirements and generating a suitable
competitive advantage. Building a sustainable
competitive advantage is actually the objective
of strategic management and the competitive
advantage for today's clients of accom-
modation services within the framework of
tourism is no longer a low price, but the service
quality provided cost efficiently, as well as long-
term customer handling. This strategy of the
accommodation provider leads to generating
long-term good relations with clients so that
they keep coming back and using the services
on offer again. It goes without saying that over
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the course of time, the competitive advantage
will be eliminated to a certain extent, but the
company needs to boost the competitive
advantage on an ongoing basis, or search for
and generate new competitive advantages.
Creating and building a long-term competitive
advantage is highly challenging due to the
fierce competition in tourism. Sometimes it
seems as if everything has been created and
one cannot come up with something new,
interesting and unique. Client handling may
sometimes facilitate the process of generating
a competitive advantage, as the client may
becoming a certain provider of ideas.

The impact of every crisis is adverse for
both the subject directly affected by the crisis
as well as its environment. Thus, companies
affected by the crisis try to eliminate their
consequences, resorting to crisis management.

As with the classical management there are
a number of definitions for crisis management.
According to Antusak [1], crisis management is
an interdisciplinary branch of science which
can be understood as a coherent set of
approaches, methods and recommendations
applicable to a hierarchy-based, function-linked
system of public authorities, legal entities and
natural persons.

The word crisis is derived from Greek
“krin0” (meaning “separate, choose, decide,
assess”), denoting a final, irrevocable decision
made within two options, or an urgent need,
a feeling of uncertainty, search for help and
accident prevention [14]. As early as the 19th
century, the notion of “crisis” was defined as
uncertainty, suffering and test, referring to
unknown future [12]. A crisis is a challenging,
dramatic situation, a difficulty, mess, a period of
certain instability or status of a change
approaching. It is a significant, often unexpected
event with a high potential of negative impact,
a situation in which balance is significantly
harmed. It is a negative deviation from the
normal state.

As in many other fields, also in crisis
management, the basic issue is to come up
with a uniform definition for the notion of
“crisis”. The problem of inconsistent termino-
logy and the definition of the basic concepts is
typical of crisis management, especially in
companies. Thus, it is necessary to focus on
defining the principle that determines the
outbreak of a crisis.

EM 01 14 zlom 3.3.2014 13:23 Stréanka 9 $

Economics

To define a company crisis, we will then
invoke the definition by Zuzak and Koénigova
[19]: "The crisis is understood as a situation of
different duration when the decision is being
made whether the company will, as a minimum,
return to the status just before the occurrence
of the crisis, or there is a potential threat to
achieving company goals, and its possible
further existence”.

Crisis management is built on two pillars,
these being a crisis management plan and
crisis communication. Crisis management is in
no way a set of mechanical rules, procedures
and activities, but a set of innovative processes
and progressive steps aimed at anticipating the
comprehensive nature of the crisis [15].

The aim of crisis management in the
tourism is to minimize the chances of the crisis
outbreak, to reduce the damage scope, to
minimize the crisis duration, to eliminate the
consequences of negative factors of crisis
situations and an effort to recover the system
and return to its original state.

Based on the assumptions specified above,
the following hypotheses were established.

Hypothesis 1a: A change in company
management of the accommodation provider,
as a result of the economic crisis, is manifested
through a change in services on offer. There is
a reduction in the supply of services.

Hypothesis 1b: A change in company
management of the accommodation provider,
as a result of the economic crisis, is manifested
through a change in pricing for services on
offer. Specifically, there is an increase in prices
for services on offer.

Hypothesis 1c: A change in company
management of the accommodation provider,
as a result of the economic crisis, is manifested
through a change in the staff size. The staff
size is reduced.

Hypothesis 1d: A change in company
management of the accommodation provider,
as a result of the economic crisis, is influenced
by the size of the company. Changes in the
management practices are best visible in small
and medium-sized enterprises.

Hypothesis 1e: A change in company
management of the accommodation provider,
as a result of the economic crisis, is influenced
by the type of the company. A change in
management occurs mostly in companies such

1, XVII, 2014 EM

—

9



EM 01 14 zlom 3.3.2014 13:23 Stréanka 10$

10

Ekonomie

as boarding houses, camp-sites, bungalow
sites and hostels. Hotels as a category are not
influenced considerably by changes in
management.

Hypothesis 1f: A change in company
management of the accommodation provider,
as a result of the economic crisis, is influenced
by the perception of the crisis and its impact on
the company. A change in the company mana-
gement occurs especially if the crisis is seen as
a negative factor of the company development.

Hypothesis 2a: Perceptions of the
economic crisis, as a major external factor of
the accommodation provider, depend on the
company size. Small and medium-sized
enterprises perceive the economic crisis as
a threat to their commercial activities.

Hypothesis 2b: Perceptions of the
economic crisis, as a major external factor of
the accommodation provider, depend on the
company type. Boarding houses, camp-sites,
bungalow sites and hostels perceive the
economic crisis as a threat to their commercial
activities.

Hypothesis 3a: The generation and use of
a contingency plan is influenced by the size of
the accommodation provider. Contingency
plans tend to be made rather by large companies.

Hypothesis 3b: The generation and use of
a contingency plan is influenced by the type of
the accommodation provider. Contingency
plans tend to be made by hotels.

3. Research Study

The aim of the research study was to determine
the impact of the economic crisis on mana-
gement of companies in the tourism industry,
more specifically, in accommodation services.
Because of the aim defined, the choice was
made in favour of short-term research of
primary data of descriptive and explanatory
nature. As a research method, polling was
selected, more specifically, spoken interviews.
The research tool consisted in a questionnaire.

3.1 Methodology
To test the hypotheses established, a sample of
accommodation providers operating in the
Olomouc region was selected. The selection of
informants for the research was made as an
intentional quota selection.

The questionnaire was submitted to the
managers or directors of 72 accommodation

providers. In spite of the figure not being high,
it is deemed statistically sufficient due to the
explanatory nature of the research study. There
were 72 applicable questionnaires. So the
questionnaire return rate was 100%. This high
return rate for questionnaires was ensured by
a polling officer present during the question-
naire filling process. Before presenting finally,
the questionnaire was tested on the sample of
5 companies. The research was carried out in
the Olomouc region in June—July 2012.

Variables

Dependent variable

The dependent variable in this study is
a change in company management in tourism
in 2007-2011.

Independent variables

Independent variables include crisis perceptions,
changes in the scope of services on offer,
modified pricing, changes in the staff size, the
company type and the company size.

Crisis perception is about the company
perceiving the crisis to be a positive or strictly
negative factor for the company.

Changes in the service scope on offer
(hereinafter referred to as services) denote if
companies reduced, increased, or kept the
scope of services.

Changes in pricing (prices) are about
whether any changes were noted in the
reference companies in 2007-2011.

Changes in the staff size (staff) denote if
the reference companies increased the staff
size or the staff size was left unchanged.

The company type (type) followed the
systematic pattern used by the Czech
Statistical Office, with these categories: 4-star
hotels, 3 star hotels, 2 star hotels, 1 star hotels,
other hotels, boarding houses, camp-sites,
bungalow sites, hostels and others.

The company size (size) was indicated in the
number of employees. This legislation distinguishes
between four categories of business entities,
these being micro-enterprises (1-10 employees),
small business (up to 50 employees), medium-
sized enterprises (50-250 employees), and
large enterprises (more than 250 employees).

To analyse the data obtained, the software
application SPSS 11.5 for Windows was
employed. To test the hypotheses, an analysis
of categorical data was used. To describe and
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analyse the relationship type of the qualitative
variables (also known as categorical variables),
an analysis of contingency tables was used,
thus, we have an analysis of categorical data at
hand. This is an analogy to the correlation
analysis of continuous variables. The difference
is that in case of analysing the frequency
tables, both categorical variables are considered
random [7]. The contingency tables are two-
dimensional tables produced by sorting based
on two variables: the tables allow following
marginal sums of lines and columns. Line/
/column lines can be expressed in absolute and
relative frequencies [7]. Hypotheses for the
contingency tables are usually defined in terms
of stochastic independence, applying certain
conditions. The relevant statistical tests are
called sometimes good fit tests, comparing the
compliance of variable metric diameters [7].

To measure the strength of the relationship
in a contingency table, we suggest a number of
coefficients working similarly as the correlation
coefficient. The contingency table relies on
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an adjusted contingency coefficient according to
Pearson and Cramer [7]. The Cramer coefficient
may read: 0-0.1 (negligible dependence),
0.1-0.3 (weak dependence), 0.3-0.7 (high
dependency), 0.7—-1.0 (strong dependence) [2].
Hypothesis tests concerning the independence
of categorical data are performed using the test
statistics A2 (Pearson statistics — Pearson Chi-
square). The test is based on a comparison of
the frequency found (njk) and theoretical
frequency (nj. nk/n) of variant pairs which
should be very similar in a relevant zero
hypothesis. The Cramer coefficient and Pearson
correlation coefficient involve values within the
scope of 0 to 1. A zero value in the table
indicates no relation; the coefficients amounting
to 1 indicate a complete relationship [7].

3.2 Research Results

Before proceeding with the analysis of
categorical data and the deviance analysis, the
diagnostics was performed for collinearity
through correlation (table 2).

Descriptive statistics and correlation analysis

SH SO 1 3 4 5 6 7 8
management 1.61 0.491 1
crisis perceptions 438 | 3.265 |-0.373*
services 2.38 | 0.615 | 0.256* | -0.232" 1
prices 2.06 | 0948 | 0.229 | 0.020 | -0.181 1
staff 250 | 0.805 | 0.250* | -0.190 | 0.242* | -0.092 1
type 6.39 | 2958 | 0.212 |-0.234* | 0.406™ | 0.163 | 0.373** 1
size 117 0411 | -0.233* | 0.173 | -0.139 | -0.133 | -0.298* | -0.529** 1
contingency plan 247 | 0530 | -0.150 | 0.116 |-0.248* | 0.003 | 0.033 |-0.316**| 0.474* 1

* The correlation is significant at the 5% significance level.
* The correlation is significant at the 1% significance level.

SH — the mean, SO - relevant deviation

Changes in Company Management due to
Economic Crisis
The research study allowed finding out that the
economic crisis did not bring a change in
management for most companies (refer to
Figure 6).

Changes in company management, as
a result of the economic crisis, were not
influenced by the company size. The influence
of the economic crisis failed to change pricing

Source: custom data

and reduced the staff size. The only change
confirmed in business management, caused by
the economic crisis, was a change in the
service scope on offer. It was interesting to note
that the offer scope grew, rather than declined
(refer to Figure 7), which would have been
expected.

To confirm the set of hypotheses H1a-H1e,
an analysis of categorical data analysis was perfor-
med, with its results recorded in Table 3 below.
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m Impact of the economic crisis on changes in management of service providers

changes in
managers
39%

no changes in
managers
61%

Source: custom data

Changes in service scope due to changes in company management

reduced service
no changes scope
44% ' 7%
‘extended service
scope
49%

Source: custom data

Analysis results of categorical data for Hypotheses H1a-H1f

Pearson coefficient Cramer coefficient V p
change in service offer 7.392 0.320 0.025
change in pricing 4.180 0.241 0.124
change in staff size 5.502 0.276 0.064
company size 3.958 0.234 0.138
company type 10.172 0.376 0.337
crisis perceptions 14.047 0.442 0.015

Source: custom data

EM 2012, i1, 1



Hypothesis 1a presumed an influence of
change in company management on service
offer. This hypothesis was partly confirmed
(p < 0.05). This means that the economic crisis
has a certain impact on changing the service
scope on offer, but the scope was not reduced
(as assumed), but extended. The impact of this
factor on the method choice indicates medium
dependence (V = 0.320). Hypothesis
1b presumed an influence of change in
company management on pricing of the
services. The hypothesis was not confirmed
(p > 0.05). Hypothesis 1c, presuming an impact
of management changes on staff size, was not
confirmed (p > 0.01). Hypothesis 1d,
presuming the impact of the company size on
changes in company management, was not
confirmed (p > 0.05). Hypothesis 1e, involving
the influence of the company type on changes
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in company management, was not confirmed
(p > 0.05). Hypothesis 1f, presuming the
influence of crisis perceptions on changes in
company management, was confirmed in part
(p < 0.05). The crisis was seen as a positive
factor, not as a negative factor the way it was
presumed. The impact of this factor indicates
medium dependence (V = 0.442).

Perceptions of the Economic Crisis as the
External Influence Factor of Company
Performance

Generally, we can say, as shown in Figure 8,
that the crisis is perceived rather positive in
terms of changes in company management.
This means that the crisis is seen as a source
of new opportunities and potential for functional
improvements in the company.

m Perceptions of the economic crisis as the influence factor for company

negative crisis
impact
29% new opportunities
6%
higher sales
4%
optimized costs
o 25%
pozitive effects
0,
el better staff
motivation
17%
no impact improved
1% corporate culture
8%

The perception of the economic crisis as
a factor influencing the situation of a company
depends on the company type and is indepen-
dent on the company size. It is perceived as
a negative factor by businesses such as
a lodging house, a camp-site, a bungalow site
and a hostel. Hotels perceive the economic
crisis rather as a positive factor that can bring
new opportunities for the company.

To confirm hypotheses H2a—-H2b establi-
shed, an analysis of categorical data was perfor-
med, with its results shown in Table 4 below.

Source: custom data

Analysis results of categorical
data for Hypotheses H2a-H2f

Pearson Cramer p
coefficient | coefficient V
size 14.235 0.314 0.163
type 67.391 0.433 0.017

Source: custom data

Hypothesis 2a presumed an influence of
the company size on perceptions of the
economic crisis as an external factor
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influencing the company performance. This
hypothesis was not confirmed (p > 0.05).
Hypothesis 2b, presuming the influence of the
company type on perceptions of the economic
crisis, was confirmed (p < 0.05). The impact of
this factor on the method choice indicates
medium dependence (V = 0.433).

Generation and Use of Contingency Plan in
Tourism Enterprises
To confirm the set of hypotheses H3a-H3b,
an analysis of categorical data analysis was
performed, with its results recorded in Table 5
below.
Analysis results of categorical
data for Hypotheses H3a-H3b

Pearson Cramer p
coefficient | coefficient V
size 81.624 0.753 0.000
type 47.982 0.577 0.000

Source: custom data

Hypothesis 3a presumed an influence of
the company size on the generation and the
use of a contingency plan within the company.
The hypothesis has been confirmed (p < 0.01).
The impact of this factor indicates high
dependence level (V = 0.753). Hypothesis 3b,
presuming an influence of the company type on
the generation and the use of the contingency
plan, was confirmed. The impact of this factor
on the method choice indicates medium
dependence (V = 0.577).

A summary of the hypotheses and analysis
results is listed in table 6.

4. Discussion

At present, a large number of economies around
the world are struggling with the economic crisis,
which brought about significant impact on quite
a number of industries. The global crisis,
affecting all levels of the global business
environment, from the macro-environment
down to the micro-environment of enterprises,
is the most noticeable change affecting
business management. As a result of the global
economic crisis, the hospitality and tourism
industry experienced a serious downturn in
sales and profitability [9]. The current economic
crisis has affected a large number of
individuals, companies and countries [17].

The effects of the global economic crisis
can be seen from different points of view. This
research study focuses on the impact of the
economic crisis on management of companies
active in the tourism industry. Tourism industry
is vulnerable to various crises and disasters,
and its growth has been impeding due to
unpleasant situations [6].

The research results presented above have
led to certain interesting conclusions in terms of
changes in the management of tourism
companies. As obvious from previous results,
a change in company management hardly
involved pricing, service scope and file size.

The research study allowed finding out that
most companies approached (55%) do not use
and generate a contingency plan. Micro-
enterprises and small enterprises do not
generate contingency plans, thus unable to use
them either. Medium-sized enterprises typically
create contingency plans, but fail to use them in
the context of the economic crisis. Regarding
the company type, the results looked identical.
Businesses within the hotel category do write
contingency plans, but fail to use them
throughout the economic crisis. Businesses in
the category of boarding houses, camp-sites,
bungalow sites and hostels do not generate
contingency plans and do not use them.

Apart from affecting the business
environment in the Czech Republic, the current
global crisis has a truly international, global
impact. The changes are visible not only on the
level of demand and supply in goods and
services, but they reach deeper, up to the
managerial practices within the companies.

Due to the nature of tourism, which is
a non-essential product, the industry was
severely hit but the crisis. Apart from the
changes in customer preferences and needs
that had to be addressed flexibly by managers,
there was a need to change the managerial
practice within companies operating in the
tourism industry. Managers were pushed to
take austerity measures, at the same time
ensuring better satisfaction on part of
customers. Despite the declining demand on
part of clients, the scope of services on offer as
well as their quality improved. As proved in the
research study, nearly 40% of accommodation
providers in the Olomouc region carried out
changes within the management of the
company during the crisis.

E M 2014, XVII, 1

—



EM 01 14 zlom 3.3.2014 13:23 Stréanka 15$

Economics
Summary of hypotheses and results
hypothesis result
H1a: Change in company management of the accommodation provider, as a result confirmed
of the economic crisis, is manifested through a change of services on offer. partially

There is a reduction in the supply of services.

H1b: Change in company management of the accommodation provider, as a result

not confirmed

of the economic crisis, is manifested through a change in pricing for services on offer.
Specifically, there is an increase in prices for services on offer.

H1c: Change in company management of the accommodation provider, as a result

not confirmed

of the economic crisis, is manifested through a change in the staff size.

The staff size is reduced.

H1d: A change in company management of the accommodation provider, as a result

not confirmed

of the economic crisis, is influenced by the size of the company. Changes in the
management practices are best visible in small and medium-sized enterprises.

H1e: A change in company management of the accommodation provider, as a result

not confirmed

of the economic crisis, is influenced by the size of the company. A change
in management occurs mostly in companies such as boarding houses, camp-sites,
bungalow sites and hostels. Hotels as a category are not influenced considerably

by changes in management.

H1f: A change in company management of the accommodation provider, as a result
of the economic crisis, is influenced by the perception of the crisis and its impact

confirmed
partially

on the company. A change in the company management occurs especially if the crisis
is seen as a negative factor of the company development.

H2a: Perceptions of the economic crisis, as a major external factor of the

not confirmed

accommodation provider, depend on the company size. Small and medium-sized
enterprises perceive the economic crisis as a threat to their commercial activities.

H2b: Perceptions of the economic crisis, as a major external factor of the

confirmed

accommodation provider, depend on the company type. Boarding houses, camp-sites,
bungalow sites and hostels perceive the economic crisis as a threat to their

commercial activities.

H3a: The generation and use of a crisis plan is influenced by the size of the

confirmed

accommodation provider. Contingency plans tend to be made rather by large

companies.

H3b: The generation and use of a crisis plan is influenced by the type of the

confirmed

accommodation provider. Contingency plans tend to be made by hotels.

Conclusion

As demonstrated by the research study, the
change itself did not influence aspects such as
staff downsizing and price rises for the services
provided. No influence was proved to be linked
to the size and type of the accommodation
facility in terms of manager replacement.
A significant change in management occurred
in particular where the crisis was perceived in
negative terms. In such cases, there was

Source: custom data

a partial, sometimes complete replacement of
top managers, involving considerable changes
in the management policies.

The crisis was perceived negatively even if
the business people decided to ignore the
crisis, either through a lack of activity in terms
of manager replacement, or through their
unwillingness to adjust to customers. A decline
in the customer demand for the specific
accommodation facility was noted then, and
clients moved elsewhere, mostly to competitors.
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By contrast, those operators who have taken
advantage of the great changes in the market
and began to adapt in a flexible way were able
to welcome a sufficient number of satisfied
customers to their facilities, and they assessed
the crisis outcome in positive terms.

Whatever the reaction of managers was,
the fact remains that the crisis brought about
a purifying effect on companies. There has
been a development of the enterprises
prepared and able to take tourism a step
further, thus enjoying a potential for future; at
the same time, companies without this
essential potential lost ground or were entirely
dissolved.

This article is the outcome of the Student
Grant Competition grant, project no. SGS
8/2012 Svétova krize a jeji dopady na cestovni
ruch v Olomouckém kraji — The World Crisis
and Its Impact on Tourism in the Olomouc
Region.
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THE ECONOMIC CRISIS AND COMPANY MANAGEMENT: INFLUENCES
AND CONSEQUENCES

Barbora Antonova, Sarka Zapletalova

The tourism industry has been considerably affected by the global economic crisis over the most
recent years, with its roots identified in the US mortgage market segment. This crisis has caused
fluctuations in the markets across all industries, triggering uncertainty in nearly every
businessperson in the Czech Republic.

By their nature, tourist services are non-essential products, used by customers to satisfy their
needs only. Thus, in those times of uncertainty, customers tend to cut down on these services to
a certain minimum level. This fact manifested itself during the crisis in 2007-2012.

The article presents the impact of the global crisis on the tourism industry, in particular, on
accommodation providers in the Olomouc region. The aim of the article was to explore the impact
of this crisis on management of group accommodation facilities. The introductory chapter
discusses the theoretical aspect of the economic crisis and its relations with company
management, as well as the impact of the crisis on provision of accommodation services in the
reference period across the nation. Following this, hypotheses are established, to be subsequently
assessed by means of the primary research run as the questionnaire poll in the Olomouc region.
The article focuses essentially on a change of managers in accommodation facilities, other
measures taken by managers during the crisis, and the consequences of these measures.

Key Words: Management, crisis management, tourism, world crisis, accommodation facilities.

JEL Classification: F18, F14, M10.
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20 LET VYVQJE CESKE EKONOMIKY
— SROVNANI SE SLOVENSKEM

Ladislav Hajek, Lukas Rezny

Uvod

Do roku 1993 se rozvijela ¢eska ekonomika
ve spole¢ném staté se Slovenskem. Od roku 1993
se vznikem Ceské republiky (CR) a Slovenské
republiky (SR) se nachazeji obé ekonomiky ve
stejnych mezinarodnich podminkach, ale pod-
statné rozdily jsou v tempu ekonomického roz-
voje. Vyvoj hrubého domaciho produktu (HDP)
je, pres vSechny vyhrady k jeho méfeni a mezi-
narodnimu srovnavani, [16] dalezitym makroe-
konomickym i psychologickym faktorem, ktery
ovliviiuje podnikové kalkulace rentability a roz-
hodovani, kdy pfedev§im zmény jeho objemu
a struktury (spotfeba domécnosti, celkové
investice, vladni vydaje a vyvoz) ovliviiuji objem
a strukturu prodaného zbozi a sluzeb, utvareji
urcité podnikatelské o¢ekavani.

Ekonomické analyzy dosud nepostihovaly
celé dvacetileté obdobi vyvoje obou narodnich
ekonomik, ani vzajemné srovnani dlouhodobych
gasovych fad vyvoje HDP CR a SR. Zmény
v tempu ekonomického rastu jsou v téchto stu-
diich vysvétlovany v souvislosti s ristem C¢i
poklesem jednotlivych komponent hrubého
domaciho produktu, kterymi je spotfeba
domacnosti, investice (popf. tvorba hrubého fix-
niho kapitalu), viadni vydaje (nakup zbozi a slu-
Zeb) a Cisty export (objem vyvozu snizeny
o dovoz). [27]

Pfi zkoumani rozdilt v HDP na obyvatele
mezi zemémi vlivem souhrnné produktivity
vyrobnich faktoru je aplikovana metoda struktu-
ralni dekompozice Cobb-Douglasovy produkéni
funkce a metoda rlistového Gcetnictvi. [7] Tyto
studie pfichazeji k obecnému zavéru, ze
vysokéd tempa rGstu HDP jsou zaloZzena na
ristu souhrnné produktivity vyrobnich faktord,
jako tomu bylo v pfipadé Slovenska. [22]

Néktefi autofi zkoumajici vliv souhrnné pro-
duktivity vyrobnich faktor(i na ekonomicky rast
CR pfistupuji k mezinarodnimu srovnavani

relativni drovné souhrnné produktivity vyrob-
nich faktorti CR se zemé&mi Evropské unie. [18]

Z této metody nevychazime z ddvodu exi-
stence tzv. agregacniho problému, ktery zpo-
chybriuje samotnou existenci Cobb-Dougla-
sovy produkéni funkce. Agregacéni problém se
tyka podminek, za kterych je mozné agregovat
mnozstvi mikroekonomickych produkénich
funkci do jedné agregéatni produkéni funkce.
VySe uvedena metoda je zalozena na pfedpo-
kladu, Ze technologicka uUroven ekonomiky
mUze byt reprezentovana agregatni produkéni
funkci. Studie zamérené na tento problém pro-
kazaly, Zze podminky, za kterych Ize agregovat
mikroekonomické produkéni funkce jsou natolik
striktni, Ze je v realné ekonomice neni mozné
splnit a metodu strukturalni dekompozice
Cobb-Douglasovy produkéni funkce a rdsto-
vého Ucetnictvi v praxi aplikovat. [13]

PFi zkoumani vlivu dil¢ich faktor(i ekonomic-
kého vyvoje je Casto vyuzZivana vicerozmérna
regresni analyza. Aplikace této metody spociva
v identifikaci proménnych, u kterych je oceka-
van prokazatelny vliv na sledovany rozptyl miry
ristu makroekonomického produktu vybrané
skupiny stata. Tyto proménné jsou urc€itymi indi-
katory vnitfniho ekonomického prostiedi dané
zemé. Vyvoj a zmény jejich hodnoty od poc¢atku
sledovaného obdobi jsou vyuzivany k vysvét-
leni vykazovanych diferenci miry rdstu mezi
jednotlivymi ekonomikami v urcitém ¢asovém
obdobi. [3] Z této metody vychazi fada praci,
jejichz vysledky byly v tomto ¢lanku vyuzity pro
determinaci faktor(, které by mohly pfispét
k vysvétleni pozorované diference v mife rastu
HDP mezi ekonomikou CR a SR.

Metoda regresni analyzy je v literature apli-
kovana také pro kratsi ¢asové fady a se zamé-
fenim na analyzu procesu internacionalizace,
jejiz uroven je vyjadfena objemem pfimych
zahrani€nich investic a obchodni otevfenosti
ekonomiky vuéi zahrani¢i. Analyza prokazuje
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pozitivni efekt pfilivu pfimych zahrani¢nich
investic, miry domacich investic a rlstu
zaméstnanosti pro Slovensko. [23]

Vedle analyzy vyvoje HDP za uplynulé
obdobi jsou konstruovany kompozitni predsti-
hové indikatory, které umoznuji predikovat
vyvoj hospodafského cyklu do budoucna. Kom-
ponentami pfedstihového indikatoru je napf.
tvorba hrubého fixniho kapitalu, export zbozi
a sluzeb, primyslova vyroba, indikator spotre-
bitelské dlveéry, trzni kapitalizace. [28]

Rychly rGst HDP nem0Gze byt jedinym
a dokonce ani hlavnim cilem hospodarské poli-
tiky. Jiz Simon Kuznets, autor tohoto systému
méfeni ekonomické vykonnosti uvadél, ze pfi
posuzovani ekonomického rozvoje je nutné
brat v Uvahu i rozdily mezi kvantitou a kvalitou
rlstu, mezi naklady a vynosy a rovnéz mezi
kratkym a dlouhym obdobim. Ekonomicky rast
jako jeden z cill hospodarské politiky by mél
byt jednoznacné specifikovan z hlediska jeho
méfeni i Ucelu. [25] Stranou by neméla zlstat
ani problematika celkové velikosti ekonomic-
kého systému, kterou analyzuje Herman Daly.
Zduraznuje, ze ekonomika roste v urcitém vnéj-
§im prostiedi, které je timto procesem degrado-
vano. Ddulezité je stanovit a prosazovat jen
takové tempo ekonomického rustu, pfi kterém
jeho pfinosy jesté prevazuji nad negativnimi
dusledky jako je znecisténi Zivotniho prostredi
a vycCerpavani neobnovitelnych pfirodnich
zdroju. [19]

1. Metoda vyzkumu
Pocateéni fazi tohoto vyzkumu je zjistovani,
statistické zpracovani a kvantitativni i graficka
deskripce dlouhodobych ¢asovych fad vyvoje
hrubého domaciho produktu v CR a v SR pfi
vyuziti indexové metody.

Vychodiskem k vysvétleni pozorovaného
rozptylu v mirach rlstu je v literatufe pouzivana
metoda vicerozmérné regresni analyzy. Zde ji
pouze struéné zminime, protoze v ¢lanku neni
v celé své S§ifi aplikovana. Je vsak dulezita
v souvislosti s dalsi literaturou, z které vycha-
zime pfi vybéru analyzovanych proménnych ve
snaze postihnout vice faktord a jejich soubézny
vliv na ekonomicky rist. V soucasné literatufe
byla identifikovana cela fada makroekonomic-
kych i mikroekonomickych faktord, které dlou-
hodobé ovliviiuji tempo ekonomického rozvoje.
Jednotlivé vybrané proménné zde vystupuji
Vv rovnici ve tvaru:

Y=0+By "X+ B X+ B X, +E (1)
kde y je vektorem miry ekonomického rlstu
vybranych zemi, o je konstantou a x;, ... x,, je
vektor vysvétlujicich proménnych. Ekonomicka
teorie vSak zde neposkytuje jednoznacny vycet
faktor(i, které by mély byt brany v avahu. Na
zakladé rdznych teoretickych modeltt a dostup-
nosti dat se nabizi Siroka $kala faktord, které by
mohly vystupovat v roli vysvétlujicich promén-
nych. Zalezi potom pfedevSim na Uvaze autora,
které proménné do rovnice zaradi a které pomine.

Problémem pak je i urcitd nestabilita tako-
vych modeld, protoze vybér proménnych (zahr-
nuti ¢i vylou€eni uréitych faktor(l) mize zménit
vlastnosti celého modelu. MGze dojit ke ztraté
statistické signifikance nékterych proménnych
(tyto proménné v modelu ztrati svoji plvodni
roli) nebo se zméni jejich charakteristika.
Vybrana vysvétlujici proménna modelu tedy
v jednom pfipadé zdanlivé ovliviiuje ekono-
micky rist pozitivné, ale po zméné konfigurace
modelu muZe plsobit negativné.

Tomuto vaznému problému pouzivani
metody vicerozmérné regrese jako nastroje
k vysveétleni pozorovanych rozptyld ekonomic-
kého rastu jednotlivych zemi se podrobné
vénovali zejména autofi Robert Barro a Xavier
Sala-i-Martin, z jejichz prace vychazime pfi
ureni proménnych, které by mély pfispét
k vysvétleni pozorovaného rozdilu v mife eko-
nomického ristu mezi CR a SR. Vyse zminéni
autofi se soustredili na uréovani tzv. robust-
nich vysvétlujicich proménnych, tedy tako-
vych proménnych, které jsou statisticky signifi-
kantni ve vétSiné konfiguraci modeld a jejich
vliv na ekonomicky rist je staly, at jiz v pozitiv-
nim, nebo negativnim sméru. Tuto analyzu
autofi provedli pro globélni vzorek 88 statu a do
modell vysvétlujicich sledované odchylky eko-
nomického rastu zahrnuli celkem 68 promén-
nych, pro néz byla dostupna data jiz od roku
1960. [2], [24]

Vylou¢ime promeénné, které nemohou
vysvétlit rozdily v tempu ekonomického rlstu
v pfipadé CR a SR (napf. pomocna proménna
pro vychodoasijské ekonomiky) a dale promén-
né vykazujici nepodstatné rozdily mezi obéma
zemémi (napf. mira dochazky do zakladni
Skoly, o€ekavana délka zivota). Zaméfime
se tak pouze na proménné, které jsou vyse
zminénymi autory povazovany za robustni
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a jejich hodnoty se v pfipadé sledovanych eko-
nomik vyznamné odlisuji. Témito proménnymi
jsou nasledujici ukazatelé: vychozi uroven
HDP na obyvatele, hruba tvorba kapitalu,
podil vefejnych vydaji na HDP. Kompletni
seznam promeénnych identifikovanych autory
vySe zminénych praci jako robustni Ize nalézt
v citované literature.

V dalsi ¢asti doplnime tyto tfi proménné
o dalsi faktory ekonomického rlstu v relativnim
mezinarodnim a souhrnném vyjadfeni, které
charakterizuji institucionalni kvalitu, jako jsou
podminky k podnikani, celkové danové zati-
Zeni a vnimani korupce.

2. Vyvoj hruhého domaciho
produktu CR a SR v letech
1993-2012

Proces transformace ceskoslovenské ekono-

miky byl provazen na po&atku a na konci 90. let

poklesem HDP. V prvnich tfech letech ekono-
mické transformace 1990-1992 doslo k abso-
lutnimu poklesu objemu HDP, dalSi &tyfi roky

(1993-1996) nasledovalo kratkodobé oziveni.

Nepfiznivy vyvoj pokracoval v letech 1997—1998,

kdy bylo tempo riistu HDP CR opét zaporné,

zatimco v SR po oba uvedené roky €inilo 4,4 %.

Hlavni pfi¢inou byla nekoordinovand, restrik-

tivni fiskalni politika ¢eské vlady a restriktivni

monetarni politika Ceské narodni banky (CNB).

Nejvétsiho ekonomického rlstu bylo v prvni

dekadé transformace ceské ekonomiky dosa-

Zeno v roce 1995 (6,2 %) a na Slovensku rov-

néz v roce 1995 (7,9 %).
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Za transformacéni obdobi 1990-2000 bylo
tempo rastu HDP CR zaporné a &inilo -3,9 %.
Ekonomika CR tak na rozdil od sousednich
transformujicich se ekonomik jesté v roce 2000
nedosahla podle puvodnich, nerevidovanych
Gdaji vychozi drovné. K nejhlubsimu poklesu
HDP doSlo v roce 1991 (-11,6 %). Vice byla
postizena slovenska ekonomika, kde se HDP
snizil 0 17,5 % pfedevsim v dlisledku podstat-
ného zredukovani tézkého a zbrojniho pra-
myslu. Pokles HDP celého Ceskoslovenska
v roce 1991 ¢inil 12,5 %. Od roku 2000 dochazi
k oziveni ekonomiky az do roku 2009. [5]

Soucasna relativné vysoka ekonomicka
arovenn CR je v3ak dana vyhradné lep&imi
vychozimi podminkami, nebot v prabéhu 90. let
se relace vic¢i Evropské unii (EU) i ostatnim
kandidatskym zemim na ¢lenstvi v EU zhorso-
vala. Ekonomicky riist CR byl do roku 2000 ve
srovnani se zemémi stfedni a vychodni Evropy
nejpomalejsi. Primérné ro¢ni tempo rdstu HDP
CR v letech 1993-2000 ¢inilo 1,6 %, zatimco
na Slovensku za stejné obdobi 3,6 %.

Po obdobi ekonomického rlistu se v roce
2008 projevila v CR globalni ekonomicka krize
predevsim vyraznym poklesem poptavky ze za-
hrani¢i. Podle Udaji Eurostatu (Tab. 1 a Obr. 1)
vzrostl HDP CR v roce 2008 o 3,1 %, v SR
0 5,8 %, zatimco v roce 2007 dosahoval tento
ukazatel v CR 5,7 % a 10,5 % na Slovensku.
V roce 2009 doslo k absolutnimu poklesu HDP
CR, a to 0 -4,5 %, na Slovensku 0 -4,9 %.
V roce 2010 jiz vzrostt HDP CR 0 2,5 % (v SR
04,4 %) avroce 20110 1,9 % (v SR 0 3,2 %).

it HY Porovnani vyvoje HDP CR a SR v letech 1994-2014
2 |Roky 1994 | 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003
;_>’ Ceské republika 2,9 6,2 45 -0,9 0,2 1,7 42 31 2,1 3,8
2 Slovenska republika 6,2 79 6,9 4.4 44 0 1,4 3,5 46 4.8
,g Roky 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013*
8 | Ceska republika 47 6,8 7 57 31 45 | 25 1,9 13 | -04
E Slovenska republika 5,1 6,7 83 | 105 | 58 49 | 44 3,2 2 1

* Udaje za rok 2013 jsou odhadem

Zdroj: [11], vlastni zpracovani
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m Vyvoj HDP CR a SR v letech 1994-2014 (meziroéni zména v %, stalé ceny)

12 4

—a—Ceska republika
—u—Slovenska republika

Zdroj: [11], vlastni zpracovani

Na pokles v roce 2009 méla (z hlediska vy-  posilovani kurzu ¢eské koruny. Kurz koruny do-
dajové metody méfeni HDP) nejvétsi vliv zadi-  sahl svého vrcholu v Eervenci 2008, kdy se v pri-
najici recese v EU, pfedevsim v Némecku, které ~ méru od za¢atku roku koruna zhodnotila 0 11,5 %
je hlavnim obchodnim partnerem CR. Negativni  viéi euru a 0 23,1 % vG&i americkému dolaru.
dopad na ekonomicky rlist mélo rovnéz nizsi tempo Od vzniku dvou samostatnych republik,
spotfeby domacnosti, rist cen surovin a rychlé v letech 1993-2012, se rozvijelo Slovensko

Vyvoj HDP CR a SR v letech 1993—2012 (meziroéni zména v %, stalé ceny,
rok 1993 = 100)
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Zdroj: [11], vlastni zpracovani
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ve srovnani s CR podstatné rychlej$im tem-
pem. Za 20 let od vzniku CR a SR v roce 1993
do roku 2012 se zvysil HDP CR o 67,9 %, ale
HDP Slovenska za stejné obdobi o 128 %,
tj. vice jak dvojnasobné (2,28 krat) — Obr. 2.

Hospodarska politika Slovenska v porov-
nani s hospodarskou politikou ¢eskych viad
za celé sledované obdobi 1993-2012 se z hle-
diska rGistu HDP na obyvatele i z hlediska kon-
vergence k EU jevi jako Uspésnéjsi. Oproti Slo-
vensku dosédhla hospodaiska politika CR
lepSich vysledkd v oblasti zaméstnanosti
ainflace. [15] Pro ekonomiku CR a SR byl dtile-
zitym podnétem ekonomického rlistu vstup do
Evropské unie v roce 2004. Pro Slovensko
kromé toho i vstup do Evropské ménové unie
a pfijeti eura v roce 2009. [14]

Prijeti eura urychlilo nomindlni i reélnou
konvergenci Slovenska k Evropské unii. V roce
1995 dosahoval slovensky HDP na obyva-
tele jen 63 % Grovné CR, v roce 2012 to bylo
jiz 82 %. Slovensko patfi v poslednich letech
k nejrychleji se rozvijejicim zemim EU. [4]

Celkovy pohled na vykonnost ekonomiky
CR prostrednictvim ukazatele HDP na obyva-
tele v parité kupni sily (PPS) ukazuje, ze CR
ztraci pozice vici Slovensku i EU jako celku.
V roce 2001 dosahoval v CR HDP na obyva-
tele 73 % priméru EU, v roce 2007 to bylo
83 %, ale v roce 2012 poklesl tento podil na
79 % pramérné urovné EU. Na Slovensku
v roce 2001 ¢inil HDP na obyvatele pouhych
53 % priméru EU, v roce 2007 68 % a v roce
2012 75 %. [5]

3. Hruby domaci produkt, tvorba
hrubeho kapitalu a verejné vydaje

3.1 Vychozi uroven HDP
na obyvatele

Pozorované rozdily v dlouhodobych trendech
ekonomického rlstu rdznych zemi jsou vysvét-
lovany na zakladé vyvoje mnoha odliSnych fak-
torl. Jednim z nejéastgji uvadénych faktorl je
urovert HDP na obyvatele, spojena s hypoté-
zou absolutni konvergence. Dle této hypo-
duktu na hlavu mély vykazovat vyssi tempa
ristu, tedy jistou tendenci pfiblizovani se
k Urovni produktu vyspélych ekonomik, bez sta-
noveni jakychkoliv dalSich podminek na cha-
rakteristiku téchto méné ekonomicky rozvinu-
tych ekonomik. V tomto pfipadé je tedy
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vysvétlujicim faktorem pozorované miry
ristu dané zemé pouze pocatecni velikost
HDP na obyvatele. [3]

Tuto hypotézu testovali Robert J. Barro
a Xavier Sala-i-Martin za obdobi let 1960—2000
pro 112 vybranych zemi. V analyze dospéli
k opaénému zavéru, tedy ze miry ristu danych
zemi byly mirné pozitivné korelovany (r = 0,19)
s jejich pocatecni pozici — zemé s vyssi Grovni
agregatniho produktu na obyvatele tedy vyka-
zovaly tendenci k rychlej§imu ristu. [3] Tento
zavér je v souladu s dalSimi autory, ktefi zkou-
mali data za obdobny ¢asovy Usek. [1], [8]

K jinym vysledkim p¥i pouziti aktualnich dat
(perioda let 1998—2008) dospéli autofi studie
nazvané Dimenze globalizace. [21] Pro dany
Casovy Usek nejprve analyzuji Uplny soubor
vSech statl a pfichazeji k podobnému zavéru
jako vySe uvedeni autofi. Vysledkem pro dany
soubor je negativni korelace mezi prilmérnou
vysi rastu HDP na hlavu a poc¢atecni arovni
HDP roku 1998 na hlavu, r = -0,062. Tato kore-
lace je v8ak statisticky nevyznamna. Vysledky
tedy vyvraceji hypotézu nepodminéné konver-
gence. [21]

Autofi na zakladé ziskanych dat vSak kon-
statuji, ze ekonomiky s niz&im pfijmem (vyja-
dfeno drovni HDP na hlavu) a celkové mensi
absolutni velikosti ekonomiky trpi nestabilitou,
tedy velkymi vykyvy v mife ristu HDP na hlavu.
Lze tedy fici, ze tyto ekonomiky vytvareji v da-
ném souboru jisty informaéni Sum, zkreslujici
celkova data a pfitom tyto staty zaujimaji pouze
nékolik malo jednotek procent celkové svétové
populace a stejné tak predstavuji malou ¢éast
svétového HDP. To autory vede k postupnému
vyfazovani téchto ekonomik z datového sou-
boru, kdy v kazdém kroku vzdy znovu zjistuji
vyslednou korelaci po¢ate¢ni urovné HDP na
hlavu a primérné miry rlstu HDP na hlavu
v nasledujicich obdobich.

Vysledkem je postupny rlist negativni kore-
lace mezi sledovanymi veli€inami, stejné tak
rust statistické vyznamnosti této korelace.
Napfiklad pro datovy soubor nezahrnuijici eko-
nomiky s celkovym vykonem mensim nez 40
miliard mezinarodnich dolar(l (k roku 2005),
ktery stale jesté zahrnuje ekonomiky CR a SR
je vysledna korelace r = -0,51, p < 0,0001, tedy
pomérné silny a statisticky signifikantni nega-
tivni vztah. Zavérem této studie je tedy potvr-
zeni hypotézy absolutni konvergence v ramci

vétSich ekonomik. [21]
1, XVII, 2014 E M

—

23



EM 01 14 zlom 3.3.2014 13:23 Stréanka 24$

24

Ekonomie

Pro Ucely této prace se tedy nabizi otazka,
jestli pozorované rozdily v mirach rlstu ekono-
mik CR a SR Ize vysvétlit pocatecni trovni HDP
na hlavu dosahovanych v téchto zemich.
Za timto Ucelem byl sestaven datovy soubor obsa-
huijici véechny svétové ekonomiky s celkovou vysi
HDP roku 1993 vysSi nez 50 miliard dolard. Slo-
vensko je s hodnotou 516,1 mil. mezinarodnich
dolard roku 2005 poslednim z celkem 62 statd,
které tuto podminku splfiuji. Vybrané staty sou-
hrnné v roce 1993 tvofily celkem 98,53 % své-
tového HDP, tedy jeho naprostou vétSinu. Tyto
Udaje byly porovnavany s primérnou mirou rastu

HDP na hlavu téchto zemi za obdobi let
1993-2012. Ugelem bylo mapovat obdobi od
vzniku samostatnych statu CR a SR. Zdrojem
dat byla databdze Svétové banky. [31]

Vysledky se shoduji s vySe predstavenou
studii [21] i pFfes odliSné zvolené cCasové
obdobi. Korelace sledovanych veli¢in ma oce-
kévanou negativni hodnotu r = -0,605 a je sta-
tisticky signifikantni (p < 0,0001). Tyto
vysledky tedy potvrzuji hypotézu absolutni
konvergence v ramci vySe zminéného sou-
boru ekonomik. (Obr. 3)

Mira riistu HDP na obyvatele v zavislosti na vychozi Grovni HDP na obyvatele

-
o

[%]

-2

Pramérna mira ristu HDP na hlavu v letech 1993-2012 E

-4

y =-8E-05x + 3,534
R? = 0,3664

4 5 6 7
x 10000

Pocatecni iroven HDP na hlavu roku 1993 (mezinarodni dolar roku 2005)

Pokud ze ziskanych dat sestavime jedno-
duchy regresni model, kde nezavislou promén-
nou je Uroven HDP na hlavu roku 1993 a zavis-
lou proménnou priimérna mira rastu HDP na
hlavu v obdobi let 1993-2012, ziskame
regresni pfimku (Obr. 3). Vysledny index deter-
minace tohoto jednoduchého regresniho
modelu je R2 = 0,3664, tedy 36,64 % rozptylu
hodnot je vysvétleno modelem. Tato hodnota
se nemusi jevit jako pfili§ vysoka, ale jde

Zdroj: [31], vlastni zpracovani

o0 vyznamny vysledek, v kterém je modelem
predikovana ekonomicka vykonnost danych
ekonomik pouze na zakladé jednoho para-
metru, tj. na zakladé jejich vychozi ekonomické
urovné vyjadfené pomoci HDP na obyvatele.
Nyni mizeme porovnat modelem predpo-
kladané miry riistu pro ekonomiky CR a SR. Uz
z grafu je patrné, Ze ekonomika SR se
od regresni pfimky odchyluje mnohem vyraznégji,
nez ekonomika CR, ktera se nachazi téméf na

E M 2014, XVII, 1

—



regresni pfimce. Vytvofeny model predpo-
klada pro ekonomiku SR primérnou roéni
miru rastu 2,76 % a pro ekonomiku CR
2,38 % na zakladé jejich vychozich urovni
HDP na obyvatele (9 692 dolard pro SR
a 14 401 dolart pro CR, vyjadfeno opét v kon-
stantni meéne).

Skute€né pozorované hodnoty primérné
miry rastu jsou vsSak odliSné, a to zejména pro
ekonomiku SR, kterd ve sledovaném obdobi
1993-2012 vykazovala primérné rocni
tempo ristu 3,86 %, tedy o vice nez jeden
procentni bod vyssi oproti hodnoté prediko-
vané na zakladé vychozi urovné HDP na
obyvatele SR modelem. Jinymi slovy fe¢eno,
vykazovany rozdil mezi obéma zemémi, f{j.
rychlejsi rist Slovenska lze pfiblizné jen
z jedné c¢tvrtiny (z 26 %) vysvétlit nizsi
vychozi ekonomickou zakladnou (vyjadfené
objemem HDP na obyvatele). Rozdily v tem-
pech riistu CR a SR tedy zavisi i na dalsich fak-
torech, z nichz nékteré dale zminime.

3.2 Tvorba hrubého kapitalu

Tvorba hrubého kapitdlu zahrnuje predevsim
tvorbu hrubého fixniho kapitalu a zmény stavu
zasob. Ukazatel tvorby hrubého fixniho kapitalu
pfedstavuje hodnotu pofizeni hmotného i ne-
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hmotného investi¢niho majetku nakoupeného
(v€etné finanéniho leasingu), bezuplatné pre-
vzatého nebo vyrobeného ve viastni rezii, sni-
zenou o hodnotu jeho prodeje a bezuplatného
pfedani. V modelech zkoumajicich robustnost
a vyznamnost jednotlivych proménnych vzhle-
dem k ekonomickému ristu se jedna o jednu
Z nejvyraznéji pusobicich proménnych na eko-
nomicky rlst (v pozitivnim sméru), ale pro rych-
lejsi tempo ristu Slovenska ve srovnani s CR
neposkytuje dostate¢né argumenty. [3], [24]
Vyvoj tohoto ukazatele mél v CR i SR
ve sledovaném obdobi podobny trend a rovnéz
jeho hodnoty se v obou zemich podstatné
nelisi. V CR dosahl nejvy$si hodnoty v roce
1996 (33,8 %), v SR v roce 1997 (34,3 %).
V SR od roku 2007 podil tvorby hrubého
kapitalu na HDP s uréitymi vykyvy klesal, byl
nizéi nez v CR a v roce 2012 poklesl na
sledované obdobi 20 let. V CR v roce 2012
¢inil tento ukazatel 23,3 %. (Tab. 2, Obr. 4)
Pficiny rychlejsSiho rozvoje Slovenska ne-
mGzeme vysvétlit na zékladé rozdild v objemu
a vyvoji tohoto ukazatele, ale hledat je ve struktu-
fe tvorby hrubého kapitalu, technologické drovni
a efektivnosti daného procesu, ktery do velké miry
zavisi na kvalité institucionalniho prostfedi.

Tvorba hrubého kapitalu v CR a SR v letech 1993-2012 (v % HDP)

___ | Roky 1993 | 1994 | 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002

% é Ceska republika 251 | 283 | 321 | 338 | 305 | 286 | 275 | 29,9 | 29,7 | 28,2
g i Slovenské republika 247 | 21,0 | 243 | 341 | 343 | 336 | 278 | 26,0 | 296 | 291
8 = Roky 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012
E ';é. Ceské republika 270 | 271 | 265 | 27,7 | 298 | 28,9 | 238 | 248 | 245 | 233
Slovenské republika 246 | 263 | 289 | 28,0 | 278 | 27,7 | 195 | 226 | 238 | 194

3.3 Podil vefejnych vydaji na HDP

Dalsim faktorem povazovanym z hlediska rlstu
ekonomiky za robustni a negativné rast ovliv-
fujici je podil koneéné vladni spotieby na
HDP. [3], [24] Kone¢na vladni spotieba se
skldda z vladnich vydaji na produkci netrznich
statkll a sluzeb pro kone¢nou spotiebu a také
z vydajl na nakupy trzniho zbozi a sluzeb
poskytovanych jako socialni transfery. Prvni
skupina téchto vydajl tedy reflektuje kolektivni
spotfebu (vydaje na obranu, systém spraved-
nosti atd.), ktera je prospésna spolecnosti jako

Zdroj: [32], vlastni zpracovani

celku. Druhd skupina pak predstavuje vydaje
na individualni spotfebu (zdravotni péce, vzdé-
lani), které sméfuji k jednotlivym domécnos-
tem. VIadni investice tedy nejsou soucasti
tohoto indikatoru, av$ak vstupuji do celkovych
vladnich vydaju, které jsou rozebrany nize.

V metodice Eurostatu jde o celkové vydaje
sektoru vladnich instituci v procesu preroz-
délovani narodniho didchodu a jméni. Sektor
vladnich instituci zahrnuje vSechny institucio-
nalni jednotky, jejichz produkce je uréena pro
individualni a kolektivni spotfebu a které jsou
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m Tvorba hrubého kapitalu v CR a SR v letech 1993-2012 (v % HDP)
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financovany z dani a pfispévkl na socialni
zabezpeceni (Ustfedni vladni instituce, mistni
vladni instituce a fondy socialniho zabezpe-
€eni). Vyznam sektoru vladnich instituci je vyja-
dfen podilem celkovych pfijm0 a vydaju vlad-
nich instituci na HDP v procentech.

V EU-27 dosahly v roce 2001 celkové
vladni pfijmy 44,6 % ve vztahu k HDP, v roce
2012 45,4 %. Celkové vefejné vydaje EU-27
v roce 2001 ¢inily 46,1 %, v roce 2012 49,3 %
HDP. Celkové vladni ptiimy CR v roce 2001
byly pod primérem EU a ¢inily 38,3 %, v roce
2012 40,1 %. Celkové vladni vydaje CR
(vefejné vydaje) v roce 2001 dosahly 43,9 %
avroce 2012 44,5 %.
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Zdroj: [32], vlastni zpracovani

Na Slovensku byly tyto ukazatele 38,0 %
v roce 2001 a 33,2 % v roce 2012 u celkovych
vladnich pfijma, 44,5 % v roce 2001 a 37,8 %
v roce 2012 u celkovych vladnich vydaju.
V letech 1996-2001 byly vefejné vydaje ve
vztahu k HDP na Slovensku ve srovnani s CR
vyssi, v letech 2002-2012 je tento ukazatel
v SR oproti CR podstatné nizsi.

V roce 2012 mély nejvyssi droven vydajl
a pfijmu vladnich instituci dohromady jako podil
na HDP (pfevysujici 100 %) Dansko, Finsko,
Francie, Madarsko, Belgie a Svédsko. Sloven-
sko patfilo mezi sedm statl EU-27 s relativné
nejniz§im kombinovanym pomérem (méné nez
80 % HDP) vedle Bulharska, Litvy, Rumunska,
LotySska a Estonska. [10]

Podil koneé&né viadni spotieby na HDP CR a SR v letech 1993-2012

= |Roky 1993 | 1994 | 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002
€8 | Ceskd republica 208 | 21,1 | 20,1 | 195 | 203 | 194 | 205 | 203 | 203 | 217
2 28 | Slovenské republika 256 | 219 | 217 | 239 | 21,8 | 222 | 201 | 20,1 | 206 | 203
5 g 32 | Roky 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012
T 5 | Ceskd republica 227 | 215 | 214 | 207 | 198 | 197 | 215 | 21,3 | 207 | 207
& | Slovenska republika 204 | 19 | 183 | 188 | 17,1 | 176 | 20 | 194 | 17,9 | 176

Zdroj: [33], vlastni zpracovani
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Podil celkovych vefejnych vydaji na HDP CR a SR v letech 1995-2012

é Roky 1995 | 1996 | 1997 | 1998 | 1999 | 2000 | 2001 | 2002 | 2003
'§ & | Ceské republika 53 417 | 42,6 43 422 | 416 | 439 | 456 | 500
%E‘é Slovenské republika 486 | 53,7 | 489 | 458 | 481 | 52,1 | 445 | 451 | 401
- Ef Roky 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012
E% | Ceska republika 43,3 43 42 41 A1 | 447 | 437 | 432 | 445

“E Slovenska republika 37,7 38 | 365 | 342 | 349 | 416 40 384 | 378

Zdroj: [12], vlastni zpracovani

Podil celkovych vladnich vydaijl a vliadnich vydaji na koneénou spotiebu
na HDP CR a SR v letech 1993-2012
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Zdroj: [33], [12], vlastni zpracovani

PFi srovnavani Ceské a slovenské ekonomiky  zatizenim, které je diskutovano nize. Hlavni
vystupuji tyto faktory v negativnim smeéru. Vy8§i  slozkou vladnich pfijm{ jsou dané a pfispévky
podil vydajti (popt. pfijma) viady CR na HDP je  na socidlni pojisténi.
doprovézen nizSim ekonomickym rlstem.

Povaha tohoto faktoru je dana systémem 4. Faktory ekonomického ristu
vyuzivani vefejnych zdroju a jeho efektivnosti, v relativnim mezinarodnim
ktera zavisi na Urovni personalniho zajisténi a souhrnném vyjadreni
a fizeni vefejné spravy, na rozsahu korupce
a zadavani vefejnych zakazek aj. V pripads 4.1 Podnikatelské prostredi
nékterych zemi jako je Svédsko, Dansko aj.  P¥iginy rozdild v tempu rstu ekonomiky CR
vysoky podil vefejnych vydajid na HDP podpo- a Slovenska je mozné vysvétlit i na zakladé
ruje ekonomicky rist, zatimco v méné vyspé-  faktorll charakterizujicich institucionalni
lych zemich &i tranzitivnich ekonomikach s nee-  kvalitu jako je postaveni obou zemi v mezina-
fektivni vefejnou spravou a korupci omezuji  rodnim hodnoceni podnikatelského pro-
vefejné vydaje prostor pro soukromy sektor. stredi, které se odrazi i v dalSich formach mezi-

Celkové pfijmy a vydaje sektoru vladnich  narodniho srovnavani.
instituci Uzce souvisi s celkovym danovym
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Svétova banka (WB — World Bank) hodnoti
podminky pro podnikani podle 10 rGznych krité-
rif (podminky pro zalozZeni podniku, ziskani sta-
vebniho povoleni, dodavka elektfiny, zaregist-
rovani nemovitosti, ziskani Uvéru, ochrana
investord, placeni dani, pfeshraniéni obchodo-
vani, vymahatelnost pinéni smlouvy, feSeni
upadku firmy), kde kazda slozka ma pfi zjiSto-
vani souhrnného ukazatele stejnou vahu.
Ve zpravé Svétové banky z roku 2013 je
v ramci 189 hodnocenych zemi svéta na prv-
nich mistech s nejlepsimi podminkami pro pod-
nikani Singapur, Hong-Kong, Novy Zéland,
USA a Déansko. Slovensko se umistilo na 49.
misté&, zatimco CR az na 75. misté. [30]

PFi srovnavani podnikatelského prostredi
musime vzit do Uvahy pouzivanou metodiku
a pfihlédnout k jeji vypovidaci schopnosti i ome-
zenim. [20] Pfi podstatném predstihu Sloven-
ska pfed CR v poradi hodnoceni ekonomik
podle Urovné podnikatelského prostfedi mu-
Zeme pres uvedené vyhrady tento souhrnny
kvalitativni faktor i jeho slozky povazovat
za vyznamné z hlediska hledani pfi¢in roz-
dilného tempa ekonomického ristu obou
zemi. Na Slovensku se ve sledovaném obdobi
zlepSovala Uroven institucionalniho ramce fun-
govani celé ekonomiky odrazejici se i v pfizni-
véjSim mezinarodnim hodnoceni podnikatel-
ského prostfedi, dochazelo k rychlejsi korekci
opatfeni hospodarské politiky a novelizaci
zakonu, které se neosvédCily napf. v oblasti
podnikani, fiskalni politiky, zdanéni.

4.2 Celkové darnové zatizeni

S hodnocenim podnikatelského prostiedi Uzce
souvisi uroven dani a celkového darnového
zatizeni. Jde predevsim o stanoveni darfiovych
sazeb a zajiSténi danové spravedinosti, jejich
plosného a rovného plsobeni na jednotlivé
ekonomické subjekty nalezejici do shodné
dariové skupiny. V této oblasti jsou mezi CR
a SR zasadni rozdily.

V dariovém systému CR se postupné sni-
zovala nominalni sazba dané z pfijmu pravnic-
kych osob ze 45 % v roce 1993 az na 20 %
v roce 2009 ze zakladu dané, ktery je snizen
o odecitatelné polozky dané Zakonem o danich
z pfijmu. Dan z pFijmu fyzickych osob v CR byla
v roce 2009 stanovena jednou sazbou, a to
ve vysi 15 % pro vSechny pfijmové skupiny. Doslo
vSak k rozsifeni danového zakladu o socialni
a zdravotni pojisténi placené zaméstnancem.

| pfes snizeni nominalni sazby dané na 15 %,
realna sazba dané z prijmu fyzickych osob
dosahla 20,25 %.

Na Slovensku byla v roce 2004 zavedena
rovna dan ve vysi 19 %, kterd platila az
do roku 2012. Organizace pro hospodarskou
spolupraci a rozvoj (OECD) doporucila Sloven-
sku, podobné jako CR, zvysit majetkové dané
a dané na ochranu zivotniho prostredi. [17]
Kromé dané z nemovitosti, ktera je pfijmem
mistnich rozpoctu, byla na Slovensku od roku
2013 zavedena nova dan z nemovitosti, ktera
je pfijmem statniho rozpoctu. Tato dan je zalo-
Zena na cenovych mapach a méla by odrazet
trzni cenu nemovitosti.

Celkové dariové zatizeni (véetné pfis-
pévkl na socidlni a zdravotni pojisténi) Cinilo
v CR v roce 1995 35,5 % ve vztahu k HDP.
V dalSich letech tato hodnota jen mirné kolisala
smérem dolu i nahoru a v roce 2011 dosahla
34,4 %. Na Slovensku byl tento ukazatel jesté
v roce 1995 vyssi nez v CR a &inil 40,3 %, ale
v dalSich letech nepfretrzité klesal az na 28,5 %
v roce 2011. Slovensko mélo v uplynulém
obdobi v ramci 27 zemi EU jedno z nejniz-
Sich danovych zatizeni po Litvé (26 %), Bul-
harsku (27,2 %), LotySsku (27,6 %), a Rumun-
sku (28,2 %). [9]

4.3 Vnimani korupce

Index vnimani korupce (Corruption Perception
Index — CPI), ktery vydava Transparency Inter-
national od roku 1995 se zaméfuje pouze na
korupci ve verejném sektoru a sefazuje zemé
podle stupné vnimani existence korupce
mezi Ufedniky vefejné spravy, politiky, podnika-
teli, analytiky, obchodnimi komorami, ale nevy-
povida o rozsahu realné korupce a neposti-
huje firemni korupci. Mezi 176 zemémi
hodnocenymi podle miry vniméani korupce
mezinérodni organizaci Transparency Internati-
onal za rok 2012 byla CR na 54. mist&, Sloven-
sko na 62. misté. K zemim s nejnizs&i vnimanou
korupci v daném roce patfilo Dansko, Finsko,
Novy Zéland a Svédsko. [29]

Transparency International vedle indexu
CPI, sleduje Globalni barometr korupce (pri-
zkum zku8enosti a nazor(i domacnosti na
korupci), Index platct Uplatktl (prazkum mezi
domécimi podnikateli o korup¢nim jednani
zahrani¢nich firem), vydava Zpravy o globalni
korupci (pfehledy o korupci podle jednotlivych
sektorll a oblasti) a Systém narodni integrity
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(studie za jednotlivé zemé se zaméfenim na
silné a slabé stranky narodnich instituci, které
maji zajistit kvalitni vefejnou spravu).

Rozsah realné korupce je vdak v CR
vyrazné vys$Si, nez naznacuje Index vnimani
korupce sledovany Transparency International.
Dokladem toho, Ze jde o vazny problém ohrozuijici
zaklady fungovéni statu je to, Zze se jim zaby-
vala Zprava Bezpecnostni a informacni sluzby
CR (BIS) za rok 2012. V této zpravé jsou uve-
deny pfiklady rozsahlé korupce a odéerpavani
vefejnych finanénich zdroju soukromymi sub-
jekty outsourcingem, projekty partnerstvi vefej-
ného a soukromého sektoru, manipulaci s verej-
nymi zakazkami a zneuzivanim evropskych
dotaci. Nefunk&nost vefejné spravy je spatfo-
vana i v nizké kvalifikaéni Urovni Grednikd.

Nepfiznivy stav v oblasti vefejné spravy,
legislativy, soudnictvi, vefejnych zakazek, pod-
nikatelského prostfedi, darfového systému
a rozsahla korupce v CR vede k neefektivhimu
vynakladani financnich prostfedkl, k ztratam
na strané verejnych pfijmud (v disledku rozsah-
lych darnovych anikd) i vefejnych vydaji. Viiv
rozdilné Urovné a kvality institucionalniho pro-
stfedi na ekonomicky rist CR a SR pfi mezina-
rodnim srovnavani je vyznamny, ale je obtizné
ho kvantifikovat.

Zaver

Od vzniku dvou samostatnych republik se roz-
vijelo Slovensko ve srovnani s CR podstatné
rychlej$im tempem. Za 20 let od vzniku CR
a SR v roce 1993 do roku 2012 se zvysil HDP
CR o 67,9 %, ale HDP Slovenska za stejné
obdobi o 128 %, tj. vice jak dvojnasobné
(2,28 krat).

Ekonomika SR vykazovala ve sledovaném
obdobi 1993-2012 prdmérné ro¢ni tempo rlstu
3,86 %, tedy o vice nez jeden procentni bod
vys$si oproti hodnoté predikované na zakladé
vychozi urovné HDP na obyvatele. Vykazovany
rozdil mezi obéma zemémi, tj. rychlejsi rist
Slovenska lze pfiblizné jen z jedné Etvrtiny
(z 26 %) vysvétlit nizsi vychozi ekonomic-
kou zakladnou.

Rychlejsi rist HDP v SR byl zalozen i na
faktorech, které charakterizuji institucionalni
kvalitu, na niz§im celkovém darovém zati-
Zeni, a tedy i nizSim stupni prerozdélovani
(podilu vefejnych vydaji na HDP) a pfizni-
véjSich podminkach pro podnikani.
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Rozdily v tempech rGstu HDP mezi CR
a Slovenskem jsou z makroekonomického
pohledu a v kone¢ném dusledku vyrazem rliz-
nych koncepci, cild a uéinnosti hospodarské
politiky, ktera se v SR za celé sledované obdobi
1993-2012 jevi z hlediska rlistu HDP na oby-
vatele i z hlediska konvergence k EU jako vice

Clének byl zpracovan s podporou projektu
Fakulty informatiky a managementu Univerzity
Hradec Kralové ¢&. 8/2013 "ICT jako nastroj
efektivity a rastu”.
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20 YEARS OF CZECH ECONOMY DEVELOPMENT - COMPARISON WITH
SLOVAKIA

Ladislav Hajek, Lukas Rezny

Since the establishment of two independent republics in 1993 Slovakia has developed compared
to the Czech Republic significantly faster pace. During the last 20 years the gross domestic pro-
duct (GDP) was increased only by 67.9% in the Czech Republic, while in the Slovak Republic for
the same period by 128%, i.e. more than twice compared with the CR.

Much faster economic growth of Slovakia can be only partly explained by the lower initial level
of economic development. The rapid economic development in Slovakia was mainly based on dif-
ferent concepts and enforcement of fiscal policy, on lower overall tax burden and therefore on
a lower level of redistribution (lower share of public expenditure in GDP) and more favourable con-
ditions for business. The differences between the Czech and Slovak economies growth rates are
the expression of various concepts, objectives and government economic policy efficiency. Slovak
economic policy for the whole period 1993-2012 in terms of GDP per capita and in terms of con-
vergence to the European Union (EU) seems to be more pragmatic and successful.

Key Words: GDP growth, government expenditures, tax burden, business environment.
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THE ANALYSIS OF THE CREATIVE INDUSTRY
LINKED IN CONNECTION WITH
THE ECONOMIC DEVELOPMENT

Jitka Kloudova, Ondrej Chwaszcz

Introduction

We consider the ability of creative thinking to be
the basic element of the social development.
This unique ability influences not just the
quantity and quality of goods produced [15]. It
also shapes the socio-cultural development of
a society. The influence of the creativity on the
progress of the society is becoming more and
more intensive. The fact is properly analysed
among scientific theories by the creative
economy [12], [13]. This theory is based on the
growth theories and supplements them with a
socio-cultural and urban aspect. Among main
authors dealing with creativity, we count Jane
Jacobs [8], [9], Charles Landry [16], John
Howkins [7], Richard Florida [4] etc.

This development has significantly influen-
ced the structure of economy itself [10] and
enabled the creation of a new concept of
“creative industries” [3]. The formal roots of this
concept originated in Great Britain (1997)
where the labor government of Tony Blair
established the Department of Culture, Media
and Sport (DCMS). This was founded to monitor
the creative industries in other countries.
However, it is necessary to add that there is no
unitary definition of creative industries. One
reason is the ambiguous definition which tries
to capture inputs, products and services [2].
The other is the divergent cultural background
of every country.

Despite the presence of these inconsistencies,
we can note that creative industries play a
significant role in economy of every European
country and their importance will be increasing.
This is confirmed by the fact that in the years
2000—-2005 the average rise in the international

trade with creative products was 8.7%. The
value of export of the creative goods and
services reached almost 425 billion dollars in
2005. This represents the 3.4% of the total
number of world trade (UNCTAD). The sales
within creative industries were calculated at
654 billion dollars in 20083, it grows twelve times
faster than total economy of European Union.
In addition the creative industries create 5.6
million of job vacancies in Europe [18].

Many significant scientists have been
dealing with the creative industries. Among
these we refer to not mentioned authors such
John Harley [5] and David Hesmondhalgh [6].
Concerning the analysis of creative industries
in the Czech Republic these regional attempts
should be mentioned: Rumpel, Slach &
Koutsky [17] or Bednar & Grebenicek [1]. There
were also attempts to analyze creative
industries on the national level Kloudova [12],
dJircikova [11]. The goal of this work is to carry
out the analysis of creative industries within the
individual regions of the Czech Republic. The
structure of the analysis is based on the relation
between creative industry and the total
performance of the economy. This relation is
analyzed not just from the static point of view,
the included long-term trend secures dynamic
perspective on the area researched.

1. The Creation of Hypothesis and
Methodological Procedures

The basic presumptions of this study are based
on the fact that creative industries are booming
rapidly in the developed countries. They are
becoming the significant element of regional
development and competitiveness. The Czech
Republic belongs to the countries of Central
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Europe. These countries started the process of
political and economic transformation at the
turn of 80’s and 90’s. The previous comparative
advantage of cheap labor has been
disappearing and there is a need for seeking of
new possible ways of development.

Based on this fact the first hypothesis was
determined. This assumes more significant
development of the creative industry than of
total economy. The study expects that this trend
is to be caused by closing the gap between
Central and Western Europe together with the
effort for maintaining of competitiveness. The
level of the creative industry boom should
correspond to the level in Western countries in
last few years.

The other hypothesis is dealing with the
relation between the presence of the creative
industry and some basic macroeconomic
indicators; at this point, the existence of
positive correlation linkage is presumed. This
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fact would confirm the significant function of
creative industries within the economies of the
developed countries. The nature of the creative
industries should be likely to show higher level
of creative industries in the regions tied to
a huge urban agglomeration.

On the basis of determined hypotheses the
methodology was selected. This methodology
proceeds from the DCMS structure. On the
other hand it is simplified and corresponds to
basic classification of economic activities
(NACE). The structure is nowadays used by
both Czech and European statistic offices. It is
documented by this study that this method is
applicable within international comparison, too.
The areas included in the creative industry are
related to both Information and Communication
(laC) as same as Professional, Scientific and
Technical activities (PSTa). From the range of
NACE these items belong to the group J and M
(Tab. 1).

The selected structure of industry (NACE) classified in the creative industry

J Information and communication M Professional, scientific and technical
activities
J58 Publishing activities M70 | Activities of head offices; management
consultancy activities
J59 Motion picture, video and television M71 | Architectural and engineering activities;
programme production, sound recording technical testing and analysis
and music publishing activities
J60 Programming and broadcasting activities | M72 | Scientific research and development
J61 Telecommunications M73 | Advertising and market research
J62 Computer programming, consultancy M74 | Other professional, scientific and technical
and related activities activities
J63 Information service activities M75 | Veterinary activities

For a verification of the relation between the
creative industry and macroeconomic
indicators the work creates new Index of
Creative Industry (CIl) for each region. The
structure of this index is based on the relation
between the presence of a creative industry in
the region and its average value in all regions.
The resulting index is analyzed by the
application of the correlation analysis together
with some macroeconomic indicators. This
provides the answer to the other hypothesis of
this study.

Source: Czech Statistical Office; own

2. The Development of Creative
Industry in the Czech Republic
The basic indicator, which captures the
development creative industry production in
common prices within the years 1990-2010,
confirms the increasing trend of a production.
The worldwide financial crisis caused slight
decrease in PSTa and at the same time cut the
booming trend of 1aC in 2009 and 2010. Year-
on-year the PSTa decreased by -6.6% in
2008-2009. However, in comparison to total
economy performance which decreases by
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9.0% the creative industries detected lower
downswing. The laC even raised by 1.6% in the

same period. The whole period is captured in
the following figure.

m The production by the area (CZ-NACE) - in mil. CZK, common prices
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The next figure is dealing with similar
statistic as a previous one. This figure links the
production in the observed period to year of
1990, which has the value set at the level of
100. We can notice that the production of laC
area grown more rapidly. The production was
eight times higher in 2010 than in 1990. In
comparison to the overall economy it is
extreme increase. ldentically, the PSTa have

%, 1990 = 100

Source: Czech Statistical Office; own calculations

reached almost double growth than the overall
economy growth in the same period. This fact
confirms the constantly increasing importance
of the creative industries in this period of time.
At the same time we need to add that the
creative industry was at almost zero level
before 1990. The door to the development of
the creative industries was open widely with the
transformation to the market economy.

The production — volume indexes (year 1990 = 100) — by the area (CZ-NACE),
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Source: Czech Statistical Office; own calculations
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Besides the volume of the production, it is
necessary to observe the development of
international trade of the creative industries. It
was already mentioned that the international
trade with the outputs of creative industries
reaches higher increase than average
indicators of the international trade. The
outputs of the creative industries are usually
easily tradable so they can support the export
of the given area or its economic development.
Therefore individual regions should seek an
expansion of the creative industries.

The export of goods and service from
creative industries keeps an increasing trend in
the Czech Republic (Figure 3). However, there

common prices
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was a decreasing trend detected in some
years. The more important information at the
figure is a fact that the increasing trend was
slow in the observed period (1990-2003). The
growth in the following years was even more
significant. We can assume that the Czech
Republic could not compete with its creative
industries products and services of the Western
countries at beginning of economy transfor-
mation. Therefore the export was focused on
export of products from other economic areas.
Recently, the trend of exporting the products from
creative industries has reached high level. This
indicates that the Czech Republic has transformed
successfully into developed economy.

The export of goods and services (FOB) — by commodities (CZ-CPA) — mil/CZK,
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Another significant contribution of the
creative industries is the creation of new job
vacancies. These demand the higher education
and therefore the better remuneration and
higher taxation. In comparison to the increase
of the level of production there is not such a
significant change in the amount of people
employed. However, even here the increase
occurred. In the observed period the ratio of the
people employed within the creative industries was
raised by 2.78%. The Figure 4 shows the deve-
lopment of individual sections of creative industry in
the Czech Republic. The higher employment rate is
detected at PSTa (2010 — 5.63%).

The new job vacancies within the creative
industry create the higher salaries stratum
which spends its money within the region and
supports the economy of the region. The Figure

Source: Czech Statistical Office; own calculations

5 documents this by the average salary of the
creative industry, which is compared with the
total average salary. The average salary in both
sections of the creative industries has been
growing faster than the average salary in the
whole economy. The salaries did almost not
differ before 1990. With the outset of the market
economy the labor market was released and
the salary derived from the kind of the work.
The areas of laC were exceeding the
average salaries in economy by 46%. It became
even 86% in 2003. It was less striking in the
area of PSTa. Nevertheless, the salaries in this
area were higher by 10% in 1990 and by 23%
than the total average salary of the economy.
The percentage difference between the
salaries in 2003 corresponds to the difference

in the following years.
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Employees in the national economy — according to economic area (CZ-NACE) -
the figure represent the development of the creative industry employment ratio
to all employees in the industry
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The average monthly salary in the national economy - by the areas (CZ-NACE).
In thousands CZK/employee, common prices
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The complete overview of the creative
industry development to the total economy
development is presented in the Table 2. At
selected indicators the change within the period
is indicated (A 5 years = 2005/2010; A 10 =
= 2000/2010; A 15 = 1995/2010). The basic
indicator related to the production of creative
industry confirms the assumption that these
specific areas would reach the higher

Source: Czech Statistical Office; own calculations

outcomes than the total economy. This fact was
confirmed in all observed periods.

The analogous is the export of the creative
industries products. The export of the PSTa
area did not reach such an increase as a total
export in the observed 15 year period.
However, it has been acquiring the intensity
recently and the average values of export are
exceeded.
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The development of creative industry within the time with regard to the average

Information Professional, Total
and scientific and
communication | technical activities

Production - by sector (NACE) A 5 years 30.5 30.9 222

A 10 years 87.8 96.5 69.4
mil. CZK, current prices A 15 years 355.6 213.7 161.9
Exports of goods and services A 5 years 57.2 88.2 28.0
(fob) — according to type (CZ-CPA) A 10 years 235.1 104.6 86.3
mil.CZK, current prices A 15 years 433.3 98.4 249.5
Imports of goods and services A 5 years 45.3 323 274
(cif) - according to type (CZ-CPA) A 10 years 166.1 13.8 71.6
mil. CZK, current prices A 15 years 296.7 84.0 210.0
Workers in the national A5 years 30.0 15.8 2.0
economy - by sector (NACE) A 10 years 41.5 323 3.4
number of employees A 15 years 67.2 271 -15
Wages and salaries - by A 5 years 48.1 36.2 217
industry (NACE) A 10 years 142.9 109.6 73.1
mil. CZK, current prices A 15 years 375.0 221.9 152.7
Average monthly salaries in A 5 years 19.3 18.0 22.0
the national economy - by A 10 years 81.2 80.6 727
sector (NACE)
thousand CZE per empl., current A 15 years 2011 214.2 175.4
prices

The creative industries have been creating
a huge amount of job vacancies. This trend is
confirmed also in the Czech Republic. The ratio
of employees within creative industry has been
increasing during the time. The ratio has
increased by 30% in laS and by 15.8% n PSTa
in the last 5 years. The similar increase was
detected also within the salaries paid in the
creative industry.

Regarding the average salary there is a
significant increase within the long period. In
comparison to the national economy the
salaries within the creative industries have
raised by 25.7% in the 1aC and 38.8% in PSTa
(A 15). The opposite trend has been detected
within the last 5 years when the average
increase in creative industry salaries was below
the growth in the whole economy. This fact can
be explained by the global economic crisis.
Many posts within the creative industry are very
flexible therefore the decline of the demand
affects the salary level more quickly. However,
speaking in the absolute numbers the level of

Source: Czech Statistical Office; own calculations

the salaries within the creative industries is
definitely higher than the level of the average
salary in the national economy. The average
salary was 24,377,- CZK, and it was 43,450
within laC and 30,849 within PSTa in 2010.

The paper considers not just the national
level, but it analyses also the representation of
the creative industries within the individual
regions of the Czech Republic. The Creative
Industries Index was created for this analysis
(CIl). Its construction is based on the ratio of
creative industries on the total production and
the ratio of people employed in creative
industries to the total manpower.

The CIl was determined for each region for
the years 2009 and 2010. The highest
representation according to CIl occurs in
capital city of Prague. The second position
belongs to the region of South Moravia. The
both these regions are tied to the two biggest
cities of the Czech Republic. This confirms the
assumption that the creative industry is mainly
concentrated in the big agglomerations. This is
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underlined by the region on the third position
which is geographically tightly connected with
the capital city of Prague. The other side of the

figure belongs to the region of Karlovy Vary
which is famous for its recreational potential.

m Creative Industries Index for the Czech Republic regions
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The CIlI serves not just for mapping of the
creative industries in the regions but it also
contributes to an analyzing of the relation
between creative industries and economic level
in the regions. The hypothesis was formulated
in the introduction; this presumes the positive
correlation between the creative industry
presence and some macroeconomic indicators.
This was confirmed with the use of correlation
analysis. The outcomes are captured in the
Table 3. Regions with higher level of the Cll in
most cases reach a higher GDP, more job
vacancies and higher average salaries.

The Table 3 sets the values of a correlation
coefficient. The closer are the values to 1 the
higher is the mutual connection of individual
indicators. The ClII itself reached the tight con-
nection to in the relation to open job vacancies
by the correlation coefficient of 0.51in 2010. The
relation was even more significant in previous
year. The correlation analysis of Cll and its
relation to GDP indicators was fluctuating around
0.95 of correlation coefficient. Identically, the fact
is confirmed within individual the sections of the
creative industry by the relation to production
and to employees in the creative regions.

According to the table 3 creative industries
contribute to the development of the economic

Source: Czech Statistical Office; own calculations

level of the whole region. The high positive
correlation between CIl and GDP indicators
confirms that. To analyze this relation closely
the Figure 7 was created. This figure captures
all researched regions. The GDP per capita
indicator is captured on the x axis, the ClIl in
2008 is captured on the axis y. With all regions
captured in the figure the linear trend and
coefficient of dominance were determined.
They confirm the tightness.

It is obvious that one region is beyond from
the researched range. The region of capital city
of Prague is found in the upper part of the
figure. This region detects the significant
presence of creative industries and together
with higher economic level. Other regions
stagnate at first sight.

For the record the range was analyzed
repeatedly without the capital city of Prague.
This means that the region which significantly
differs from the rest was removed. The
following correlation analysis examined the
relation between Cll and GDP per capita. The
correlation coefficient was 0.77 what is still
positive correlation.
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The relation between creative industry and macroeconomic indicators showed

Year Vacancies GDP per  GDP per  Net cash
capita person empl. income
(CZK) (CZK) (CZK)
Businesses by CZ-NACE principal activity
Information and communication 2010 0.508 0.936 0.941 0.874
2009 0.794 0.954 0.964 0.902
Professional, scientific and technical activities 2010 0.376 0.860 0.872 0.740
2009 0.679 0.862 0.876 0.749
The employed in the national economy by CZ-NACE
Information and communication 2010 0.587 0.969 0.961 0.908
2009 0.841 0.971 0.975 0.909
Professional, scientific and technical activities 2010 0.506 0.912 0.879 0.849
2009 0.876 0.958 0.938 0.913
Creative industries
Creative industries index 2010 0.540 0.957 0.947 0.888
2009 0.840 0.973 0.973 0.910

Source: Czech Statistical Office; own calculations

The relation between Creative industries index and GDP per capita (2010)
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We can conclude on the basis of the
analysis that the presence of the creative
industries within the region has an important
impact on the region. These impacts are
reflected by creation of new job vacancies or
the increase of the production expressed by
GDP. If the regions want to maintain the
competitiveness, they should aim the support
at the creative industries. This would indirectly
support the future development.

Source: Czech Statistical Office; own calculations

Conclusions

The creative industries have become the
significant part of the economy of the
developed countries. The proportion of in the
total production is still increasing and creative
industries employ more and more labour. The
goal of this paper was to analyse the situation
of creative industries in the Czech Republic.
For this purpose the work defined the creative
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industries by the statistic classification of the
economic activities (NACE). This classification
is used by Czech Statistical Office and
EUROSTAT. Despite the significant simplifi-
cation the structure has been effective and it
confirmed the selected hypothesis.

The first hypothesis presumed the growth in
importance of the creative industries in the
Czech Republic. The work analyzed the period
from the time when the Czech Republic entered
the market environment (1990) to year 2010. In
comparison to the national economy the
significant increase in production and export
was confirmed within the creative industries.
The proportion of the people employed within
the creative industry was increased too in
compare to total employment in the economy.
These people reaches higher salaries and pays
more money directly or indirectly back to state
budget.

The direct relation between the presence of
the creative industries and economy of the
region was confirmed while testing the second
hypothesis of this work. The Creative Industries
Index (Cll) was created to verify this
hypothesis. The index enabled to measure the
presence of the creative industries within the
regions of Czech Republic. The following
correlation analysis proved extremely strong
positive relation between the presence of
creative industries and selected macro-
economic indicators. These indicators are GDP,
job vacancies and average income.

On the basis on the outcomes, the contribution
of the creative industries to national and
regional development is more than significant.
The aimed support of these industries should
positively influence the development and
competitiveness of the region. This statement
should be confirmed by analysis within the
other developed countries.

Authors are thankful to the Internal Grant
Agency of FaME UTB No. IGA/FaME/2013/033
for financial support to carry out this research.

References

[1]1 BEDNAR, P., GREBENICEK, P. Mapping
Creative Industries in the Zlin Region. Journal of
Competitiveness. 2012, Vol. 4, Iss. 1, pp. 20-35.
ISSN 1804-1728.

[2] CIKANEK, M. Kreativni pramysly piileZitost pro
novou ekonomiku. Praha: Institut uméni — Divadelni

ustav v Praze, 2009. ISBN 978-80-7008-231-7.
[3] FLEW, T. Beyond ad hocery: Defining the
creative industries. In Cultural Sites, Cultural
Theory, Cultural Policy [online]. Wellington (New
Zealand): Te Papa. 2002, Iss. 1 [cit. 2013-03-15],
pp. 23-26. Available from: <http://eprints.qut.
edu.au/256/1/Flew_beyond.pdf>.

[4] FLORIDA, R. The Rise Of The Creative Class:
And How It's Transforming Work, Leisure,
Community And Everyday Life. New York: Basic
Books, 2002. ISBN 0465024769.

[5] HARTLEY, J. Creative Industries. Wiley: Wiley-
Blackwell, 2004. ISBN 978-1405101486.

[6] HESMONDHALGH, D. Creative Industrie. 2nd
ed. London: Sage Publications, 2007. ISBN
1412908086.

[7] HOWKINS, J. The Creative Economy: How
People Make Money From Ideas. 2nd ed. London:
Penguin Global, 2004. ISBN 978-0140287943.

[8] JACOBS, J. The Death and Life of Great
American Cities. New York: Random House, 1961.
ISBN 0-679-60047-7.

[91 JACOBS, J. The Economy of Cities. New York:
Random House, 1969. ISBN 039470584X.

[10] JIRASKOVA, E., ZIZKA, M. The Significance
of Business Localization Factors in the Czech
Republic. Creative and Knowledge Society. 2012,
Vol. 1, Iss. 2, pp. 16-36. ISSN 1338-4465.

[11] JIRCIKOVA, E. Kreativni primys| a jeho
vykonnost. In Sbornik prispévku z mezinarodni
védecké konference Finance a vykonnost firem
ve védé, vyuce a praxi. Zlin: Univerzita Tomase
Bati ve Zling, 2009. ISBN 978-80-7318-798-9.
[12] KLOUDOVA, J. Kreativni ekonomika a jeji
meérfeni. Ekonomicky casopis / Journal of Economics.
2009, Vol. 57, Iss. 3, pp. 247-262. ISSN 0013-3035.
[13] KLOUDOVA, J., CHWASZCZ, O. Transfor-
mation of 3t Model towards the Comparison of
Creative Centres within the European Union.
E+M Ekonomie a Management. 2012, Vol. 15,
Iss. 4, pp. 56-70. ISSN 1212-3609.

[14] KLOUDOVA, J., CHWASZCZ, O. New Way of
Analysis of Creative Centers within Europe.
Economics and Management. 2011, Vol. 16, pp.
197-206. ISSN 1822-6515.

[15] KRAFTOVA, I., KRAFT, J. High tech firmy
a tvorba bohatstvi v zemich EMEA. E+M Eko-
nomie a Management. 2010, Vol. 13, Iss. 4, pp. 4-20.
ISSN 1212-3609.

[16] LANDRY, C. The Creative City: A Toolkit for
Urban Innovators. Near Stroud: Comedia/
/Earthscan, 2000. ISBN 978-1853836138.

EM 2014, XVII, 1

—



EM 01 14 zlom 3.3.2014 13:23 Stréanka 41$

[17] RUMPEL, P., SLACH, O., KOUTSKY, J.
Creative Industries in Spatial Perspective in the
Old Industrial Moravian-Silesian Region. E+M Eko-
nomie a Management. 2010, Vol. 13, lIss. 4,
pp. 30-46. ISSN 1212-3609.

[18] UNCTAD. Creative Economy report 2008
[online]. The United Nations, 2008 [cit. 2013-03-15].
357 p. (PDF). ISBN 978-0-9816619-0-2. Available
from: http://unctad.org/en/docs/ditc20082cer_en.pdf.

Economics

doc. Ing. Jitka Kloudova, Ph.D.
Tomas Bata University in Zlin

Faculty of Management and Economics
Department of Economics

Pan European University
kloudova@fame.utb.cz

Ing. Ondiej Chwaszcz

Tomas Bata University in Zlin

Faculty of Management and Economics
Department of Economics
chwaszcz@seznam.cz

1, XVII, 2014 EM

4



EM 01 14 zlom 3.3.2014 13:23 Stréanka 42$

42

Ekonomie

THE ANALYSIS OF THE CREATIVE INDUSTRY LINKED IN CONNECTION
WITH THE ECONOMIC DEVELOPMENT

Jitka Kloudova, Ondiej Chwaszcz

The paper analyses the development of the creative industries in the Czech Republic during the
years 1990-2010. The specification of creative industries is undertaken on the basis of the concept
of creative economy and is based on the basic classification of the economic activities (NACE).
This classification is used by most of the European statistic offices.

The study is analyses the development of creative industries in relation to the basic economic
indicators (production, employment, net income and export). Each analyzed parameter proves
a faster development than the overall average indicators. Production of the creative industries,
which increased in the period 2005/2010 by 30% compared to 22% of the national average, is used
as an example. Such results demonstrate the positive impact of creative industries to the economy.
A similar effect has been demonstrated for other analyzed indicators. Employment in the creative
industries has risen also very rapidly over the time. Moreover, the incomes in this industry are
higher compared to the average. This leads to the stronger demand and in addition, it ensures
higher payments to government budgets.

Furthermore, the study analyses the impact of creative industries in every region of the Czech
Republic. For this purpose, the Creative Industries Index (Cll) was created. Its design is based on
the share of creative industries in total production and at the same time it is based on the proportion
of employees working in the creative industry in comparison to the total labor force. As a next step,
the study uses correlation analysis to establish the link between Cll and selected macroeconomic
indicators (GDF, vacancies, and incomes). In each case, the positive and high level degree of
correlation was found. As a result, this study confirms the significant contribution of creative
industries that help to maintain and develop a regional competitiveness.

Key Words: Creative industries, creative industries index, creative economics, regional
development.

JEL Classification: E23, O11, R11.
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STRATEGY AND STRATEGIC MANAGEMENT
CONCEPTS: ARE THEY RECOGNISED BY
MANAGEMENT STUDENTS?

Emerson Wagner Mainardes, Joao J. Ferreira, Mario L. Raposo

Introduction

When reviewing strategic thinking, we realize
how this phenomenon has gone through different
phases and semantic contexts. With a millen-
nium distancing the word from its origins, the
word strategy has had several meanings but
without ever losing its semantic roots. In the
beginning, strategy took on a military
significance and represented the action of
commanding or leading armies in times of war,
i.e. a military campaign [30]. It meant a way of
prevailing over the adversary, a tool of victory in
war and only afterwards was it applied to other
contexts and fields of human relationships:
political, economics, business, among others,
but always retaining in all its uses the semantic
root, to define paths [76].

After several phases and meanings, the
concept of strategy has evolved into a field of
knowledge in management, strategic mana-
gement, with content, concepts and practical
reasoning, ending up by carving out its own
role in the academic and business fields [25].
Management uses this old military concept to
associate the activities of a general with those
of an organization’s manager [76]. Since it
represents an important tool for business
management in a competitive and turbulent
marketplace, the main objective of strategy
involves preparing the organization to confront
the current hostile environment, to this end
systematically and objectively deploying the
skills, qualifications and internal resources of
the enterprise [25]. On the other hand, the
concept of strategy still seems to be a very
vague concept and subject to various
interpretations [14].

An exact definition of strategy may not
actually be fundamental, however, within the

context of organizational knowledge management,
specifically the knowledge that new
professionals bring into companies, grasping
which type of strategic understanding new
managers bring into the organization is clearly
of importance [15], [58], [74]. Thus, we may
question whether concepts of strategy and
strategic management are understood by
business managers, especially the younger, the
newly graduated in management. Therefore,
this research aims to assess the acquired
knowledge of university management students
relating to strategy and strategic management
concepts with the purpose of answering the
following question: What is strategy and
strategic management to future managers? Are
they understood and recognized?

To answer this question, this study seeks to
examine management student understanding
as to the meaning of these two concepts. As
specific objectives, we seek : (i) to build
a model explaining the definition of strategy
according to the perceptions of students
graduating in management, and (ii) to identify
which concept of strategic management in the
existing literature comes closest to the
perceptions of current management students.

To understand the perceptions of indivi-
duals about a particular concept, we adopt
phenomenography type research practices.
The main feature of the research method is its
description of a phenomenon as it is expe-
rienced, emphasizing the collective significance
of the studied phenomena, and should in no
way be confused with phenomenological
studies. Phenomenology is far more concerned
with the individual experience of the people
involved than with the phenomena studied [2].

The study is justified due to the sheer
importance of the themes of strategy and
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strategic management to contemporary
organizations [74]. In this sense, the survey
sought to contribute towards management
knowledge in the organizational environment
by clarifying what is the real understanding of
management graduates on the themes of
strategy and strategic management.

According to Tseng [83] and Obembe [60],
knowledge management in an organization
begins by identifying the knowledge that
individuals bring in from outside the company.
In this case, the development of organizational
strategy depends on understanding the
perceptions of their managers on what strategy
and strategic management actually is. The
identification of perceptions of future managers
on the two concepts, as used in this study,
contributes significantly to organizational mana-
gement practice. This enables the organization’s
management strategies as organizational
knowledge on the field of strategy can hardly be
managed should each manager understand the
concept differently.

The study findings may also be expected to
contribute to Higher Education Institutions
(HEI), by identifying what level of understan-
ding their graduating management students
attain regarding the subjects under analysis.
The research contribution also extends to the
academic world by presenting the concepts of
strategy and strategic management most
present and active in the minds of future
managers, findings rarely encountered in the
literature. There are few studies relating strategy
as a theoretical approach and its practical
application in organizations [42], [68]. Thus, this
study contributes to research on strategy demon-
strating that the field of strategy, comprising as
it does of several concepts and approaches,
generates confusion among management
practitioners. After all, the same phenomenon
is approached in several distinctly different
ways and individuals working in management
would also seem to hold various perspectives,
often understanding neither the real meaning of
strategy nor its management [41], [62].

Furthermore, this research aims to provide
some insights for lecturers bearing in mind that
student opinions and knowledge on this matter
reflect the efficiency and the effectiveness of
the strategy related learning process [31],
potentially revealing a need to change the
didactics of these classes.

Another reason that led to this study was
the method adopted, phenomenography,
whose main characteristic is its ability to
capture the perceptions of a group of people
about a concept. After an exhaustive search of
available scientific databases, only one study of
a similar nature was found, the Shanahan and
Gerber [75] research on the concept of quality
in HEIs, which proved the inspiration for the
research set out here. Most of the other
phenomenography studies found deal with
educational teaching methods [5], [13], [19],
[361], [63], [82] or, in fewer cases, the behaviour
of consumers [88]. In the field of strategy, they
both represent an innovation and a new
alternative for research.

The paper is structured as follows: firstly,
a literature review of the strategy and strategic
management concepts from a historical
perspective is carried out. Afterwards, the
phenomenography research is described and
explained. The methodology adopted in the
survey is presented in the next section.
Subsequently, the collected data are analysed
and our model is tested. The article ends up
with final considerations and future recom-
mendations.

1. Strategy and Strategic
Management: a Historical
Perspective

Strategy was created by the Greeks, who

endowed the concept with a military conno-

tation. The term derives from the Greek strategos,
translated as a general in command of troops
or the art of the general or plan to destroy
enemies through effective use of resources

[18], [76], [78]. This term in itself contained the

idea of objectives to be achieved and plans of

action to be performed in various scenarios,

depending on the enemy’s behaviour [73].
According to Mintzberg and Quinn [53],

strategy was already considered as an orga-

nizational skill at the time of Pericles (450 BC),
meaning management skills (administrative,
leadership, public speaking, power). However,
it was only after World War Il that strategy fully
entered into the business world, which has
since grown significantly and needed guidance,
lines and paths to be followed by their entire
structures [18]. This growth increased organi-
zational complexity and, together with the
accelerated pace of environmental changes,
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began requiring enterprises deploy greater
capacity to create and manage strategies
enabling them to meet the challenges of the
market, reaching their objectives in the short,
medium and long term [25].

According to Mintzberg [51], it was only in
the 1980s that strategies underwent great
development within the corporate environment.
Phenomena such as corporate restructuring,
joint decisions and actions impacting on
organizational size, financing and portfolios
[87] were driven by the technological advance
in means of communication and transport and,
since then, an interactive dynamic and integration
on a global level have become predominant.
Nowadays, thinking strategically has acquired
the status of an indispensable factor in leading
and managing organizations, whether for profit
or otherwise [55]. After all, strategy addresses
the link between the inner world of business
and its external environment [68].

Considering its importance, talking about
strategy opens up a discussion of theoretical
approaches, ranging from the more conventional,
considering strategy as a business logic,
rational and sequential [21], to the most dynamic,
that understand this process as associated with
cultural and learning factors, politics and power
relations [54]. Thus, there are two major
problems affecting the understanding of what
the concept of strategy really means: confusion
between strategy and effectiveness tools and
confusion between strategy and strategic
planning [27], [56], [67]. The root of the problem
seems to be the lack of a full understanding as
to what strategy really is.

1.1 Definitions of Strategy

As can be seen, strategy is historically linked to
pre-empting different scenarios and action
plans to be triggered on encountering them
[73]. However, there has never been a single
and definite definition of strategy. The term has
had several meanings, different in scale and
complexity [25], [29], [35], which can mean
policies, objectives, tactics, goals, programs,
among others, in an attempt to express the
concepts necessary for its definition [51].
However, the concept of strategy has been
used indiscriminately in the field of management,
meaning anything from a precisely formulated
course of action, a positioning in a particular
environment, through to the entire personality,

the soul and existential rationale behind
a company’s existence. It is a concept often put
forward in the academic and business worlds,
filled with a great diversity and width, which in
some aspects is complementary while
divergent in others [68].

According to Fahey [28], there are few
words subject to as many abuses in its
utilisation in enterprises, as poorly defined in
management literature and exposed to such
different factors as strategy and hence it is
a term that causes widespread discussions,
especially among theorists. Mintzberg et al.
[54] argue that strategy is the enemy of the
deterministic and mechanistic approaches,
because they minimize freedom and choice.
Strategy is not only one way of dealing with an
adversary in a competitive environment or
market, as treated by much of the literature and
its popular use [53], as it cannot only
summarize the ideas, proposals, guidelines,
indicative of paths and solutions [68]. Strategy
instead has a breadth and scope that encircles
the concept of operational efficiency [67] and
cannot be confused with its tactics. In other
words, strategy is not something static,
finished, which renders the concept complex
and difficult to grasp [25].

This fact has an explanation. Strategy in
organizations, as a field of study, is much
newer than its current practice [69], and its
knowledge remains under construction. This
can be perceived through analysis of the
literature review displaying several different
definitions of strategy over time (table 1).

Considering the definitions listed in Table 1,
along with the hundreds more available, it
would appear that the definition of what
strategy means is neither closed nor simple to
establish a consensus on. We cannot say any
particular definition is correct. Each existing
definition is correct but contains limitations in its
set of assumptions and related dimensions [14].

1.2 Definitions of Strategic
Management

According to Bhalla et al. [14], strategic
management was born as a hybrid discipline,
influenced by both sociology and economics. It
may be considered an evolution of theories of
organizations. It only began receiving more
attention, from both the academic and the
business worlds, in the 1950s, with its
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Definitions of strategy in organizational contexts (part 1)

Author(s)

Definitions of Strategy

[10] Barnard (1938)

Strategy is what matters for the effectiveness of the organization, the external point of view,
which stresses the relevance of the objectives against the environment, in terms of internal
stresses, the balanced communication between members of the organization and a willingness
to contribute towards actions and the achievement of common objectives.

[85] von Neumann
& Morgenstern (1947)

Strategy is a series of actions undertaken by a company according to a particular situation.

[26] Drucker (1954)

Strategy is analyzing the present situation and changing it whenever necessary. Incorporated
within this is finding out what one’s resources are or what they should be.

[21] Chandler (1962)

Strategy is the determinant of the basic long-term goals of a firm, and the adoption of courses
of action and the allocation of resources necessary for carrying out these goals.

7] Ansoff (1965)

Strategy is a rule for making decisions determined by product/market scope, growth vector,
competitive advantage, and synergy.

[49] Mintzberg (1967)

Strategy is the addition of the decisions taken by an organization in all aspects, as much
commercial as structural, with the strategy developing in accordance with the learning process
of the firm's manager.

[20] Cannon (1968)

Strategies are the directional action decisions which are competitively required to achieve the
company’s purpose.

[43] Learned, Christensen,
Andrews & Guth (1969)

Strategy is the pattern of objectives, purposes, or goals and major policies and plans for
achieving these goals, stated in such a way as to define what business the company is in or is
to be in and the kind of company it is or is to be.

[59] Newman & Logan
(1971)

Strategies are forward-looking plans that anticipate change and initiate action to take advantage
of opportunities that are integrated into the concepts or mission of the company.

[71] Schendel & Hatten
(1972)

Strategy is the basic goals and objectives of the organization, the major programs of action
chosen to reach these goals and objectives, and the major pattern of resource allocation used
to relate the organization to its environment.

[84] Uyterhoeven,
Ackerman & Rosenblum
(1973)

Strategy provides both direction and cohesion to the enterprise and is composed of several
steps: strategic profile, strategic forecast, resource audit, strategic alternatives explored, tests
for consistency and, finally, strategic choice.

[1] Ackoff (1974) Strategy is concerned with long-range objectives and ways of pursuing them that affect the
system as a whole.
[61] Paine & Naumes (1975) | Strategies are macro-actions or patterns of actions for achieving the objectives of the company.

[45] McCarthy, Minichiello
& Curran (1975)

Strategy is an analysis of the environment where the organization is located and the selection
of alternatives that will direct the resources and objectives of the organization, taking into
consideration the risk and potential profits, and the feasibility that each alternative offers.

[32] Glueck (1976)

Strategy is a unified, comprehensive, and integrated plan designed to assure that the basic
objectives of the enterprise are achieved.

[47] Michel (1976)

Strategy is to decide which resources should be acquired and used so they can take advantage
of opportunities and minimize factors that threaten the achievement of desired results.

[46] McNichols (1977)

Strategy is embedded into policy-making: it contains a series of decisions that reflect the basic
objectives of the organization's business, and how to use the capabilities and internal resources
to achieve these objectives.

[78] Steiner &Miner (1977)

Strategy is the formulation of missions, purposes and basic organizational goals, policies and
programs to meet them, and the methods needed to ensure that strategies are implemented to
achieve organizational objectives.
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Definitions of strategy in organizational contexts (part 2)

Author(s)

Definitions of Strategy

[8] Ansoff (1979)

Strategy is a set of rules for decision making under conditions of partial ignorance. Strategic
decisions concern the firm's relationship with its ecosystem.

[50] Mintzberg (1979)

Strategy is a mediating force between the organization and its environment: consistent patterns
in streams of organizational decisions to deal with the environment.

[72] Schendel &Hofer (1979)

Strategy provides suggested directions for the organization, which allows the company to
achieve its objectives and to respond to opportunities and threats in the external environment.

[18] Bracker (1980)

Strategy has two characteristics: situational or environmental analysis that determines the
company's position in the market and the proper use of company resources to achieve its
objectives.

[37] Hambrick (1980)

Strategy is the pattern of decisions that guide the organization in its relationship with the
environment, affect the processes and internal structures, as well as influencing the
performance of organizations.

[65] Porter (1980)

Strategy is the company choice as to key decision variables such as price, promotion, quantity
and quality. The company, to have good performance, must be correctly positioned in its industry.

[52] Mintzberg &McHugh
(1985)

Strategy is a pattern in a chain of actions or decisions. It disrespects the possibilities for different
strategies for several environment conditions.

[66] Porter (1985)

Strategy is a set of offensive or defensive actions to create a defensible position in an industry,
to cope successfully with competitive forces and thus get a higher return on investment.

[28] Fahey (1989)

Strategy explains how the company will use its resources and capabilities to build and sustain
the competitive advantages that favourably influence customer purchasing decisions.

[39] Henderson (1989)

Strategy is the focused use of imagination and logic to respond to the environment so that as
a result it generates competitive advantage for the company.

[9] Ansoff & McDonnell (1990)

Strategy is a set of rules for decision making to guide the behaviour of an organization. There
are four distinct types of rules: standards by which the present and future performance of the
company is measured (objectives, targets); rules for the development of relationships with the
external environment (product strategy and marketing, or business strategy), rules for
establishing relations and internal processes in the organization (organizational concept); and
rules by which the company shall conduct its activities in the day-to-day (operational policies).

[6] Andrews (1991)

Strategy is the pattern of settlement in a company that determines and reveals its objectives,
purposes or goals, produces the principal policies and plans to achieve these targets and
ascertains the scale of business that the company should get involved in, the type of economic
and human organization and the nature of the economic and non-economic benefits generated
for shareholders, employees and communities.

[38] Henderson (1991)

Strategy is the deliberate search for an action plan to develop and adjust the competitive
advantage of a company. The differences between the organization and its competitors are the
basis of its competitive advantage.

[53] Mintzberg & Quinn
(1991)

Strategy is the deliberate search for an action plan to develop and adjust the competitive
advantage of a company. The differences between the organization and its competitors are the
basis of its competitive advantage.

[69] Rumelt, Schendel
& Teece (1994)

Strategy is to define the direction of organizations. This includes issues of primary concern to
the manager, or any person who seeks the reasons for success and failure between organizations.

[81] Thompson &
Strickland 11l (1995)

Strategy is a set of competitive changes and business approaches that managers perform to
achieve the best performance of the company. It is the managerial plan to enhance the
organization's position in the market, boost customer satisfaction and achieve performance
targets.
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Definitions of strategy in organizational contexts (part 3)

Author(s) Definitions of Strategy

[48] Miller & Dess (1996)

Strategy is a set of plans or decisions made in an effort to help organizations achieve their objectives.

[67] Porter (1996)
same activities differently.

Strategy means performing different activities to those performed by rivals or performing the

[88] Wright, Kroll & Parnell
(1997)

Strategy is the set of plans from top management to achieve results consistent with the
organizational mission and objectives.

[54] Mintzberg, Ahlstrand
& Lampel (1998)

Strategy is the mediating force between the organization and its surroundings, focusing on
decisions and actions that come naturally. Strategy formation is not limited to intentional
processes, but can occur as a pattern of actions formalized or otherwise.

[12] Barney (2001)

Strategy is the theory of the firm on how to compete successfully. It also considers performance
as a factor influenced by strategy, as it can be considered that to compete successfully means
having a satisfactory performance.

development fully underway in the 1960s and
1970s.

According to Porth [68], strategic manage-
ment emerged as part of strategic planning,
which is now regarded as one of its main
instruments. It was incorporated into strategic
management, which united planning and
management in the same process. On the
other hand, Stead and Stead [76] stated that
strategic management is derived from the
concept of enterprise policy. This concept
explains the organization as a system in which
economic resources are applied effectively with
the company’s functional activities coordinated
around generating profit.

Once founded, strategic management
expanded swiftly and produced both theoretical
and practical models [22]. A broad range of
models emerged out of market analysis in the
1960s, including the BCG Matrix, SWOT
Model, the Experience Curve, and Portfolio
Analysis, as well as important concepts such as
the economic analysis of structure, behaviour
and performance, distinctive competences,
skills, and the so-called strategic planning
systems [29], [54], [77].

Currently, strategic management is one of
the most prominent and relevant areas in the
management field. It constitutes a set of ma-
nagement actions that enable company managers
to keep it aligned with its environment and on
the correct path of development, thereby
bringing about the achievement of its objectives
and its mission [25], [40], [56], [79], [17].
Despite its importance, Boyd et al. demonstrate

Source: own elaboration

that strategic management has many attributes
of a still immature field of study, with little
consensus and low levels of productivity. This
result furthermore explains the reason there
are several definitions for the same concept.

According to Ansoff and McDonnell [9],
strategic management constitutes a systematic
approach to the management of changes,
comprising: positioning the organization
through strategy and planning, real time
strategic response through the management of
problems, and the systematic management of
resistance during strategy implementation. On
the other hand, Porth [68] believes that
strategic management is definable as a cross-
process of formulation, implementation and
evaluation of the decisions that enable
organizations to define and achieve their
mission and ultimately to create value.

Bowman et al. [16] strategic management
focuses on issues concerning either the creation
and sustainability of competitive advantage or
the search for such an advantage.
Furthermore, Grant [33] argued that strategic
management involves a complex relationship
between the organizational focus, the results
obtained, and the broad spectrum of external
and internal environmental variables of the
organization.

According to Dess et al. [25], strategic
management in an organization must become
a process and a single path guiding actions
throughout the organization. It consists of
organizational analysis, decisions and actions
creating and sustaining competitive advantage.
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These authors define four key attributes for
strategic management: directed towards the
overall organization objectives, includes multiple
stakeholders in decision-making, requires
incorporating short and long term perspectives
and, involves the recognition of trade-offs
between effectiveness and efficiency.

Stead and Stead [76], in turn, defined
strategic management as an ongoing process
involving the efforts of strategic managers to
adjust the organization to the environment in
which it operates while developing competitive
advantages. These competitive advantages
enable the company to seize opportunities and
minimize environmental threats.

More generally, strategic management is
a broad term that includes determining the
mission and objective of the organization in the
context of its external and internal environments.

2. Phenomenography
Phenomenography is a relatively new
approach for scientific research with the first
published articles appearing at the beginning of
the 1980s [44]. This approach seeks to
qualitatively describe the different forms by
which people experience, conceptualize, perceive,
and understand several aspects of a particular
phenomenon. This implies that phenomeno-
graphy is not concerned only about the pheno-
mena under research, nor, indeed, exclusively
with the people experiencing them. On the
contrary, it focuses upon the relationship
between them, i.e., the ways in which people
experience or think about the respective
phenomenon [23]. Hence, a phenomenographic
study aims to describe the variation in how
a determined phenomenon (for example,
a concept) is understood, experienced or
perceived by a group of people [13].

A phenomenographic method argues that
individuals perceive the world in different forms
as experience is always only ever partial. At
any point, time, and context, people discern
and experience different aspects of any
phenomenon to different degrees and extents
[19]. Thus, different forms of living a phenomenon
can be understood in terms of which aspects of
the phenomenon are perceived [4]. Therefore,
the focus of this type of research is on essential
aspects of the collective and variation of
experience, more than the wealth of individual
experiences, leading to a limited number of

qualitatively different categories in the description
of the investigated phenomenon [82]. Thus,
according to the rules of phenomenography,
the different ways of living a phenomenon are
not constituted of independent forms, but rather
mutually interrelated [63]. These different ways
are ordered in terms of conscience inclusivity,
within which more inclusive forms also
represent more complex forms of experiencing
the phenomenon indicated for ever greater
amplitude of knowledge on the phenomenon’s
different aspects. In other words, an increasing
number of aspects of the phenomenon are
perceived as potentially different [4] articulating
internal logical relationships between different
forms of living and experiencing such
a phenomenon [82].

Traditionally, the object of phenomeno-
graphy research study has been described as
variations in the human sensing and understanding
of conceptions [44] or, more recently,
conscience or ways of testing a determined
phenomenon [87]. The results are analytically
represented as a series of meanings (qualita-
tively different) or even some ways of testing
a phenomenon, called “categories” in order to
distinguish between empirically interpreted
categories and the hypothetical experience
they represent, including also the structural
relationships that connect these different forms
of testing. These relations provide a briefing on
the relations between different ways of
experiencing a phenomenon [4].

The focus of phenomenography research
on the collective experience (and not the
individual) is usually misunderstood and
deserves clarification. Marton [44] advises on
definitions of the diverse forms of understan-
ding reality. According to this author, these
perspectives are not conceived by phenomeno-
graphy as individual perceptions but rather as
categories that depict a collective conception of
a phenomenon. That is, phenomenography
research aims to explore gamma meanings
within a group as a group, and not the gamma
meanings for each individual within the group
[70]. Furthermore, Svensson [80] argues that
the varieties of forms by which people test these
phenomena are referred to as agreements and
susceptible for presentation as description
categories for the phenomenon in question.

These categories establish the base for
developing a hierarchy of agreements,
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themselves forming a model that describes the
phenomenon in its totality. This model contains
a set of categories hierarchically structuralized
around the phenomenon under study [36].
Consequently, the researcher aims at consti-
tuting a logical structure relative to different
meanings. The categories constituted by
researchers for representing the different forms
of living a phenomenon are seen as representing
a structuralized set — the model. This provides
a means of grasping the collective human
experience of the holistic phenomena despite
the fact the same phenomenon can be
perceived in different forms by different people
and in different circumstances. Ideally, the
results represent all the gamma of possible
forms of living a specific phenomenon, in
a specific time, for the population collectively
represented by the group [4].

In practical terms, phenomenography has
proven efficient when deployed to witness
decisions on education programs and applied
in two distinct forms [4]: (i) to identify a variation
in the agreement on one determined concept
(involving the identification of the main
characteristics of concepts that alumni do or do
not obtain to discern their understanding of the
phenomenon); and (ii) to project an education
program that maximizes alumni opportunities to
gain a full understanding of a concept based on
a prior evaluation of knowledge on the
phenomenon. Correspondingly, we approach
phenomenography as a research method that
focuses on concepts explaining phenomena as
lived by individuals and of value in practically all
educational areas [5].

3. Methodology

In accordance with the principles of phenome-
nography (the collective analysis of individual
experiences), proposed by Marton [44],
described in the introduction to this study and
the methodological decisions made explicit in
the work of Shanahan and Gerber [75], this
research project adopted the phenomenographic
methodology. This is characterized as
qualitative, exploratory and cross-sectional
[34], with data collection carried out by personal
interviews with structured questionnaires. All
methodological decisions described in the
sequence (universe and sample research,
collection and analysis of data) were adapted
from the study of Shanahan and Gerber [70].

However studies on the field of education [5],
[13], [19], [36], [63], [82] and on consumer
behaviour [87] also played their role in the
methodological decisions taken over the
course of this research project.

To attain our study objectives, we examined
students taking degrees in management at
public universities in Portugal. Their curricula
programs feature strategy and/or strategic
management subjects. The choice of
Portuguese public universities derives from the
fact that they represent about 60% of higher
education students in Portugal [64]. All thirteen
universities were invited to participate. Of
these, five universities expressed interest:
University of Beira Interior (UBI), University of
Coimbra (UC), University of Evora (UE), University
of Minho (UM), and University of Porto (UP). The
questionnaires were sent to these universities
and then completed in the classroom and
returned completed to the researchers.

The choice of this target group derived from
their being on the verge of graduation and in
a few months will become the youngest managers
in the Portuguese market. This means they
might be expected to be the management
professionals with the most up-to-date
knowledge on the issues involving organizational
management, including strategy and strategic
management. The sample gathered focuses on
the students present in classrooms on the days
of the application of the research questionnaire
and that had been passed approved in these
subjects. This type of sample appears as non-
probabilistic, intentional, for trial [34]. It should
be noted that the results presented here
represent only a proportion of management
students in Portugal. To achieve a broader
representation of Portuguese management
students, it would be necessary to apply the
same research in other universities.

For the purposes of data collection, we
deployed a questionnaire with six open questions,
which aimed to identify respondent perceptions
as to their own definitions of strategy and
strategic management. The final questionnaire
was the following:

1. Based on your own experience, what does
strategy mean to you?

2. Using your own words, what is your
definition of strategy?

3. According to your point of view, give at least
three examples of strategies.
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4. Quote means of applying your concept of
business strategy.

5. What the meaning of
management? Give examples.

6. Explain what it means to strategic
management. How can you apply this
concept in organizations?

Significantly, each subject studied is linked
to two questions (definition of strategy, examples
of strategies, and definition and examples of
strategic management). This is the main
feature of the phenomenography method and
aims to make the interviewee think more
precisely about what his/her real insight is on
the phenomenon studied [2], [3], [4]. Data
collection was carried out during the period
between April and June 2009. After the
application of research tools, the same, duly
completed, were returned to the researchers
who then conducted an initial questionnaire
assessment: UBI (42 completed questionnaires
with 38 considered valid); UC (29 completed
questionnaires with 28 valid); UE (25 question-
naires returned, all valid); UM (of 48 completed
questionnaires, 33 proved valid); and UP
(22 questionnaires returned, all valid). In sum,
166 questionnaires were completed, and 146 were
validated and incorporated into the analytical
process. The next step was to transfer the data
collected for software analysis.

With all answers in digital format, content
analysis was used for data analysis aiming to
identify definitions of strategy and strategic
management through coding [24], with the aid
of the Atlas/ti software [57].This type of analysis
searches for regularities and variability based
on replications of observations or statements
entailing the quantification of qualitative data
[24]. In this case, the codes were initially
established by the words most common in the
definitions of strategy and strategic management,
as well as the types of strategy and strategic
management cited by the students. With the
data entered into the Atlas/Ti software, the
codes were also inserted into the system. This
grouped interviewee statements on regularities
and similarities according to the established
coding. This meant we were able to collectively
handle and process the interviews thereby
resulting in a ranking of codes present in the

strategic

data collected from the respondents (from the
most present to the least present).

4. Results Analysis

The beginning of the questionnaire asked only
two personal questions of respondents: age
and gender. The age of respondents ranged
from 20 to 54 years, with the average age of
22.2, with about 74% of respondents less than
24 years old. This means that the majority of
future managers entering the market in the
coming months have little or no experience and
basically rely on the knowledge acquired at
university. This further justifies the importance
of this research as it puts forward an
understanding of the relationship that students
make between the theory learned and the
practices they are to undertake thus enabling
the higher education institution (HEI) to tailor
their degrees to market necessities. With
regard to gender, the research involved 81 men
and 65 women, which proved to bear no
significant relevance to the answers returned.

Considering the questionnaire responses,
we need to make one comment before
presenting the data analyzed. Thus, in the first
two questions, which correspond to the concept
of strategy, most respondents gave detailed
answers, filling all the spaces for each
question. This allowed more detailed analysis
on the understanding of the strategy concept
held by management students. Concerning the
questions dealing with types of strategies
(questions 3 and 4) and the concept and types
of strategic management (questions 5 and 6),
the same respondents were too general and
objective in their responses, which did not allow
as thorough analysis as that on the strategy
concept.

The first two questions dealt with the
personal understanding of each respondent on
the subject of strategy. None of those
interviewed cited strategy outside the field of
management. There were no references to
military strategies, policies, among others. This
demonstrates that the topic discussed currently
enters the field of management, at least among
these representatives of future organizational
managers. According to respondents, strategy
holds different connotations (Table 2).
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Definitions of strategy based on the surveyed (part 1)

Definition

Analysis

1. [...] Strategy is the
development of plans,
policies and practices to
achieve the company
objectives [...] (110 similar
responses).

This definition of strategy was the most frequent in the responses collected. One reason is that
many authors approach strategy in this sense [6], [9], [20], [21], [32], [43], [46], [53], [59], [61],
[71], [78], [81], [84], [85]. It is presented as a more complete definition and involving the
organization as a whole. Internalising this view of strategy ensures the manager follows a logical
path in strategic business development in planning, establishing guidelines and policies, and
encouraging practice able to achieve organizational goals. What this definition lacks is the
relationship with the external environment because it reduces strategy to the internal company
environment.

2. [...] Strategy is the way
in which the company
should behave or act in
the market and relate to
its external environment
[...] (57citations).

In other words, it is marketplace company policy to compete and survive, based on forward
planning. This proved to be the second most common response, also due to several authors
citing the environment external to the organization as critical to the company’s strategic
development [7], [8], [9], [10], [18], [26], [37], [38], [39], [45], [50], [54], [65], [67], [71], [72]. It is
indeed a fact that a company is related to its external environment and all organizational
strategic actions should consider aspects related to the respective prevailing environment. Thus,
it is important to note that most new managers are aware that a company should be focused
on the market where it operates.

3. [...] Strategy is the
responsibility of senior
company management
and the result of their
decisions [...] (33 cases).

According to the respondent answers, the relationship between strategy and top management
is not often quoted by authors. The high correlation between management and strategy is
referred to by different authors [48], [49], [52], [87]. It should be noted that a common strategy
in the studies is that this issue is traditionally handled by the managers running the organization,
although most existing concepts are not very explicit about this.

4.[...] Strategy is to have
medium and long term
goals. Only a few
respondents [...]

(32 replies).

Respondents stated that strategy is linked to corporate objectives for medium and long term
company goals; similar to that stated in the literature, where the definitions of strategy seldom
mention the same relationship with its medium and long term goals [1], [9], [21]. In this sense,
one can see that the classical school and its followers [86] is that which prescribes the need to
plan strategically for the medium and long term.

5. [...] Strategy is

a guideline for structuring
the company [...]

(30 citations).

Quoted by Ansoff and McDonell [9], Bracker [18], Drucker [26], Fahey [28], and Michel [47],
defining strategy as guiding organizational structure shows that the company’s resources and
capabilities are determined according to organizational strategic options [11], and was not
prominent among respondent answers. However, in accordance with the responses already
given, we may consider that the specific structure necessary for the company to achieve its
objectives is included within the scope of senior management decisions and planning strategies,
words attaining greater incidence among respondents.

6. [...] Strategy is a means
of achieving business
success |[...]

(cited 19 times).

Strategy as the means of achieving organizational success was previously put forward by
Barney [11], Porter [66], and Wright et al. [87]. This type of definition relates company success
to the effectiveness of its strategy and its implementation (through activities and practices).

7. [...] Strategy is the
vision and mission of the
company [...].

(cited 18 times).

Also derived from the school of planning [54], the company mission and vision are proposed by
Newman and Logan [59], Steiner and Miner [78], and Wright et al. [87]. This type of response
by new managers expresses a certain difficulty in converting strategy into the organizational
reality.

8. [...] Strategy is an
indication of what direction
the company should take
[...] (cited by 15
respondents).

This response is a simplification of the others. The path to be taken refers to the medium and
long term, decisions and senior management responsibilities, the mission and vision of the
organization, leading to planning, policies and practices. This reductionist definition has already
been presented by Rumelt et al. [69].
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Definitions of strategy based on the surveyed (part 2)

Definition

Analysis

9. [...] Strategy depends
on the competitive
advantages of the
company [...] (15 citations).

The identification of organizational competitive advantages features in the definitions of strategy
put forward by Ansoff [7], Cannon [20], Henderson [38], [39], and Newman and Logan [59].
Whereas the company's competitiveness is based on its advantages over competitors, it should
be considered that these advantages are what influence the choice of a particular strategy and
so the first step in choosing the strategy is to identify the company’s competitive advantages,
as pointed out by some of the respondents.

10. [...] Strategy is based
on the collection and
analysis of company and
stakeholder information |...]
(13 citations).

The decision of which strategy to follow depends on the collection and analysis of organizational
information (and including its external environment). This analysis is performed by the top
management of organizations, that is, in a setting that complements the fact that strategy is
linked to the individuals running companies.

11. [...] Strategy involves
the entire company |...]
(5 citations).

Uncommon among the definitions of strategy found in the literature, the involvement of the entire
organization in the respective strategy was previously cited by Ackoff [1], Glueck [32], and
Mintzberg and Quinn [53]. Though not often referred to by authors who conceptualize the
strategy, we see that it increases the chance of success when all members of the company fully
participate in the chosen strategy. This fact was pointed out by only 5 respondents.

12. [...] Strategy is a way
fo acquire customers [...]
(2 citations).

A subject virtually forgotten by both respondents and the literature, acquiring customers as
a result of organizational strategy does merit mention by Fahey [28]. This correspondingly posits
that one major objective behind developing organizational strategies is attracting and retaining
customers, who generate the revenue necessary for the company to attain its financial results,
besides fulfilling its mission and vision. Thus, attracting and retaining customers is very much
linked to company marketing departments and often overlooked by other functional areas.
Market orientation should align all participants towards the organization’s customers.

In summary, these twelve understandings

Source: own elaboration

and retention of customers, leading to

of strategy expressed by managers new to the
market amount to a vision of what strategy
means to them. In addition to the set of views
held on the subject, the term strategy was
defined as:

[...] Based on the collection and analysis of
information internal and external to the
company, in addition to the early identification
of competitive organizational advantages,
strategy is the set of decisions taken by senior
company management (the path to follow,
objectives in the medium and long term, the
necessary structure, mobilization of the entire
organization, the company mission and vision)
that leads to the development of internal
practices, action plans, policies and guidelines,
which aim to improve the organization’s
relationship with its external environment,
geared to market. This results in the acquisition

organizational success [...].

Thus, this ranges from a narrower vision to
a broader view. Figure 1 sets out the
understanding of strategy according to these
managers and how it closely approximates the
school of Planning, previously explained and
described by Mintzberg et al. [54]. This school
approaches the formation of strategy as
a formal organisational process termed
strategic planning. Among the main authors
adopting the principles of this school are Ansoff
[71, [8], Schendel and Hatten [71], Ackoff [1],
McNichols [46], and Ansoff and McDonell [9].
Considering the answers obtained, respondents
perceive that organizational strategy should be
formalized by the setting of rules by the
organization’s senior managers. This would
seem to be what they most expect to encounter
in real organizations.
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m Set of visions on the definition of strategy

ORGANISATIONS’ SUCCESS

Achievement and Maintenance of Customers

Relationship with the External Environment — Market Orientation

Action Plans, Policies and Guidelines, Practices Needed

Medium and Long Structure Mission and
Term Objectives Requirements Vision
Path to I - .| Mobilization
Follow Demilon Making "] of the Entire
Top Management Organisation

el

™~

Identification of the
Competitive Advantages

Collection and Analysis
of Information

Following the questionnaire, interviewees
were requested they provide examples of
strategies. Porter's [65] generic competitive
strategies (focus, differentiation, and cost
leadership), and strategies for diversification,
internationalization, and vertical integration
stood out and were mentioned by most
respondents. However, when asked to translate
these strategies into real-world examples (at
least three), most respondents left this question
blank. Others cited:

[...] To improve the quality of products /
services, to plan the location of the business,
innovate in products, use resources appro-
priately, understand and adapt to the market
where the company operates, to inform
strategies for employees, develop motivation
and the involvement of employees, use
marketing, improve the company's techno-
logies, enhance the brand of products, focus on
customer service, develop action plans to build
a good corporate image, increase the radius of

Source: own elaboration

company action , explore new markets, invest
in employee training, invest in information
technology, strategic alliances and cooperation,
focus on e-commerce, hire skilled managers,
do market research [...].

Indeed, some difficulty in translating the
theoretical approaches learned during their
degrees to the business environment was
noted in the respondent responses. This fact is
probably due to little or no working experience
on behalf of students answering the survey, an
important indicator both for the institution and
its lecturers as well as other higher education
entities running degrees in management.
Students may be graduating with a good
definition of an important concept (strategy) but
they are confronting difficulties in applying it to
organizations.

The final section of the questionnaire dealt
with strategic management, definitions and
examples. When concerning the definition of
the term, most citations divided up between two
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definitions: (1) the organization of policies and
action plans to enact and implement the
company strategy; and (2) the application and
implementation of strategic planning. Both
definitions are similar and close to the broad
definition of Wright et al. [87] and match
organizational reality. Other definitions cited by
respondents converge around the definitions
mentioned:

[...] It establishes common goals for all
participants in the organization, strategic
control, its strategic direction, competitive
advantages, the management of internal and
external organizational environments, and the
management of resources, objectives, and
business practices |[...].

A point to note is that many respondents
confused strategy with strategic management.
There were 37 responses where respondents
displayed difficulties in differentiating between
the concepts of strategy and strategic management.
Thus, it is possible to infer that a percentage of
future managers, despite having studied
strategy and strategic management, do not
differentiate one concept from the other, and
this should be a cause for reflection among the
lecturers teaching these concepts.

With regard to examples of strategic
management activities, it became once again
clear the difficulty of interpreting the definition in
real situations. The examples were:

[...] The formalization of the company's
strategy, management of company growth and
internationalization, considering the needs of
the local market, choosing a market to operate,
the organization's adaptation to the environ-
ment where it is located; internal analysis
(resources and capabilities), identification of
competitive advantages, price management
and product mix, quality management,
innovation and human resources, establishing
and managing partnerships and cooperation
agreements between organizations [...].

There were a few examples cited by students,
many of whom defined strategic management
but offered no examples. Again, it is noticeable
that students find it difficult to translate their
theoretical definitions into organizational reality.

5. Final Considerations

Given that the topics strategy and strategic
management are relevant fields for contem-
porary organizations, it is of great importance
for the management of organizational knowledge
to identify what future managers actually
understand about these issues. In order to
reveal the understanding of management
students as to the meaning of the concepts of
strategy and strategic management — the main
objective of this study — it was concluded that
there is an understanding of what each means,
although it appears that these future managers
have some difficulty in translating these
concepts into the reality of organizations. This
confirms the importance of an effort to
systematize the concepts of strategy and
strategic management by researchers in this
scientific field, as argued for by Parayitam [62].
Only with the convergence of studies in the
area around the same concept definition of the
phenomenon might help in conveying a better
understanding of this important organizational
aspect for management practitioners and
a significant and essential factor for
organizational knowledge management.

Our findings also identify how no concept of
strategy prevails in student responses. Instead,
what we found was that the understanding of
strategy is a mixing of concepts displayed by
various authors dealing with this issue. When
relating to strategic management, the definition
found was very close to that proposed by
Wright et al. [87]. We observed how the
majority of respondents understand strategy
and the establishment of company policies,
guidelines, practices and action plans designed
to attain a common goal and to mediate the
organization’s relationship with its external
environment. Observing our model (figure 1),
respondents described the path taken in
establishing strategies begins with the collection
and analysis of information on the company
and prior identification of the company's
competitive advantages, through senior
management decisions (on macro-objectives,
ways forward, mission and vision, structures,
and the mobilization of all employees), which
generate the internal company actions able to
deliver the chosen strategy. These internal
actions are reflected in the external
environment where the organization is inserted.
The majority of respondents reached this far.
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Others returned a more comprehensive vision
and saw in the concept of strategy the
opportunity to acquire and keep customers,
resulting in organizational success.

Our model explains the definition of strategy
in the vision of young managers on the cusp of
entering the market and represents another of
the specific objectives of this research project.
There was also confusion over the meaning of
strategic management. In several cases, there
was a clear mix up in the definitions of strategy
and strategic management. Furthermore, this
statement does impact on managers involved
in organizational knowledge processes given if
there is no shared perception of strategic
management among managers, there is the
need to unify their understanding to ensure
decision making is based on the same
principles [60].

Despite this finding, it was concluded that
the definition of strategic management presented
by those students who managed to differentiate
the two terms is close to that presented in the
literature. Although they are terms that can
cause some confusion, most future managers
did know the difference between strategy and
its management. More could be done to
explore the next phase of research, especially
concerning the artefact this round generated.
Additionally, a before and after comparison of
student perceptions on strategy and strategic
management would prove of relevance in
generating insights into the effects of education.

In terms of limitations, it is important to
emphasize that this is a study of a qualitative
nature, with a statistically unrepresentative
sample. Therefore, while the results contribute
to the realities of the universities surveyed, they
cannot be generalized. Therefore, the
statistical validation of the proposed model is
recommendable along with the replication of
the research presented here in other HEI, both
in Portugal and internationally, and the
confirmation of the factors making up the
definition of strategy in the vision of the future
managers. Concerning the topic of strategic
management, further studies may serve to
refine the current concept.

Furthermore, management student lecturers
engaged in the theme of strategy and strategic
management should strive to translate into
real-world examples in teaching the concepts
inherent to both topics. This relationship

between theory and practice can contribute to
enhancing the competences of new market
managers; after all, we do here demonstrate
that there is a need for adjustments in the
teaching of strategy related subjects on
management degrees. A balance between the
current schools of thought on the concept (to
thus avoid choosing a single school and
following only what it prescribes) and an
approach towards the realities of practical
managerial and company life represent
challenges for both lecturers and researchers
in the field.
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STRATEGY AND STRATEGIC MANAGEMENT CONCEPTS: ARE THEY
RECOGNISED BY MANAGEMENT STUDENTS?

Emerson Wagner Mainardes, Joao J. Ferreira, Mario L. Raposo

The purpose of this paper is to assess the acquired knowledge of university management students
on strategy and strategic management concepts. Phenomenography was used in the analysis and
a collective description was conducted. A sample of students taking management degrees at five
universities was adopted. Following data analysis, a model explaining our definition of students is
presented. This definition was compared with the existing literature. Our findings do not indicate
a single, predominant concept but reflect a diverse set of existing concepts. We conclude that
students do present difficulties when it comes to explaining their theoretical definition in real
situations applied to organizations. The results contribute towards a better understanding of the
universities surveyed, but cannot be generalized. Thus, we recommend future studies replicate this
research project at other Higher Education Institutions and confirm the factors making up the
construction of the definition of strategy from the perspective of future managers. Given that topics
relating to strategy and strategic management are highly relevant to organizations today, it is of
similar great importance to identifying just what future managers perceive about these issues. Our
model explains the definition of strategy in the vision of young managers about to enter the market.
A balance between the current schools of thought on strategy and an approach to the reality of
enterprises are presented as challenges for both teachers and researchers in this field.

Key Words: Strategy, management, strategic management, concepts, management students,
phenomenography.

JEL Classification: A23, 10, M00, M10.
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ROLE OF LEARNING ORGANIZATION IN
BUILDING CONSUMER CONFIDENCE

Matgorzata Adamska, Martina Minarova

Introduction

Present century is the century in which the
nature of business is changing. Management
has to handle new methods. According to
Kotler and Armstrong [10], there are two types
of businesses: those that change and those
that disappear. One of the strategic objectives
of every modern organization is to achieve
a competitive advantage in the sector in which
it operates. Markets, customers, competitors
and technology are changing. If a company
wants to be successful, it must change, too.
Otherwise, its key competences can easily
become problems which would lead to
a business failure. Applying the concept of
a '"learning organization" as a method of
management and education is the way how to
prevent mistakes and create a strategic
business advantage. To achieve a desired
competitive position is not possible without
creating a relationship based on trust.
Customer capital plays a key role in building
a competitive advantage, within the context of
which it is important to build consumer
confidence in different areas of the
organization.

The main objective of our paper is to
emphasize the importance of the concept of
a learning organization in the field of building
and managing consumer confidence in a life
cycle, taking various phases of customer’s
activity into account. This paper consists of
three basic parts. The first part discusses
a general concept of intellectual capital and
market capital of an organization using the
standard method of literature review and critical
analysis of the literature sources. The second
part describes customer capital which results
from various phases of the cycle of
customer’s activity in the market. The third part

presents partial results of the research of
project VEGA — The Learning Organization. We
identified application of the principles of
a learning organization in SMEs in Slovakia
which emphasizes the importance of
continuous improving satisfaction of existing
and future customers.

1. Market Cai)ital of an Organization
in the Intellectual Capital
Structure

Key elements of intellectual capital have been

developed from physical capital through the

organizational capital to the key human capital
nowadays. Among the criteria monitored in the
development of knowledge-based companies

are the following [15]:

= economic and institutional system that
provides incentives for the efficient use of
existing and new knowledge and
prosperous business,

= educated and skilled population that can
create, share and use knowledge,

= dynamic information infrastructure that can
enable effective communication and
information processing,

= efficient innovation system of businesses,
research centers, universities, consultants
and other organizations to enable
participation in the growing amount of
global knowledge and ability to adapt it to
local needs, as well as ability to create new
technologies.

The abundance of literature in this
particular subject provides many different
definitions of the term Intellectual Capital [3],
[22], which hasn’t been accurately defined for
a long time. Recently, experts specializing in
different fields have cooperated together which
resulted in creation of many different definitions
of the Intellectual Capital. The approach to this
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particular issue has already been discussed,
and is expected to be talked about in the future,
from many different points of view arising from
the complexity of the intellectual capital of an
organization and its presence in all the areas it
operates. In the context of marketing activity
intellectual capital is essential in creating an
image of an organization by implementing
activities in areas such as building relationships
with customer capital and making a customer
aware of a market brand and the producer by
effective consumer confidence management.
Marketing activities of modern organizations
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must be fully focused on the customer and must
ensure the fulfilment of the expectations of each
market segment. This requires a huge intel-
lectual effort associated with proper and effective
use of market knowledge, which is the most
important resource in the process of building
company’s leading competitiveness [18].

Amongst the different concepts of
intellectual capital (Tab. 1) in the components
proposed, there is customer, relationships, or
specifically, customer capital, as an element
essential in the process of creating the market
value of an organization.

Overview of the components of intellectual capital by various authors

Authors

Intellectual capital context

Suggested components

Kaplan, Norton Balanced Scorecards

customers

the internal structure of an enterprise
processes: learning and innovation
finance

Petrash, Edvinsson, Value Platform
Onge, Armstrong

Bukowitz, Williams

human capital
customer capital (relationships)
organizational capital (structural)

Haanes, Lowendahl

Intangible resources classification

competence
mutual relations

Brooking Identifying components of market assets
intellectual capital assets related to the human factor
infrastructure assets
market value
Stewart Identifying components of human capital

intellectual capital

structural capital
capital associated with customers

Bratnicki, Struzyna

A value tree of an enterprise

social capital
human capital
organizational capital

Fitz-enz

Intellectual capital elements

human capital
processes and culture
Intellectual Property
relationships

Intellectual capital has long been present in
the practice of management in each area of an
organisation, including, amongst others, an
effective market capital management due to
finding solutions which ensure proper relations
for an organisation to operate in a specific,
complex market environment.

Source: [22]

The factor creating the market capital structure
of an organisation, being customer relation-
ships, the relationship with vendors, market
competence, other market relations and public
relations, is its complex marketing activity.

The structure of the capital market can be
divided into three basic groups: Customers,
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Competitors and Contractors [1]. All the
elements of market capital have an impact on
an individual organisation and at the same time
on each other. The concept of market capital
draws from the Model 5 competitive forces
within the market sector by Michael Porter [21].
Alongside the threat of new entry and
substitute products, as well as services, being
external factors which have an impact on the
competitiveness of enterprises, he identified:
bargaining power of buyers, bargaining power
of suppliers, and rivalry among existing firms.

The analysis of market capital of an
organisation, apart from a meticulous and
detailed description of its current market
position, should be a description of the external
environment in which it operates. In particular,
it is relevant in the context of creating a strategy
for the future impact on the customer capital
activity at different stages of its life cycle.

By defining the components of intellectual
capital according to OECD studies, we
conclude that while financial capital shows the
history and results achieved in the past,
process and market capital are components
based on current operations, capital recovery
and development. These components determine
how the company is prepared for the future and
how the human capital represents skills,
professional knowledge and willingness to
learn, and at the same time how it allows
people to create value in all other components
of the intellectual capital. There are also easier
ways to divide the intellectual capital [19] and
that is division into human capital (human values
such as intellect, experience, skills, creativity,
procedures, etc.), structural capital (business-
owned tools, such as systems, intangible
property, processes, databases, values, culture,
etc.) and relational capital (external relation-
ships with customers, suppliers, business
partners, distribution networks, and regulation
of trade).

2. Customer Capital - in the Context
of Life Cycle Phases
Market, customer needs, and customer life
cycle are the categories that are interdepen-
dent. Marketing represents the management
process, whose dominant criterion is market.
Market represents customer needs and indivi-
dual customers have their own needs. This
management process is very difficult, because

it is under pressure of globalization and
internationalization [20]. Entrepreneurs have
been asking themselves a question: Who is our
customer? The information they need is who,
out of the customers, is the most profitable for
the enterprise. The organization must know the
resources required to meet customer
requirements and achieve its expectations [14].
The purpose of marketing activities is to
gain knowledge and understanding of what the
client wants and then provide it while achieving
profit for the enterprise [11].
Consumer buying behaviour may be
defined as “the environment and decision
process affecting individuals and groups when
evaluating, acquiring, using or disposing of
goods, services or ideas” [22].
The relationship developed with customers
is of a great importance to an enterprise in
terms of achieving the enterprise’s main goals,
such as increased productivity, market share,
and a range of influences.
Hallberg, in his publication ‘All Consumers
Are Not Created Equal’ formulated the so-
called customer’s life cycle with a company,
which illustrates what impact on the enterprise’s
profit the life cycle phases have in the relation-
ship between a customer and an enterprise.
For this purpose, three groups of customers
were distinguished accordingly, related to the
periods of cooperation — from the start to the
end [6], [8]:
= new customers — who benefit from the
company’s offer for the first time,
= returning customers — customers who
decide to continue shopping after the first
contact with the company, and become
multiple buyers,

= Jost customers — who stopped buying
products of the given company.

However, this division does not take into
account the group of potential customers,
therefore the proposal was made that the result
of conducting an effective analysis and of
customer capital characteristics, would be the
following three main groups of customers in
relation to time and lifecycle of customer: past,
present and future [7].

Past customers — the first group of
customers was of value to an enterprise in the
past. The customers exerted an influence on
the enterprises’ activity by providing knowledge
about their needs and their expectations. The
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fact that customers start desisting from the
demand activity might mean that their
expectations are not met which can result in
losing customers. An important reason for that
may be a lack of loyalty and trust in the brand,
which indicates that a customer goes by the
argument of low prices, very often at random. It
is therefore worth knowing which factors
prompted the customer to leave, which could
help in drawing conclusions for the future and in
developing an effective customer orientation.
Passivity of a customer might also attest to the
shift of goods offered by an enterprise towards
the sphere of unnoticeable goods.

Current customers constitute the second
group. It is a group which represents an active,
in demand, current customer database, determi-
ning the present activity of an organization.
Current customers, despite their stability, still
expect the company’s interest in their needs.
No matter what the company’s profile and the
industry are, customers require good service
and direct contact.

In the case of fast moving goods, which are
purchased ‘off-the-shelf’ and desired by
a customer in a variety of distribution channels,
the maintenance of relationships with customers
depends on the offered product (mix marketing
elements — product and its packaging, obtained
quality and usability, price and purchasing
convenience), but above all by the image
created. Customers make specific purchasing
choices by accepting an offer and by identifying
with the enterprise’s image. The main methods
of exerting an influence and communicating
with current customers are active promotion
tools and extensive market research, designed
to gather information from the market to help in
adjusting the offer to customers’ needs.

Future customers are the market participants
the companies are interested in because
anyone who is not the company’s customer is
the customer of the competitors. The process
of obtaining customers is predominantly carried
out by the same means of media (promotion)
as it is used in activities associated with
maintaining the existing customers. However, it
does not only apply to advertising in the media,
and the process of customer trust building
should begin long before the start of an active
customer life cycle.

Changes in the business environment
require a more flexible organization which is

able to respond promptly to the market
situation. People are playing the key role in the
continuous adaptation of business. Traditional
strategic planning processes are too slow and
therefore the competence and responsibility for
decision are transmitted to people who must be
able to proactively detect potential opportunities
in new situations.

Human resources are considered as the
key source for business. On the other hand, the
literature indicates that human resources are
utilized in business only up to forty percent.
This paradox is caused by insufficient use of
manpower, skills and abilities of workers, their
improper integration into the workforce, insuf-
ficient use of their knowledge in management
of the organization (lack of feedback), and
other factors. Within service businesses, where
the worker is in direct contact with the
customer, his lack of acceptance is considered
as a strategic mistake. For businesses it is very
important to build trust and customer loyalty. By
applying the principles of a learning
organization, businesses are directed towards
continuous learning, acquisition and sharing of
new knowledge that can be used for building
confidence in individual stages of the customer
life cycle.

3. Learning Organization in SMEs in

Slovakia and Building

Customer’s Confidence
Knowledge Management provides organiza-
tions with a lot of changes [5]. According to
Alavi and Leidner [2] the most significant
changes include changes in communication
(acceleration, improving of communication, and
ensuring employee participation in communi-
cation), labor efficiency (reducing the time of
creating the innovation, and increased producti-
vity), finance (increase in turnover and cost
reduction), marketing (expansion and improvement
of customer service, strong customer orientation,
and introduction of a targeted marketing).

Knowledge management is the response to
the emergence of new ways of creating wealth
based on information and knowledge. Its
implementation ensures that the organizations
maintain their position in the current turbulent
environment. One of the ways to ensure
management and sharing of knowledge in the
organization is to create a learning organization

[13].
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The ability of individuals to use the acquired
knowledge in their daily work enables flexible
and quick response to emerging situations as
well as dealing with them right, with regard to
the efficiency of the company. What really
matters is good communication, which means
being perceptive to the messages that other
people (e.g. customers) are conveying through
their verbal and non-verbal communication
cues. This is especially visible in the field of
business, where the differences in values and
assumptions are projected in the ways people
react in many common situations [4].

To create the concept of a learning organi-
zation, it is necessary that managers learn from
experience. Preferred ways of learning must be
recognized and support of some features —
such as openness, creativity, systems thinking,
helpfulness, etc., is inevitable. Learning organi-
zation must have a system, and at the same
time procedures and processes that are
constantly developing the capabilities of
individuals to achieve objectives. Based on
comparison and synthesis of research
conducted in Slovakia [11], [15] and in Bohemia
[17], [28], [24], knowledge management is not
an active part of the management of
organizations. Also businesses which applied
elements of knowledge management have
done it unsystematically and often subliminally.

Knowledge management is considered only
for education or the use of information
technologies when working with information.
Barriers to creation and transfer of knowledge
are especially afraid of the knowledge abuse,
fear of incomprehension of knowledge,
ignorance that the given knowledge also needs
someone else, and lack of mutual confidence.
Similar findings were obtained from the pilot
survey, which was conducted as a preliminary
activity of the project VEGA at Faculty of
Economics, Matej Bel University. The survey
was conducted by questionnaire on a sample of
263 respondents. The studied sample of orga-
nization we have compiled a random sampling
method, and it consisted mainly of small and
medium-sized enterprises (85%), non-profit
organizations (13%) and professionals (2%)
operating in the territory of central Slovakia
(industrial enterprises 58% and organizations
in services sector 29%). The object of our
research was questions about the nature and
importance of learning organization, as well as

the issue of the conditions and factors
influencing its adoption and use. The partial
objective was to understand how a learning
organization is perceived by managers in
Slovak business and importance of this
perception in building (creating) costumer
confidence of current and potential customers.
Prevailing majority of respondents (82%)
defined the content and nature of knowledge
management correctly, and 78% confirmed the
necessity of its use in their organization.
Among factors that support successful learning
organization implementation, 63% respondents
determined the appropriate corporate culture,
31% chose continuing education and learning,
and 4% emphasized the condition of creating
knowledge-managerial functions (e.g. the Chief
Knowledge Officer). These findings establish
appropriate underlying assumptions to define
the objectives of the research project VEGA
1/0638/08 — Learning Organization. The
research was conducted in 2010 at the Faculty
of Economics, Matej Bel University in Banska
Bystrica. 700 online questionnaires were distributed
among chosen small and medium businesses
in Slovakia, out of which 580 returned.

For research purposes, we used 547
correctly completed questionnaires. The largest
number was represented by organizations
operating in the machinery industry (17.55%),
then services (14.99%) and finally trade
(14.44%). The questions were answered by
means of questionnaire, by manager’s at all
hierarchical levels. The lowest-level managers
were represented by the group of 51% of
respondents, the managers at central level
were represented 34% and finally, 15% were
the group of top managers. The aim of the
research was to determine to what extent the
principles of a learning organization are applied
in the selected SMEs. We examined the areas
in which enterprises are strong in applying the
principles of a learning organization, and, vice
versa, where they have weaknesses. Respon-
dents answered by rating scale from 1 to 5
while 1 stood for ‘never’ (or least accurately)
and 5 for always (most precise). Research
results confirmed that Slovak companies, even
if not learning organizations, broadly apply
principles specific to this concept. Within this
paper we want to point out the aspect of trust
from the point of view of importance for building
the principles of a learning organization, as well
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as its direct relation to building customer trust.
We have based our research on a statement
that there is a direct link in between how the
company is perceived by the employees and by
customers. When managers lose trust of their
employees, the employees do not feel good
and consequently, this negative energy brings
subliminal messages which the employees
(mainly when in direct contact with the customer)
spread further towards the customers.

Our opinion is that most organizations
place the emphasis on the customer and hold
the motto "our customer is our king." In this area
we achieve the highest value of 4.18 points, fig. 1.
We should emphasize that although the
consumer is understood as the most important
market participant according to the motto, it will
not show into everyday business activities.
Musova [19] argues that this motto carries
signs of a proclamation. An important condition
for developing a learning organization is the
fact that employees have no problem in
passing their experience between each other
and respecting each other, which was reflected

m Research results

in a number of analyzed organizations. Value of
3.99 point, convinced us that not only the
employees themselves create a learning
organization, but in our businesses it is also
leadership that encourages company’s employees
to be asked to expand both its knowledge and
skills. Management underestimates rewarding
their employees for their growth and continuous
improvement, which we managed to confirm
(3.25 points). We found out that the staff in the
analyzed organizations does not have difficulty
obtaining relevant information and participating
in the learning process. The weak point is the
system of evaluation and measurement of
learning outcomes in relation to resources
spent (3.06 points). One of the factors when
building an organizational culture of a company,
is confidence in employees’ skills, which greatly
influences sharing of the organization’s
knowledge [16]. The answer to the questions
concerning trust in employees’ skills was
evaluated very positively. Managers lead their
employes to independence and trust them in
new challenges which they face (3.71).

Research results

13 3.01
12 3.00
11 291
10 3.7
3 3.81

2 s 325

il

® 7 3.32

L

S

g ¢ 3.97
5 3.99
4 3.06
3 4.18
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Average results

1. In your organization is there an opportunity of an open
discussion about mistakes with the aim of learning from
them?

2. In your organization is there a will to share knowledge
between each other?

3. Inyour organization is the customer’s opinion important in
the decision-making process?

4. Does your organization have a system of evaluation and
measuring the education results and the education costs?

5. Are your employees enocouraged to ask questions?

6.  In your organization is there respect between employees?

7. Do employees perceive problems as a challenge to
learn?

8. In your organization is there a system of rewarding
employees for their continuous development?

9. In your organization do employees have a fast and easy
access to relevant information?

10. Do you motivate your employees to be independent and
do you trust them?

11. In your organization is there an opportunity for the
employees to follow their own working procedures?

12. In your organization are teams rewarded for the achieved
results as a whole (as a group)?

13. Does your organization take recommedations of the team
into consideration?

Source: own research
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Within this research we searched for
a specific way of knowledge exchange, while
the following categories were detemined as the
options: knowledge exchange on basis of
orders of management, principles of trust,
working relations, and knowledge exchange on
basis of personal and friendly relationships with
one’s colleagues. As it can be seen in Fig. 2,
only in 9% of the analyzed companies there
exists knowledge exchange with colleagues, as
based on personal and friendly relationships.
The fact that knowledge of the company is
exchanged and spread (disseminated) on basis
of the working relationships (hierarchy), was
confirmed by 41% of our respondents. From
the point of view of evaluating the corporate
culture it was very interesting for us to see the

percentage of companies in which knowledge
is exchanged on basis of already built
confidence between the employees and the
management. This option was only chosen by
19% of respondents. The opposite to this is
knowledge exchange based on orders from the
management.This situation can be noted
mainly in companies where the activities are
performed with the use of an individual approach,
with the absence of team cooperation and
creativity, as well as throught preference of the
already established working procedures and
available knowledge. In our sample we have
noted 31% of companies where exchange and
dissemination of knowledge is partly based on
orders from the management.

m Way of knowledge exchange in SMEs
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When finding out the importance of
knowledge exchange between the employees
and building customer trust we asked
respondents a question how much they agree
with a given statement. As it can be seen from
Fig. 3, majority of respondents (57%) do not
see a direct connection between how the
company is perceived by the employees and
how it is perceived by the customers. Only 17%
(93 respondnents) agreed with the given
statement.

Source: own research

On bases of the above stated we can say
that the respondents of the analyzed
companies do not consider relationship
between knowledge exchange and building
customer confidence important (Fig. 3).
Therefore, it is important to appeal to managers
and point out the reasons or building a learning
organization in companies, because when
there is an open corporate culture and the
knowledge exchange is based on trust, customer
needs are detected and and understood in
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m Importance of knowledge exchange and building customer trust

each phase of the life cycle. Customer capital is
understood as organization’s knowledge about
customer needs, their preferences and qualitative
values. Customer capital in important mainly
because it helps create a relationship of the
organization towards its customers and
development of this relationship. On basis of
mutual trust the current emloyees become
loyal, not past cutomers. Their positive
experience is shared with others, which helps
the company to address potential customers.

For organization that wants to become
a learning organization, it is necessary to realize
that this is a complex and lengthy process that
requires a lot of effort; and the objective is to
continuously increase the satisfaction of
existing and future customers [9], [12].

Conclusions

Creation, development, use and evaluation
knowledge is crucial for the organization, for
ensuring its further development, as well as in
terms of gaining and maintaining the competitive
advantage. In the last years may be seen
increasing importance of intellectual capital and
its enforcement as the most important form of
capital. Other forms of capital (technology, money,
land) are dependent on the knowledge capital.

Importance of knowledge exchange between the employees of SMEs and building
customer trust
35
30
25
20
%
15 33
24 e

10

5 13

4
0
strongly disagree disagree | don’t know agree strongly agree

Source: own research

Knowledge management deals with human
resource management and therefore is likely to
be a long-term and effective business tool.
Modern organizations need to develop
awareness of the need for a comprehensive
customer capital management of organizations
in various stages of the life cycle. The level of
confidence that has been developed with
customers will determine the predicted
dynamics, the future effects of an organization,
both economic and social. A well-managed
customer capital supports the process of achieving
the objectives (strategic and operational) of
active organizations, satisfaction of customers,
and it also supports the launch of new or
modified products due to knowledge of each
market segment. So as knowledge could flow
through the organization without any problems,
employees must trust each other and know that
they will also be provided knowledge by their
colleagues. This way of knowledge exchange is
considered most important when evaluating the
corporate culture which is one of the main
prerequisites of building a learning organization.
Only in such case they will be willing to share
the knowledge. It is the employees in learning
organizations who create the highest value for
the external customers. It is essential that
management reward and evaluate employees
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who share their knowledge with others. At the
same time it is necessary for the management
to support the employees in asking questions and
thus provide better access to information which
is relevant, to permanently increase satisfaction
and trust of the existing and future customers.

Intensive marketing activities focuses on
achieving a competitive advantage by earned
confidence in the brand and the product
manufacturer, which will bring the expected
results to the organization. Customer capital
activity will thus be reflected in the market
position of the organization.
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ROLE OF LEARNING ORGANIZATION IN BUILDING CONSUMER
CONFIDENCE

Matgorzata Adamska, Martina Minarova

The proof of intellectual capital excellence is the current business practice that requires attention
and focus on this kind of capital. The intellectual capital of an organization is the sum total of its
human capital, structural capital and relational capital. These assets form a source of competitive
advantage and distinguish the performance of one organization from the other. Having control on
intellectual capital enables effective knowledge sharing, on the one hand and improvement of
customer relationship on the other. The increase of knowledge and its relationship with the learning
process is a very important for organization. It is widely accepted that organization which invest in
the creation of new knowledge and increasing the intellectual capital through research and
development activities or tend to do better than those that ride on the coat of knowledge created
by others. The results of our research extend the understanding of the role of organizational
learning in creating intellectual capital and building sustainable advantages for organization, where
different concept of the customer confidence management in various stages of the customer
capital life cycle may bring different implications for valuation of intellectual capital. This paper
presents and describes customer capital of an organization as an element of market capital in the
structure of the intellectual capital of modern organizations. For businesses it is very important to
build confidence and customer loyalty. To be able to build on it, they have to gain the confidence
of customer. By applying the principles of a learning organization tend businesses to continuous
learning, acquisition and sharing of new knowledge that can be used for building confidence in
individual stages of the life cycle of the customer.

Key Words: Customer trust, customer capital, market capital, intellectual capita, learning
organization.

JEL Classification: M31, M14.
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DIVERSITY MANAGEMENT - PERCEPTIONS
AND ATTITUDES BY CZECH MANAGERS

Ludvik Eger, Zuzana Indruchova

Introduction

The purpose of research survey is gaining
basic information about the way managers in
the Czech Republic perceive the significance of
diversity management (DM). The survey is
focused on a group of relevant respondents
and the way they approach the implementation
of diversity management in the field of the
development of human resources in organizations
in the Czech Republic.

The basis of diversity management concept
can be seen in the natural substance of
diversity existing in the human society where
diversity of people from the point of their age,
gender, race, ethnicity, mental and physical abilities,
sexual orientation and other characteristics is
a natural thing [3], [13], [11].

Diversity management, which originated in
the US, came to Europe in the 1990s [13], [22]
but in the EU company practice it has been
developing and significantly applied only
recently.

Hubbard [11, p. 27] defines diversity mana-
gement as “a process of planning for, organizing,
directing, and supporting these collective mixtures
in a way that adds measurable difference to
organizational performance.“ The concept of
diversity management itself has been developing,
for example, in the concept presented in
Metcalfe and Woodhams [17], Holvino and
Kamp [10], Eger et al. [3], Bleijenbergh et al. [1]
or Kirton and Greene [14]. The latter two
authors highlight the necessity of studying
diversity management also from the point of
view of the national specifics and the social
context of any given country.

On the one hand, we can currently see the
accent being put on more broadly interpreted
approaches to diversity management linked
with the concept of the organization culture but

also linked with the social responsibility etc. On
the other hand, we pay attention to the studies
that highlight even specific features, for
example SuB and Kleiner [22] for Germany,
Risberg and Soderberg [19] for Denmark,
Klarsfeld [15] for France or Kirton and Greene
[14] for the UK.

In the Czech Republic diversity manage-
ment has gradually become a topical and
important issue in the field of the development
and use of human resources, namely after the
Czech Republic joined the European Union [4], [9].

1. Research

The purpose of the present research study is to
describe the state of the factual perception of
the diversity management issues in the
organizations in the Czech Republic. The study
is carried out by interviewing a relevant group
of respondents.

1.1 Research Questions and
Obijectives

The basic research question is formulated as
follows: “What is the current state of diversity
management in companies in the Czech
Republic?” It is obvious that our study can only
be a partial output and has its limitations from
the point of view of its focus and the set of
respondents. Its advantage is that it surely
belongs to the first research studies in the
Czech Republic focusing on managers and HR
specialists.

The research study implemented with the
group of managers and HR specialists, especially
from the companies situated in Prague has its
objective in finding out about the existing state
of the perception of the significance of diversity
with a set of respondents from the chosen
target group. The analysis of the output of the
research will bring deeper knowledge of the

1, XVII, 2014 EM

—

73



EM 01 14 zlom 3.3.2014 13:23 Stréanka 74$

74

Ekonomika a management

monitored issues concerning the target group
on an example of the respondents’ set and
subsequently topics for the field of further
education in context of the development of
diversity management in organizations in the
Czech Republic. We are aware of the
limitations resulting from the possibility of only
partial research as far as the representa-
tiveness of the set is concerned, but the
intention is to gain a number of respondents so
that the outputs may enrich our knowledge in
this field, be it only in a limited way. With regard
to the novelty of the topic in the Czech Republic
there have been no similar research studies or
outputs of quantitative research of managers in
the diversity field published as yet.
The specific research questions were
formulated as follows:
= What is the existing state of the perception
of the significance of diversity management
by the group of managers and HR
specialists in the organizations operating
on the Czech market?
= How is diversity perceived as “a phenomenon
of our times” by the group of managers?

1.2 Methodology of the Research
Survey

For the planned research the method of inter-
viewing was chosen and the tool was
an electronic questionnaire as a way of asking
questions and getting answers in writing. Its
advantage consists in the possibility of contacting
a large number of respondents in a short time.

The questionnaire was drawn up on the basis
of research of the issues in the theoretical part.

Its structure and the content of the partial
items are drawn up on the basis of foreign
research studies. Owing to the fact that the
sources of the selected fields are research
studies focusing directly on diversity, equal
opportunities or gender issues that had been
carried out in the US and other countries in the
past [7], [8], [11], [16], [18], it was necessary to
modify them locally and to keep in the
questionnaire only the fields applicable to the
Czech environment.

The questionnaire (Diversity Management
Survey = DMS) itself has been drawn up in
such a way that in the items focusing on measu-
ring the attitudes it uses the so called Likert scale
which represents the most reliable techniques

of measuring attitudes. The questionnaire
consists of the statements with which a five
point scale is used, from “Strongly agree” (point 1),
through “Neither agree nor disagree”,
a medium scale point, up to “Strongly disagree”
(point 5) representing the opposite end [20].

In our case the statements are structured in
the individual sections of the questionnaire
(dimensions of diversity management) and they
are formulated unambiguously, which means
that the size of the questionnaire is not big and
any respondent only needs 15-20 minutes to
complete it. We consider this important
because we know that managers in the Czech
Republic are generally not willing to devote
much of their time for such types of research
even though these may be organized by an
independent university.

The questionnaire DMS consisted of the
following sections — dimensions of diversity
management and their items:
= Managing people (3 items).
= Co-workers — Everyday interaction with

colleagues at the same level (3 items).
= Principles of diversity management in

personnel processes (3 items).
= Policies and procedures (4 items).

Three or four items measure each section —
dimension of diversity management.

The main part of the questionnaire was
completed by one more complex item called:
“Diversity as a phenomenon of our times”,
which was specified as follows: “I understand
the concept of diversity management. | know
the significance of diversity for the company
where | work and | consider it important”
(1 item). On the whole, there were 14 items.

Furthermore, the questionnaire also contained
a specific section called “My own behaviour”
(5 items), which focused on gaining information
about the real behaviour of managers and HR
specialists in the company practice.

The questionnaire was piloted on a sample
of ten respondents — line managers — and its
purpose was to verify whether the questions in
the questionnaire were formulated properly,
whether the respondents understand them and
are willing to answer them. The stimuli from
managers led to a partial alteration of some
formulations as well as to the extension of the
input information and to further specification of
the time frame for the questionnaire completion.
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1.3 Data Collection

The respondents were sent an e-mail contai-
ning an active link to the questionnaire. Apart from
the link to the questionnaire the respondents could
also find in the above e-mail the information
about the topic and length of the questionnaire
as well as the reward for the respondents,
consisting in the possibility of getting familia-
rised with the questionnaire results.

The respondents
Especially young workers in managerial
positions or in the positions of a HR specialist
with at least part time work responsibilities in
the field of human resources management
were the target group for the questionnaire
survey. A non-random selection of respondents
was chosen by means of the so called “snow-
ball” technique and gradually 250 respondents
were contacted from a number of companies
operating in the Czech Republic, mainly from
the Prague region (mostly international joint
venture companies) and these were invited to
participate in the research, either by means of
e-mail or a social network (Facebook, LinkedIn).
The return on the questionnaire answers
was 39%, the total of 98 respondents answered
within two weeks. The average age of
a respondent is 32 (the lowest age is 21, the
highest 53, the most frequent age is 28; 29
years of age is the median). Women account
for 60% respondents. Most respondents are full
time workers (93%).

2. Research Questions, Hypotheses
and Partial Results

For quantitative research the following partial
research questions and hypotheses were
formulated, and they are related to the desired
target, i.e. the description of the perception of
the significance — importance of diversity
management in the workplace with a group of
managers and other HR specialists. The signifi-
cance of diversity management is constructed
here on the basis of a summary (an average of
the answers) that originated from the
questionnaire outputs — 4 sections and its items
+ additional aggregate items.

To test the below hypotheses a t-test for
two independent selections was used and the
processing was implemented by means of MS
Excel. We aimed at looking for differences in
the perception of diversity management with
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the monitored group of respondents from the
point of their achieved level of education, the
position in the organization, the size of the
organization and the length of their work
experience. For each individual area a question
is asked and a hypothesis is set.

The decision whether there is a significant
difference between the perception of diversity
management with a group of the respondents
according to the chosen viewpoint was taken
on the basis of a t-test. Statistical tests were
carried out at the 0.05 level of significance.

Question No. 1:

Does the level of achieved education of the

respondents affect their perception of diversity

management in the workplace?

Hypothesis No. 1:

Hy: There is no difference in the perception of

the significance of diversity management with

the group of respondents with a lower and

higher level of education.
Partial result

= The set of respondents can be divided into
the respondents with university education
(4 graduates from Higher vocational
schools are also included), where n = 78,
and the respondents with secondary school
education, where n = 20.

= The calculated value of the t-test is 0.939
and the level of significance is 1.984. Be-
cause the calculated value is lower than the
critical value we have to accept the null
hypothesis. There is no statistically significant
difference in the perception of diversity
management on the basis of the applied
aggregate data concerning the monitored
groups of respondents according to their
education (university, secondary).
Notice: there is problem with sample size;

one sample is less than 30 participants [20]. Next

results present two samples with similar size.

Question No 2:

Does the position of the respondents in the
organization affect their perception of diversity
management in the workplace?

Hypothesis No. 2:

Hy: There is no difference in the perception of
the significance of diversity management
depending on the position of the respondents in
the organisations, i.e. managers or specialists.
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Partial result

= |t is possible to divide the set of the
respondents into two groups, i.e. the mana-
gers and managing directors = the first group
that manages other employees (n = 47) and
the specialists whose responsibilities, at
least partially, are the issues of the
development of human resources in an
organization, i.e. n = 51.

= The calculated value of the t-test is 0.040
and the level of significance is 1.984.
Because the calculated value is lower than
the critical value we have to accept the null
hypothesis. There is no statistically signi-
ficant difference in the perception of diver-
sity management on the basis of the applied
aggregate data concerning the monitored
groups of respondents — managers and
respondents — specialists.

Question No 3:

Does the size of organization influence the

perception of diversity management in the

workplace by the interviewed respondents?

Hypothesis No. 3

Hy: With the monitored group of respondents

there is no difference in the perception of the

significance of diversity management in the

workplace depending on the size of the

organization in which they work.

Partial result

= Because experience with diversity mana-
gement are especially in large enterprises
the sample can be divided to a category of
small and medium sized enterprises, i.e. up
to 500 employees (55%) and to a category
of large enterprises — corporations, i.e. here
501 and more employees (45% respon-
dents). According to the definition of the US.

= The calculated value of the t-test is 0.202
and the level of significance is 1.984.
Because the calculated value is lower than
the critical value we have to accept the null
hypothesis. There is no statistically signi-
ficant difference in the perception of diver-
sity management on the basis of the applied
aggregate data concerning the monitored
groups of respondents depending on the
size of organization.

Question No 4:
Does the work experience expressed in the
number of years of the respondents affect the
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perception of diversity management in the

workplace by the interviewed respondents?

Hypothesis No. 4

H,: With the monitored group of respondents

there is no difference in the perception of the

significance of diversity management in the

workplace depending on the length of their

work experience.

Partial result

= The set of respondents can be divided into
two groups; the first group includes workers
with a short length of work experience of
less than one year and 1-4 years of work
experience, 43 respondents in total. The
second group includes workers with the
length of work experience of 5 and more
years, i.e. 55 respondents.

= The calculated value of the t-test is 0.294
and the level of significance is 1.984.
Because the calculated value is lower than
the critical value we have to accept the null
hypothesis. There is no statistically signifi-
cant difference in the perception of diversity
management on the basis of the applied
aggregate data concerning the monitored
groups of respondents depending on the
length of their work experience.

2.1 Partial Conclusion Concerning
the Research Survey
We worked with a set of 98 respondents whom
we divided according to their positions in
organizations, their level of education, the size
of the organization in which they work and also
according to the length of their work experience.
With the monitored set of respondents we
did not manage to prove any statistical signifi-
cance of the difference in the perception of the
significance of diversity management in the
workplace depending on the above variables.
We have to highlight here that the sample is
not representative and the results cannot be
over generalised. Nevertheless, this reference
survey, within the above mentioned monitored
categories typical of the interviewed sample of
respondents, represents a certain type of
description of the perception of diversity
management in the workplaces in the Czech
Republic and this description corresponds with
the general opinion that in the Czech Republic
diversity management is still rather a new topic.
For that matter, the above state is illustrated
even by a more detailed analysis of the special
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item “Diversity as a phenomenon of our times”
which, in the questionnaire, is further specified
by the statement: “I understand the concept of

diversity management. | know the significance
of diversity for the company where | work and
| consider it important”.

m Responses concerning the item Diversity as a phenomenon of our times

)

Diversity as a phenomenon of our times

U

B strongly agree

OAgree

M MNeither agree nor disagree

M Disagree

Strongly disagree

A partial analysis of the answer Strongly
agree showed that out of 25 answers — 14
respondents were from the category large
enterprises (over 501 employees) and the
analysis of the item Agree showed that out of
49 answers — 20 respondents were from large
enterprises — companies.

3. The Assessment of the Research
Tool and the Possibilities of
Further Research

As we have already stated, the present research

study “The perceptions and attitudes of diversity

in the workplace by managers in the Czech

Republic” surely belongs to the first imple-

mented research studies in the Czech Republic,

where the issues of diversity management,
both at academic and company level, belong to

relatively new topics, see also Eger et al. [3].
Despite the limitations of the research

resulting from the extent of the sample and the

focus on the Prague region, it is possible to
state some other interesting data which might
be continued in any further research and which
even today bring some important information
about the perception of diversity management
in the Czech Republic by company managers
and HR specialists who, within their responsibilities,

Source: own

at least partly focus on managing human
resources in organizations.

Here we would just like to remind that the
questionnaire originated on the basis of
inspiration from the research tools and outputs
from the research studies presented abroad
and before administering the questionnaire the
tool was piloted in the Czech environment.

Completing the questionnaire enabled us to
assess its basic qualities as a research tool.
The validity may be adequately derived from
the application of the given research tools. On
the basis of piloting the questionnaire and its
assessment by two experts we may say we
consider the tool valid.

The reliability of the questionnaire was
statistically assessed using Crombach’s coefficient
alpha for the individual parts of the
questionnaire. Let us state the area, the number
of items and the calculated result: Managing
people (3 items), Crombach o = 0.845, Co-
workers (3 items), Crombach o = 0.632,
Principles of diversity management in personal
processes (3 items), Crombach o = 0.693,
Policies and procedures (4 items), Crombach
o=0.772.

Additionally even the following area was
included in our research but we removed it from
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the complex output: My own behaviour
(5 items), Crombach o = 0.608. This area was
inspired by tools from the publication by
Hubbard [11].

And, on the contrary, the item “diversity as
a phenomenon of our times” was added to the
above main items and is specified as follows:
“l understand the concept of diversity mana-
gement. | know the significance of diversity for the
company where | work, and | consider it important”
(1 item). This item belongs to the four specified
areas as far as the content is concerned.

From the calculated Crombach o for the
individual areas of the questionnaire it is obvious

that two areas were given very good
assessment. As far as possible further
research is concerned we recommend conside-
ring the items in the area Co-workers and in the
additional item My own behaviour. Here an
opportunity for improving the applied research
tool can be seen.

An additional view of the implemented research
survey can be presented by calculating the
correlations between the areas of the
questionnaire and the gained aggregate index,
with the interim name “significance of diversity
management”, fed from the above four sections
of the questionnaire and the additional item.

Pearson’s coefficient of correlation, the individual sections — dimensions of DM

Managing Co-workers Principles | Policies and | Diversity as
people of DM procedures |a phenomenon
of our times
Managing people 1
Co-workers 0.40
Principles of DM 0.27 0.47 1
Policies and procedures 0.51 0.61 0.61 1
Diversity as a phenomenon
of our times 0.70 0.71 0.74 0.92 1
Mean 1.87 1.52 1.93 2.10 1.89
Standard deviation 0.91 0.53 0.78 0.82 0.58

Table 1 summarizes our results and reports
the correlation matrix along with sections’ —
dimensions’ means and standard deviations.

We can state that in our research survey
a high level of correlation between the sections
Politics and procedures and the overall index
was achieved. The four sections — dimensions
of DM correlated significantly with the overall
index = Diversity as a phenomenon of our times
(14 items).

On the other hand, the additional section
My own behaviour, fed from 5 items aimed at
the assessment of the respondents’ own
behaviour in this field does not show
a significant relationship to the overall index
(significance of diversity management). This is
certainly an important result even though it was
only achieved with a limited set of respondents
with an intentional selection by means of the
snow-ball technique. I, in a way, illustrates the

Source: own

fact that the sample of respondents (managers
and HR specialists with at least partial
responsibilities in the HR management) is
already aware of the concept of diversity
management but their own behaviour still
contradicts with this awareness of diversity
management at a practical level (table 2).

We consider the above findings an
interesting topic to be further used for
personnel management and for adult education
[2], [21]. To be an effective diversity manager,
at a behavioural level, “you must be able to
interact with others who are different from
yourself”. [11, p. 100]. An important finding of
this survey is: there is contradiction and conflict
between level of knowledge of DM and own
behaviour of managers and HR specialists.

It is, however, necessary to support this
phenomenon by further conclusions from practice;
the best way to do it is further research.
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Pearson’s coefficient of correlation, My own behaviour and overall index of DM

Managing Co-workers | Principles of | Policies and | Diversity as
people DM procedures |a phenomenon
of our times
My own behaviour 0.05 0.14 0.04 0.15 0.14
Source: own

3.1 Research Limitations

The validity of the research tool can be derived
from its application as it was used in foreign
research studies and from the expert assessment
of the tool; the reliability of the applied tool can
be supported by the Crombach o coefficient.
What can be perceived as a limitation of the
research is the small size of the group of the
respondents from the capital of the Czech
Republic, as this city is considered an important
area of business and there are a number of
joint venture companies. Therefore the results
cannot be over generalized.

Conclusion

The research study implemented on a limited
but relevant set of respondents did not prove
any differences in the perception of diversity
from the point of view of their achieved level of
education, the position in the organization and
the length of their work. On the whole, the index
of the perception of diversity can be considered
positive and it shows that the group of the
relevant respondents is already familiar with the
issue of diversity management. (Aggregately,
the output was expressed as an average of the
overall index for all the respondents by the
value of 1.89 with a standard deviation 0.58).

The output from the present research study
corresponds with a similar study carried out by
Egerova et al [6] in which the above authors
compared even the opinions of managers from
the Czech Republic and the Slovak Republic
(for Slovakia see also [12]).

Our desk research and quantitative research
from the year 2012, aimed at the countries of
the Visegrad Four [4], proves it necessary to
pay attention even to the national and regional
specifics when implementing diversity manage-
ment in organizations, a fact also highlighted by
Kirton and Greene [14] and other authors. On
the other hand, it is also necessary to perceive
common tendencies in the European Union

that are typical of the field of diversity mana-
gement, which are perceived, for example, by
Wynne [23] as concentration on the following
five groups: older workers, ethnic minorities
representatives, representatives of some specific
religions, women, and disabled workers.

A discovered contradiction between the
perception of the significance of diversity
management in an organization and the
assessment of the behaviour of the monitored
group by the respondents themselves may
come as a sort of surprise. It may be necessary
to focus on this issue in any further research
but also in the process of implementing
diversity management in practical operations of
the Czech companies.
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DIVERSITY MANAGEMENT - PERCEPTIONS AND ATTITUDES BY CZECH
MANAGERS

Ludvik Eger, Zuzana Indruchova

Diversity management has become very important and relevant in the field of the human resource
development namely after the Czech Republic joined the European Union. Diversity management
is based on the strategy of an organization and it is also connected with corporate culture and
corporate social responsibility.

The research focused on looking for the differences in the perception of diversity management
of the monitored group of respondents from the point of view of their achieved level of education,
the position in the organization, the organization size and the length of their work experience.

The respondents were young workers in managerial positions or in the positions of a HR
specialist with at least part time work responsibilities in the field of human resources management.

The implemented t-tests did not prove any statistical significance in any of the monitored
differences and it can be stated that with the monitored group there is no difference in the
perception of diversity from the point of view of the level of their education, their positions in the
organization, the organization size and the length of their work experience.

The complementary research by means of the Pearson’s Correlation proved a positive
relationship between the individual sections of the questionnaire and the overall perception of the
significance of diversity management by the respondents and even a high level of correlation of the
overall index with the section Policies and procedures. On the contrary, only weak values of
correlation were achieved within the additional section focused at the respondents’ own behaviour
in their workplace in relation to the overall index of the perception of diversity management.

Key Words: Human capital, managers, organizations, diversity management, Czech Republic.

JEL Classification: M12, M53.
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EFFECTIVENESS OF USING E-LEARNING
FOR BUSINESS DISCIPLINES: THE CASE OF
INTRODUCTORY MANAGEMENT COURSE

Hana Mohelska, Marcela Sokolova

Introduction

Systematic training of employees is a constantly

repeated cycle that reflects both the specific

requirements of training and development

strategies, as well as the objectives of general

organizational strategy. The main source of the

training and development process efficiency is

its systematic feature in relation to employees

and to owners and customers. Systematic

training consists of four basic stages [2]:

= jdentification of needs,

= planning and budgeting,

= jmplementation,

= evaluation of the process effectiveness and
its projection to the next round; so it is

a closed process based on continuous

improvement.

Although it's a cycle of successive stages,
each of them occurs in the system as
a somewhat separate sub-process, which is
independent of the other activities accelerated
by organisational and institutional prerequisites
for the development of employees. It means not
only the existence of a group of employees and
organisational units that participate in the
provision of professional and organisational aspects
of education, training programs and training
facilities, but also creating conditions for continuous
development that places less emphasis on
formal training and emphasising human respon-
sibility for self-education and self-development.
Another source of acceleration is also the fact
that in the process management system of
training and development, the individual
phases are successive, overlap and influence
each other. Parts of the cycle are therefore both
separate and complementary processes, which
together provide a synergistic effect [2].

Education and development of employees
in the traditional sense focus on the formation
of working abilities of a person and that part of
their personality, through which they create
values in order to improve the work perfor-
mance of individuals, to fulfil their individual
goals within their working career and improve
the performance of an organization as a whole.
It serves as a permanent provision of skills that
are needed in the organization for the
performance of existing or future work.

Education is an organized institutionalized
way of learning. Training should be systematic and
it is limited — it has a beginning and an end. [14]

Learning is a more complex concept than
education. It is a process of change that
involves new knowledge and behaviour. Unlike
education, learning takes place spontaneously.
[14], [20]

Armstrong [2], [1] says that corporate
training core goals are especially to increase
the performance of permanent staff and
development of skills, to be able to perform new
tasks by the newly recruited staff as soon as
possible and at minimal cost. He sees corporate
education as an investment in people, which
should return to the company. With the onset of
the economic crisis in late 2008, many
companies in the Czech Republic decided to
cut down on expenses for employees —
whether they were labour costs, in which
reduction led to redundancies or to reduce
spending on the training of employees.

The purpose of education is to promote
competitiveness and a greater flexibility of
workers in a rapidly changing environment.
Companies that have an established system of
education, have more educated employees who
are more productive and a better understanding
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of their work, and they are also able to adapt
quickly to changes and new technology, which
gives them a significant competitive advantage.
[14], [20]

Results of the survey of the Czech Statistical
Office (CSO) titled Further Training of Employees
in Enterprises in the Czech Republic in 2010
showed, that even during a financial crisis,
about three-quarters of companies were trying
to find ways of not restricting their employees in
their continuing education and training. Mostly
businesses with over 500 employees invested
in the training [13], [17]

In the Czech Republic as well as in the
European Union there are programs encouraging
companies to educate employees. For example
one of them is "Educate yourself for growth".
850 million Czech crowns is available for this
program from the European Social Fund and
the Czech state budget, intended for
companies hiring new employees or current
employees teaching the new employees. In the
case of obtaining a grant, a company is
reimbursed for the course as well as for the
wage of the employee. With these programs, in
times of crisis the companies may educate their
key employees as well as others in a limited
way. The issue of the program is the high
administrative burden, which means high costs
for preparing the grant application in smaller
companies without the sufficient knowledge of
staff in the human resources department, if
there is any. [4]

However, despite this support, in smaller
and medium-sized companies spending on
staff training is reducing. The economic crisis is
taking longer than expected and companies
can no longer afford staff training as before.
There had to be a reduction of education, and
now training mainly involve workers who are
needed for a company. The world is constantly
evolving and changing, more new technology is
coming on the market, including the field of
education. One possibility is the introduction of
e-learning in corporate training.

Kopecky [16] defines e-learning in
a broader sense as the application of new
multimedia technologies and Internet in education
to improve its quality by enhancing the access
to resources, services, information exchange
and co-operation, in the narrower sense
e-learning is seen especially as education,
which is supported by modern technologies

and is implemented through computer networks
— especially Internet and Intranet. E-learning
cannot replace all forms of learning, but it can
significantly streamline the education system.
The original reason for organizations to
implement e-learning was mainly to reduce
costs, but today it is clear that e-learning has
many other advantages, such as time
independence and individual learning, in the
case of well-developed courses it also ensures
high level of transmitted knowledge, standar-
dized knowledge (everyone can get the same
information, it is possibly to customize courses),
student assessment with the same rules, the
possibility in a short time to educate a large
number of people, and many others.

The introduction part presents certain
solutions for the implementation of the case
study, the fundamental part of this paper is
dedicated to the case study that addresses the
issue of the effectiveness of e-learning
compared to traditional teaching. A pedagogical
experiment was chosen as the main research
method to compare the effectiveness. Based
on the results, the conclusions are further
discussed and the research directions are
proposed.

1. E-learning and Its Effectiveness

In connection with the rapid progress in infor-
mation technology over the past two decades,
online education dramatically increases and
e-learning thus affected many areas, including
management training. There are many
e-learning programs and e-learning incorporated
to the conventional teaching methods. This
trend was inevitable, since the popularity of
online communication and social networking
has been a phenomenon in recent years.

In addition, Schweizer [27] says that
e-learning is replacing face-to-face classroom
instruction in a growing number of businesses,
but what is the prospect for the continued
proliferation of e-learning in business? On the
one hand, the quality of instruction, the
costeffectiveness of new technology, a suppor-
tive e-learning educational culture, an expansion
of the Internet, an increase in online courses,
shorter business cycles, mergers, and increa-
sing competition encourage business use of
e-learning. On the other hand, employee reticence
in using learning technologies, insufficient
corporate investment, a lack of business-
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relevant university courses, narrow bandwidth,
and the Internet access issues are constricting
the business use of these technologies.

Nevertheless, the beneficial effects of
learners interacting in online programmes have
been widely reported [7]. Indeed, online
discussion is argued to promote student-
centred learning. It is therefore reasonable to
suggest that the benefits of online discussion
should translate into improved student perfor-
mance. The current study examined the
frequency of online interaction of 122 undergra-
duates and compared this with their grades at
the end of the year. The findings revealed that
greater online interaction did not lead to
a significantly higher performance for students
achieving passing grades; however, students
who failed in their courses tended to interact
less frequently [7].

Furthermore, Ladyshewsky [18] explains:
“The use of information technology in higher
education has increased significantly over the
years. There is a paucity of controlled research
which examines differences in electronic
learning (EL) and face to face (F2F) learning.
This study examined student (n = 1401)
performance (final grade) in nine units offered
in both F2F and EL mode over the course of
two years. The effect of age and gender was
also considered. Students, on average, did
better in the EL mode although at the individual
unit level there were minimal if any significant
differences. Age and gender did not appear to
moderate performance in any way except for
those students under 33 who did better, on
average, in the EL mode.”

Several studies have been also conducted
in relation to dropouts from on-campus and
distance education courses [19]. However, no
clear definition of dropout from academic
courses was provided. Consequently, this study
proposes a clear and precise definition of
dropout from academic courses in the context
of e-learning courses. Additionally, it is docu-
mented in literature [19] that students attending
e-learning courses dropout at substantially
higher rates than their counterparts in on-
campus courses. Little attention has been
given to the key factors associated with such
substantial difference. This study explores two
main constructs: (1) academic locus of control;
and, (2) students’ satisfaction with e-learning.
Results show that students’ satisfaction with

e-learning is a key indicator in students’
decision to dropout from e-learning courses.
Moreover, dropout students (non-completers)
reported to have significantly lower satisfaction
with e-learning than students who successfully
completed (completers or persistent students)
the same e-learning courses. Additionally,
results of this study show that the academic
locus of control appears to have no impact on
students’ decision to drop from e-learning
courses [19].

Of course, there is also a significant group
of opponents who argue that the evidence for
e-learning is inconclusive [26].

The results of most studies suggest that
there is no statistically significant difference in
the results of students studying in the form of
e-learning and traditional way of learning. [1], [5],
[11], [15], [21], [32], [33]. The comments across
the thematic areas (information technology,
management, marketing, languages, etc.)
uneven, but comprehensive overview of the
e-learning research concluded that the results
of students studying in the form of e-learning or
traditional learning are not significantly different,
there is no statistically significant difference [24].

This conclusion is a base for further
construction and presentation of the case study
which shall test the hypothesis H: Students
achieve a comparable level of proficiency in
ICT of the supported learning in comparison
with face-to-face manner in basic management
skills.

2. Use Case - A Comparison of the
Effectiveness of E-learning and
Traditional Teaching (Pedagogical
Experiment Results%

As stated in the previous chapter, companies

try to keep corporate training in hard and soft

skills; education in management should be part
of education in every organization. Selection of
an appropriate form of education should be
based on the Bl system and should combine
the two basic breakdowns of the educational
process: regulated — unregulated and working

— non-working, thus we can get six possible

forms of education [2]:

1. Regulated training of work performance in
a workplace (the so-called informal education).

2. Regulated training outside of work
performance in a workplace (the so-called
formal education).
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3. Regulated training off the site of the
employer (the so-called institutionalized
education).

4. Unregulated training of work performance
in a workplace (the so-called informal
education).

5. Unregulated training outside of work
performance in a workplace (the so-called
interpersonal education).

6. Unregulated training off the site of the
employer (the so-called lifelong self-
education).

E-learning (m-learning) [12], [23], [25], [21]
can be used for all six possible forms of
education. The following section is therefore
devoted to comparison of the effectiveness of
e-learning and traditional teaching in the
acquisition of basic management skills. This
pedagogical experiment was carried out under
the GACR 406/09/0669 project called "Eva-
luation of the benefits of modern technology in
the process of formation and development of
competencies of university students", which
inter alia aim was to evaluate the effectiveness
of e-learning.

2.1 The Object of the Pedagogical
Experiment

The research objective was to verify whether

the appropriate use of e-learning leads to

a comparable performance of students in the

area of cognitive learning.
The object of the

characterized as follows:

1. Educational process in course of the
Principles of Management.

2. University students (Faculty of Informatics
and Management, University of Hradec
Kralove) participating in the course of the
Principles of Management.

research can be

The research subject is students' perfor-
mance achieved in the experimental group in
the cognitive area and its comparison with the
performance of students achieved by traditional
full-time education in course of the Principles of
Management.

At first glance it may seem that students
and employees are two groups which are
difficult to compare. For the purposes of our
experiment, i.e. verifying comparability of the
effectiveness of e-learning and traditional

EM 01 14 zlom 3.3.2014 13:23 Stréanka 85$

Business Administration and Management

teaching, the difference is irrelevant. Corporate
education also involve various employees
(differences in age, education, experience,
etc.) [10]. The main hypothesis is:

H: Students reach higher level of
knowledge in the ICT-supported instruction in
compatrison to the face-to-face way.

2.2 The Research Methodology and
Organization
The research used the following methods [9]:
= experiment — the main method,
= educational tests — the hypothesis
verification,

interview (to a limited extent),

observation (to a limited extent),

statistical methods of processing the results

of the research.

A suitable method for comparing the
effectiveness of two different systems of
teaching is a pedagogical experiment.

One of the important conditions in the orga-
nization of the experiment is that the experi-
mental and control group are the most equal.
The experimental group is a group of subjects,
in which the experimental change was applied,
in our case it is a group of students in which
they use e-learning for education. The control
group is a group of subjects, in which there is
no experimental change, in our case the
students who use traditional methods of
education (full-time education).

The experimental method uses a special
term to describe the experimental change — the
independent variable. In our educational
research the independent variable is the use of
e-learning. The dependent variable in the
experiment was the performance of students —
memory, understanding and application of new
knowledge.

The research used an experimental plan
using pre-test and post-test.

When evaluating the effectiveness of
education, didactic tests are used that will play
an important role here. Entrance test (pre-test)
will verify that the initial knowledge is same in
both groups. Output test No. 1 (post-test1) will
measure, whether the experimental change —
e-learning — influenced students' knowledge
compared to traditional teaching. Output test
No. 2 (post-test2) will test the permanence of
knowledge. All educational tests that have
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been used in the research, were designated for
the measurement of educational process
outcomes in cognitive learning. Creation of the
tasks in didactic test was based on clearly
defined objectives and curriculum analysis.

Individual tasks were defined based on the
taxonomy of educational objectives of
Tollingerova [33] — the first three categories
were used:

1. Tasks requiring a commemorative
reproduction of knowledge.

2. Tasks requiring simple mental skills with
knowledge.

3. Tasks requiring complex mental skills with
knowledge.

Number of tasks in the thematic units was
set in proportion to the number of hours that are
devoted to the interpretation of individual topics.

The pre-test contained 8 tasks, the post-
test contained 12. To determine the reliability of
tests they are not high numbers, but the
reliability value of the pre-test reached 0.6008;
the post-test reliability value was 0.672. Test
reliability was set by the Kuder-Richardson
formula.

2.3 Organization of the Study

In the case of "traditional" teaching the students
had the opportunity to attend lectures and
seminars. While attendance at lectures was not
mandatory, attendance at seminars was recorded
and was one of the conditions for gaining credit.
The lectures presented successively different
thematic units. Verbal presentation of topics
was supplemented with PowerPoint presen-
tations. Within seminars the students had to
solve various sub-tasks and case studies, and
had to prepare a seminar paper (SWOT analysis
of the selected product, company, service, etc.)
To obtain the credit they also had to write a mid-
term test (minimum 7 points out of 14).

The "experimental" teaching used the so-
called e-subject of the POM1 within the virtual
study environment of OLIVA. The basis of the
virtual study environment consists of LMS
(Learning Management System), WebCT, in
which each e-subjects are operated. Students
included in the control group did not have
access to the e-subject of the POM1 during the
semester or prior to the test. For students of the
experimental group there was no scheduled
lecture or seminar, instead that they had study
supports available of the e-subject of the

POM1. All communication with a teacher took
place only in the WebCT environment.
Students had to solve sub-tasks and case
studies independently, the selected tasks were
mandatory, so the students had to develop and
submit them to the teacher. The course
completion was linked to the development and
delivery of 8 mandatory sub-tasks and passing
the final test.

2.4 Selection of the Research
Sample

In usual school practice, totally random selection

for experimental research is impossible.

Available selection was used to select
the research sample, so of course it is not
possible to generalize the results and state that
this applies in every area, with any participant,
etc.

The research sample consisted of university
students (University of Hradec Kralove, Faculty
of Informatics and Management), who
participated in the Principles of Management
course in the academic year 2009/10 and
2010/2011.

The experimental and control group was
created with random selection. The number of
participants in the experiment is shown in the
following table (Table 1). In some cases, the
number is lower in the post-test than in the pre-
test, because not all participants completed the
course.
The number of participants in

ab. 1: . -
educational experiment

Pre-test Post-test

E C E C
Year 1 35 37 32 34
Year 2 44 39 44 39
Total 79 76 76 73

Source: custom processing. Legend:
The experimental group — E, the Control group — C.

2.5 Analysis of the Research
Results

Input knowledge test — pre-test — was created
in order to determine the input level of
knowledge before the experimental exposure.
Due to the fact that the course Principles of
Management course is not attached to another
course, the test included questions concerning
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the substance of the Principles of Mana-
gement. The pre-test was necessary to verify
that the input knowledge of students is equal,
otherwise it wouldn’t have much point to
implement the pedagogical experiment.

At the end of the experiment the participants
passed the test of output knowledge — post-test
— it was created in order to determine the
output level of knowledge after experimental
exposure. After three months, the post-test was
repeated to confirm the permanence of knowledge.
Using the statistical program of NCSS2007, by
Student t-test and non-parametric Mann-
Whitney's test (due to not completely clear
normal distribution) analysis of variance at the
significance level of 0.05 was conducted for
checking the statistical equivalence of the
sample in indicators of the pre-test, post-test1
and post-test2 results. The results are shown in
the following two tables and charts (Tables 2
and 3, Fig. 1 and 2).

The objective of this test was to verify the
following hypothesis:

“There is no statistically significant
difference in test scores in experimental and
control groups.”
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Results overview — year 1

Norm t z H,
Pre-test C N It is
-1.2858 | -1.3474
Pre-test E N accepted
Post-test C N Itis
-0.2314 | -0.1078
Post-test E Nz accepted
Post-test2 C Nz 02576 | 0.0974 Itis
Post-test2 E Nz accepted

Source: custom processing. Legend: The experimental
group — E, the Control group — C, Norm (test of
normality): N (normal distribution), NZ (cannot be

rejected), Z (rejected), t (t-test) and Z (Z-test)

Results overview — year 2

Norm t Z Hy
Pre-test C N It is
0.6438 | -0.4969
Pre-test E N accepted
Post-test C NZ It is
0.2722 | -0.2303
Post-test E N accepted
Post-test2 C N Itis
0.0640 | 0.0328
Post-test2 E N accepted

Source: custom processing. Legend: The experimental
group — E, the Control group — C, Norm (test of
normality): N (normal distribution), NZ (cannot be
rejected), Z (rejected), t (t-test) and Z (Z-test)

m Performance of students in the pre-test and post-test1 — year 1

Box Plot - Pre-test_01
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Source: custom processing
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m Performance of students in the pre-test and post-test1 — year 2

Box Plot - Pre-test_02

Amount
'S
_—

w
L

E_pre C_pre
Variables

Box Plot - Post-test_02
16

14 1

12 A T

10 A

Amount
oo

E_post2 C_post2
Variables

Source: custom processing. Legend: The first chart shows the pre-test (experimental versus control group), the
second chart shows the post-test (experimental versus control group).

Table critical value of the test criteria is
Terit = 1.9866.

All calculated values of the test criteria
Tcalcul were lower than the critical value.

(ceemreerenens = Typoe S Tiir = 1,9866).

The null hypothesis is therefore accepted,
in post-testl and post-test2 there was no
statistically significant difference between the
performance of students enrolled in the control
and experimental groups.

The validity of the null hypothesis is confirmed
by the non-parametric Mann- Whitney's test.

This result concludes that the main hypothesis
Students reach higher level of knowledge in the
ICT-supported instruction in comparison to the
face-to-face way was rejected.

The hypothesis of "The students in the
experimental group will achieve a comparable
performance in cognitive learning at the end of
the experimental teaching as the students
taught by traditional full-time teaching“ is true.

3. Summary of the Results
One of the most important aspects of e-learning
introduction into the company training system is

its efficiency. Exploitation of e-learning is not
possible in all cases — it must be considered carefully
if the given task is to be trained by e-learning.

Based on the conducted experiment, we
can state that training in basic managerial skills
with the help of e-learning is same efficient as
traditional education methods. These findings
are important when deciding about the
implementation of this tool in company training.
Similar educational experiment was conducted
in other areas such as database systems or
professional English and Simonova [30], [31],
[31] confirms these results.

However, all competencies are not obtainable
when using this method — when implementing
e-learning, it is important to assess all these
cases individually.

From these results it is clear that education
through E-learning is comparable to that of
traditional teaching. It does not replace all forms
of learning, but it can significantly streamline
the education system. The original reason for
organizations to implement e-learning was
mainly cost reduction, but today it is clear that
e-learning has many other benefits. Implemen-
tation of e-learning has many positive facts
such as [8], [9], [22]:
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= time independence and individual study,

= possible reduction of costs compared to
traditional education,

= in the case of well-made courses, it ensures
a high level of transmitted knowledge,
= standardized knowledge (everyone receives
the same information),
= assessment of students according to the
same rules,

= possibility to educate large number of
people in a brief moment,

®  courses can be made in an interesting and
entertaining way that will appeal to more
students, etc.
On the other hand, it is obviously necessary
to mention the possible negatives and barriers to
the introduction of this form of learning, such as
[22]:
= not appropriate for anybody (requires
computer literacy),
= impersonal education,
= problems with the motivation of participants,
= knowledge is served in one way, which may
be unsuitable for some people,

= it is necessary to have the necessary
technical equipment (ICT technology) and
others.

4. Research Limitations and Areas
for Further Research

Based on the experiment, we can conclude that
training in basic management skills through
e-learning in the context of the studied sample
is as equally effective as traditional training.
This finding is important when deciding on the
implementation of this tool in corporate
education in this area.

At first glance it may seem that students and
employees are two groups which are difficult to
compare. For the purposes of our experiment,
i.e. verifying comparability of the effectiveness
of e-learning and traditional teaching, the
difference is irrelevant. Corporate education
also involve various employees (differences in
age, education, experience, etc.)

In any case it can not be generally stated
that e-leamning is always and under all circumstances
the same or equally effective as traditional teaching.
It is very specific and it is always necessary to
consider the circumstances completely individually.
What we want to teach is important, what skills
and knowledge the participants shall obtain,
who the participants are, etc.

The issue certainly has potential for further
exploration; there are many areas for further
researches. One of the directions is a deeper
examination of the same facts (comparing the
effectiveness of e-learning and traditional
training) under different conditions, such as in
corporate training and further analyze the
factors that are critical when considering the
introduction of e-learning. Another area is the
use of ICT technologies even further, such as
the use of social media.

Conclusion

Classic school education in lifelong learning
terminology is referred to as formal education,
which can be characterized by longer duration
and higher requirements for participants involvement.
Informal education is different. Organized and
institutionalized educational activities are used
the form of courses, training courses, private
lessons, workshops or seminars. In 2011, in the
Czech Republic nearly a third (32%) of people
between 18 and 69 years participated in at
least one such activity. [6]

Employers usually support formal and
informal learning, participation of an employer
may take the form of direct financing or releasing
employees within their working hours. Within the
information system it is possible to monitor and
gather information on education processes and
then use them for not only assessing the
effectiveness of education, but also to identify the
needs of further training, selection of the form of
education and to plan the whole process. [3]

The decision-making process regarding the
implementation of e-learing into corporate education
system is a very complex procedure that is
divided into several separate decision issues,
which are very important, when in fact a breach
of one of these conditions may result in a negative
opinion towards to introduction of e-learning.

Before incorporating e-learning in the
process of education it is necessary to consider
in particular these aspects [28], [29]:
= content of the course — the appropriateness

of education of the given matter through

e-learning (efficiency);
= assumptions of the educational institution —

ICT facilities, staffing;
= assumptions of students — ICT literacy,

access to ICT;
= and finally, the ECONOMIC ASPECTS.
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Such information can also be obtained on
the processes of learning and use them to
assess the effectiveness of education as well
as to identify the needs for further training,
selecting the forms of education and to plan the
whole process of education. In the process of
training we obtain a lot of data and reports,
mostly in e-learning. With the help of Business
Intelligence tools the process of education can
be even more efficient. It is possible to analyze,
measure, assess and evaluate the performance
of the trained participants and operationally
modify the training materials according the
current needs. As a consequence, we can
observe and analyze the interaction of the
trainees with the e-learning environment. They
can also help with the training content assessment
and its efficiency in the educational process.

The future of corporate training can be
expected in the technology-supported network
systems, in the case of those educational
programs for which there is high social
demand. However, among the indisputable
advantages they are also some drawbacks,
which must not be neglected in both the
creators of e-learning products and consumers.

This paper was supported by GACR
406/09/0669 "Evaluation of the benefits of
modern technology in the process of formation
and development of competencies of university
students” and Grant Agency of Excellence,
University of Hradec Kralove, Faculty of
Informatics and Management, No. 2013.
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EFFECTIVENESS OF USING E-LEARNING FOR BUSINESS DISCIPLINES:
THE CASE OF INTRODUCTORY MANAGEMENT COURSE

Hana Mohelska, Marcela Sokolova

Education and development of employees in the traditional sense focus on the formation of working
abilities of a person and that part of their personality, through which they create values in order to
improve the work performance of individuals, to fulfil their individual goals within their working
career and improve the performance of an organization as a whole. The purpose of education is to
promote competitiveness and a greater flexibility of workers in a rapidly changing environment.
Organizations must therefore use all available methods of education appropriately combined, and
to set the whole process of education to be not only effective, but also financially acceptable. The
economic crisis is taking longer than expected and companies can no longer afford staff training
as before. One possibility is the introduction of e-learning in corporate training.

The paper describes the various forms of education and based on the results of custom
research (experiment) it compares the effectiveness of e-learning and traditional learning.

Based on the conducted experiment, we can state that training in basic managerial skills with
the help of e-learning is same efficient as traditional education methods.

On the basis of the facts it certainly cannot be clearly stated that each organization (educational
institution, business) shall introduce e-learning into the education system of their employees. It is
necessary to access each organization individually. There are mentioned criteria and tools that can
help you decide. There are also other possible research directions discussed.

Key Words: E-learning, corporate education, experiment.

JEL Classification: 121, 125, L20.
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AN ECONOMETRIC APPROACH TO FACTORS
AFFECTING CROP INSURANCE IN ROMANIA

Simona Laura Dragos, Codruta Mare

Issues Related to Agriculture
Development

The structure of the national economies
throughout the world has undergone important
changes in the 20th and 21st centuries. These
changes have been carefully monitored and
analyzed, especially in relation to the continuous
population growth that needs more and more
natural resources. While there is already no
need to assess the weight of agriculture in the
developed economies, recent studies have
emphasized a decreasing trend of agriculture
also for the developing and third world
economies [21], [29]. For example, the first
paper cited shows that the weight of the
agricultural sector in the total economy based
on the value added has more than halved in
a period of 10 years, from 15.9 in 1998, to 6.4
in 2007. The descending trend for Romania has
continued later on. A more dramatic drop is to
be found on the other side of the World, in
countries like India [29], with a continuously
increasing population that needs food.

There are a lot of factors affecting the evolution
and development of the agricultural sector.
Among them, the most important resides in the
economic theories of efficiency and utility. Thus,
every investor, regardless of the area of activity,
takes decisions in order to maximize profit and
utility. For the economic agents involved in
agriculture, this process is harder than for those
in other sectors, as risks are higher. Among the
main causes to be found in the recent literature,
we mention: lack of financial assistance [37], volatility
of incomes in agriculture [29] due both to high
price volatility and to natural disasters [28] that
lead to a low level of welfare [2] and other types
of causes related to the market, technical or
political risks [28], [25], [35] and so on. The best
way to overcome all these threats and improve
rural welfare is through agricultural insurance.

An excellent review of the main problems,
solutions and politics regarding crop insurance
is made by Makki [19]. He approaches the
possible causes of the nonexistence of market-
based private insurance in agriculture and of
the original proposals to reform crop insurance.
The proposed theoretical background prefigures
the factors that have to be considered in order
to explain the small farmer’s decision to insure.
The economic mechanism of the farmer’s
reactions to price insurance, gross revenue
insurance, crop insurance, price plus crop
insurance and portfolio insurance are examined
by Turvey [33].

Boyd et al. [5] examine the main principles
underlying crop insurance. They suggest some
possible solutions to the challenges for crop
insurance development in the emerging economies
(especially China), based on the experience of
some developed agricultures (USA and
Canada). Enjolras et al. [13] undertake
a representative survey of French farms
regarding the identification of incentives for the
crop insurance decision. They find that the
decision to buy insurance is positively related to
the past amount of claims. Insurance appears
too expensive for smaller farms so they are
subscribed mainly by larger farms, but capital
structure or return on investment do not
significantly determine the insurance decision.
In our study we demonstrate that some factors
like the proximity to a city, the size of a village,
the level and the profile of the farmers’ training
can be significant in an emerging economy
(Romania), even though they are not significant
in a developed economy (France).

Some studies analyze particular features
regarding specific calamities (see [23] for hail
insurance). The effectiveness of some policies
for insurance support is evaluated comparatively:
on one hand there is an area insurance plan
and on the other hand there is an Income
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Equalization Deposit (IED) scheme for small
farmers. The academic literature is also
concerned with analyzing the limited success of
some innovative methods like Index-based
Agricultural Insurance [4].

Agriculture in Romania has developed in
the past 20 years starting from the publicly
owned farms typical of the communist period.
This type of farms had no need for risk mana-
gement practices, as everything was supported
by the state. The period of collective farms was
obviously followed by the privatization process
[36]. During this period, the land was divided
among citizens, who started to operate in
a subsistence agricultural sector. The expansion
of the subsistence agricultural sector was also
sustained by other post-communist evolutions.
One, in particular, is very well emphasized by
Mare [21] — due to lack of labour market
flexibility and of labour market education, along
with the evanescence of the great industrial
state-owned companies, people went either in
long term unemployment, or to work in
agriculture. Consequently, more than 66% of
the rural population has become engaged in
agricultural activities [10]. The same study
reveals that only around 150,000 of them are
actually officially employed in agriculture.
Preoccupations with the study of the agricultural
environment in Romania and methods to
improve it are not new. As Stefanescu [31]
points out, proposals of measures to improve the
life of peasantry, in particular, and the agricultural
sectors, in general, date back to the 19th century.
They have evolved over time, according to the
characteristics of the periods under discussion.
Nowadays, the main subjects of interest relate
to ecological issues [11] and means of
sustaining the development of the agricultural
sector. Our subject of study — issues related to
the development of the agricultural sector
insurance — belongs to the second group of
research.

The studies of Gomez-Limon et al. [17],
Hardaker et al [18] and Toledo, Engler [32]
estimated the farmer’s risk preferences. If the
risk of loss is perceived as too great to assume,
a possible farmer’s decision is to use an
agricultural insurance scheme to mitigate the
impact of unpreventable risks [16].

The second part of the study presents
some specific aspects related to crop insurance
in Romania. Because of the specificity of each

agricultural market, the policies for implementing
the insurance crop systems have to be
personalized for every economy. Romania has
an emerging economy and agriculture, being
an ex-communist society, still predominantly
traditionalist. For the Central and Eastern
European Countries, Njegomir and Stojic [24]
believe that the solution for improving the
competitiveness of local insurance markets and
for providing more affordable insurance coverage
is the inflow of foreign capital. The governmental
decisions must be in accordance with the
significant factors that influence the buying
decision of an insurance policy. We assume
that unlike countries with advanced agriculture
sectors, where the decision to purchase
insurance is positively related to the past
amount of claims, in Romania (as well as in the
other emerging agricultures) the decisive role is
still played by several socio-cultural, economic
or geographical factors like: the size of the
village, the proximity to the city, the level and
profile of education, the agricultural area owned
by the farmer, the type of agricultural crop. As
a consequence, the key objective of this study
is to examine (using econometric tools) which
of these factors are relevant and to recommend
adequate policies for supporting the
development of crop insurance.

As it will be seen, the majority of the results
are the ones expected. For example, the level
of education significantly determines the choice
of buying an agricultural insurance. Moreover,
the high level of traditionalism in countries like
Romania also has an important impact upon
the decision. Additionally, interesting results
were obtained when studying the influence of
the crop type.

1. Crop Insurance in Romania

Romania has a large area of arable land
(around 8.2 million ha according to the agricultural
census 2010-2011) and great potential
concerning crop insurance. In the period
2005-2007 only a percentage of 15—18% of the
total arable surface was insured. In the crop
year 2007—2008 the percentage rose to 43%,
which represents 3.5 million ha insured. This
increase is explained through the Governmental
subsidies granted on insurance subscription. In
2009 the insured arable surface dropped again
to 2.8 million ha due to abrogation of subsidies
[1]. Another characteristic of the Romanian
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crop insurance market is that over 90% of the
the insured are large farm owners who have
over 100 ha to administer. Among the causes
which led to this situation are: land fragmen-
tation, lack of financial resources, lack of
information from insurance companies and lack
of trust in the insurance sector.

The agricultural sector is characterized by
high risk and uncertainty. In Romania, due to
strong weather variations, production and
yields fluctuate a lot. As a consequence, price
volatility is also extremely high. Usually, in years
with good yields and production, prices decrease,
while in years with low levels of crops, prices
increase [3]. There are two main types of crop
insurance available to farmers, namely: the
single risk insurance and the combined (multi-
risk) insurance. The first category covers only
one peril and is appropriate for small farmers,
while the second one combines more risks and
is sold in packages.

In Romania the insurers do not insure the
disaster risks, whose regulation was enforced
in 2002, when Law no. 381/2002 regarding the
granting of compensations for natural calamities
was issued. Natural calamities represent the
quantitative and qualitative crop losses because
of damaging natural phenomena on large
areas. The early warning system proposed by
Furdu, Tomozei and Pandele [14] could represent
a further step in the management of natural
disasters. (By law, natural phenomena and
diseases are considered to be the following:
excessive drought, floods coming from overflowing
rivers or broken bridges, heavy rains, excessively
low temperatures below the biological resistance
limit of the plant, heavy snow falls causing
losses in the vegetal and livestock sectors,
rapid melting of the snow causing floods, rivers
overflowing, hurricanes.) In the case of loss
caused by calamities stipulated in the mentioned
law, the agricultural producer is indemnified by
the state, but only if the producer has insured
the “standard” risks (insurable risks).

Natural calamities which have stricken
Romania in the recent years have determined
the insurance companies to believe that the
coverage degree concerning agricultural
insurance will significantly increase [22]. But
farmers do not perceive the risk, believing that
disasters will not affect them. If they lose their
crops, they expect to be indemnified by the
government.
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In order to improve the system and to
stimulate farmers to insure against risks, the
state attempted to encourage agricultural producers
to insure by subsidizing the premium, and not
by paying all the losses. In 2010, by the
Governmental Decision no. 756/2010 regarding
the state subsidy in agriculture for the
insurance premiums, the subsidy was set at
50% or 70%, in accordance with the insured
risks. Nevertheless, only somewhere between
20-25% of the Romanian cultivated area is
covered by insurance. Crop insurance has
a higher penetration ratio within associations
and among those farmers that exploit larger
land areas. Considering the subsidies that the
state provides for legal entities concerning the
insurance premium, a possible solution for the
farmers who practise a subsistence agriculture
(on small areas of 1-2 ha) to benefit from these
could be association.

Agricultural insurance had a development
far stronger than the market average, rising by
over 77% in the first half of 2011, compared to
the value of subscriptions in the same period of
2010. The nine insurance companies that
reported subscriptions for agricultural insurances
cumulated gross written premiums whose
value reached 10 million euro (around 1% of
the market), over 4 million euro more than the
total at the end of June 2010. For the first nine
months of the year 2012, on the Romanian
agricultural insurance market the gross written
premiums (GWP) subscribed reached 14 million
Euro, a 33% increase since the same period of
the year 2011.

Among the determining factors that influence
insurance coverage, [8] mention geographical
localization of sowed fields, structure of the
crops and technical costs required by each
crop type in the process of production. The
insurance is available for the current agricultural
year, with the possibility of periodical updates.
The sum insured for crops is the value declared
by the insured and accepted by the insurer,
depending on the production technical costs.
The insurance premium depends on the crop’s
sensitivity to the insured risk factors, the frequency
of the risk factors, the localization of the crop,
the amount insured — which, according to the
type of insurance policy, might cover the techno-
logical expenses or the value of production.

Based on the statistics for the last 50 years,
the insurance premiums ratio for crops in the
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European community was established at 6-7%
of the insured value. In Romania, the standard
premium ratio (from the catalogue) is 3—-3.5% of
the insured value, lower than the European
level. Because of the discriminating competition
on the Romanian insurance market, the ratio
quotation applied is around 1.7-1.8%, being
unsustainable if we refer to the acquisition and
administration costs of the insurer. This leads to
a situation where substantial losses are
registered for the insurance companies which
subscribe agricultural insurance contracts
because of the loss ratio of above 70%.

The lack of financial resources and the lack
of information and education are some of the
main reasons for which agricultural insurance is
not fully employed as a risk management
instrument in Romania. Studies have shown
that, in order to have a rapid expansion of the
agricultural insurance market, governmental
intervention is needed [15], especially in the
former communist countries [9] or in other
emerging countries like Indonesia [27]. Clipici
[7] considers that for the farmers in emerging
countries the use of agricultural insurance

represents the transition from subsistence
farming to sustainable farming.

The paper analyzes, thus, the agricultural
insurance market in Romania, bearing in mind
all the above mentioned aspects. Overcoming
losses due to natural disasters through insurance
has an immediate stabilising effect on the rural
households’ incomes. Thus, agricultural
insurance increases the welfare of the rural
areas, leading to higher efficiency and utility.

2. Data

Data was collected in the period April — October
2011, in the North-West Region of Romania.
The sample includes 18 villages from the six
counties that make up the region (Satu Mare,
Maramures, Salaj, Bihor, Cluj and Bistrita
Nasaud). After eliminating farmers with missing
answers for at least one variable, the final
sample consists of 308 farmers. For them,
answers were available for all variables taken
into account in the regression. The definition of
the variables and some descriptive statistics
are presented in Tab. 1.

Explanations of the variables and some descriptive statistics (part 1)

Explanations Mean or St. dev.
proportion
Endogenous variables
Insurance (multiple) 0 — if the farmer does not have an insurance 78.9%
1 — if the farmer has partial (single risk) insurance 12.0%
2 — if the farmer has a full-type (combined) insurance 9.1%
Insurance (binary) 0 - if the farmer does not have an insurance 78.9%
1 — if the farmer has an insurance 21.1%
Exogenous variables
Inhabitants Numerical attribute. Number of inhabitants in each village. 737 707
Distance city Numerical attribute. Distance, in km, from the most significant city 25.7 13.1
(over 10000 inhabitants)
Age Numerical attribute 49.4 11.9
Education 0 — primary or secondary school 36.7%
1 — high-school or professional school 53.6%
2 — university degree 9.7%
Agricultural studies 0 - if not 86.7%
1 —if yes (including agricultural economics) 13.3%
Economic studies 0 - if not 77.9%
1 —if yes (including agricultural economics) 22.1%
Area The total area detained by the farmer (ha) 4.89 1.79
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Explanations of the variables and some descriptive statistics (part 2)
Explanations Mean or St. dev.
proportion
Vegetables 22.4%
. Dummy variable. N
Vllne Indicates the main type of agricultural crop (covering most of the 17.8%
Field crops area or having the highest weight in the farmer’s income) 40.0%
Pomiculture 19.8%
Source: own

3. Methodology and Results

Starting from the idea that quantitative economic
forecasting is more reliable than the qualitative
type [20], we have based our research on the
first type of methods. While reviewing the most
recent literature, both in Economics and
Agricultural studies, quantitative methods
prevail [6], [26], [30], [34]. The first research
cited in this paragraph uses the quantitative
approach in order to construct a simulation
model intended to evaluate new operating
policies in a corn flour production plant. The last
study combines quantitative methods and
economic theory [34] in order to estimate
economic efficiency. Constructing a simulation
model based on production and reproduction in
a dairy herd, the authors succeeded in
quantifying the economic value of productive
and functional traits. The other studies employ
a more complex approach to the quantitative
methods of analysis. We have observed that

most of the researches conducted in this area
use methods and techniques belonging to time
series and qualitative variables econometrics,
especially logistic models. Ramirez-Valverde et
al. [26] make a theoretical incursion in the
problems of non-stationarity and spurious
regression in time series logistic models using
binary variables. Ramirez-Valverde has previously
studied logistic regression. Together with
Sifuentes-Amaya [29], they have also analyzed
the problems derived from specifying incorrect
logistic models. Some recent empirical studies
evaluate, through discrete regression tools, the
behaviour of the farm market versus super-
markets [12] or factors which affect the crop
insurances in emerging markets [33].

We employ two types of econometric
models in order to explain two types of
decisions: a) the choice of the insurance type;
and b) the option of buying an insurance policy.

a) To model the choice of the insurance type, the Ordered Logit model was employed, which, in

its general form, can be written as:

Prob (v, = j|x.b.c) = F(c

J+1

exp( ¢, — x,b)

—xib)—F(cj—x

b) (1)
exp( ¢, - x,b)

Prob (v, = j|x,b,c)=

1 + exp( ¢

i =1, N index of each farmer,

- x,b) 1+ exp( ¢, - x,b)

)

Y, = 0 if the farmer does not have an insurance policy,

y, =1 if the farmer has a partial-type (single risk) insurance policy,
¥, =2 if the farmer has a full-type (combined) insurance policy,

X, the vector of the exogenous variables,

b the coefficients’ vector,

c., j=0,3 cutoffs,

j?
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conditions that ensure that the probability sum for each

interval equals 1.

b) The Binary Logit model was used to explain the decision to buy an insurance policy:

exp( x,b)
Prob (y,=1)=F(xb)= ——
I+ exp( x,b) (3)
Prob (y,=0)=1-F(xb)= ————
I+ exp( x,b)
i =1, N index of each farmer,
y, =1 if the farmer has an insurance policy (partial or full type),
y,=0 if not,
X, the vector of the exogenous variables,
b the coefficients’ vector.
Estimation of Ordered Logit model and Binary Logit model
Ordered Logit model Binary Logit model
coefficient std. err. coefficient marginal eff.
dy/dx
Radical inhabitants **0.0281 0.0119 **0.0301 0.0041
Distance city **-0.0314 0.0126 ***-0.0345 -0.0047
Age **-0.0280 0.0129 **-0.0278 -0.0038
Education **0.5937 0.2813 **0.6032 0.0828
Cultivated area *0.1382 0.0809 0.1357 0.0186
Agricultural studies 0.3291 0.4608 0.4486 # 0.0686
Economic studies **0.7628 0.3781 **0.8526 #0.1364
Vegetables (dummy) ***1.2880 0.4801 ¥*1.3404 #0.2304
Vine (dummy) 0.0583 0.5661 0.1136 #0.0159
Field crops (dummy) 0.4569 0.4628 0.5303 # 0.0756
Pomiculture (dummy - reference) 0.0000 0.0000
Constant * 21125
Log likelihood = -134.00673 Log likelihood = -178.57244
LR chi2(10) = 49.43 LR chi2(10) = 49.16
Prob > chi2 = 0.0000 Prob > chi2 = 0.0000
Pseudo R2 = 0.1557 Pseudo R2 = 0.1210

# dy/dx is for discrete change of dummy variable from 0 to 1

** ** % significant at 1%, 5% and 10% level

Source: own calculations
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The majority of the results are as expected
(Tab. 2). For the number of inhabitants, we
opted for a transformation of the initial variable.
The positive sign of the coefficient is to be
explained by the fact that, in general, smaller
communities are more traditionalist, people
preferring the ancestral behaviour of helping
one another in the case of natural disasters.
The same traditionalism causes the sign of the
Distance city and Age variables. On the other
hand, the size of the cultivated area, even
though having the expected sign, is not very
significant.

The level of education is a determinant factor,
this being a problem in the Romanian villages.
The majority of the persons that choose to
attend university courses usually remain in
towns. The weight of university graduates in the
active population in 2009 was of only 4.0% in
the rural area (in comparison with 25.4% in the
urban area). At the opposite pole, the percentage
of the inhabitants having a primary or secondary
school diploma in rural areas was 39.5%, while
in the urban areas it was only 8%. This is probably
the most important factor that determines the
functioning of the crop insurance market much
below its potential. In what regards the type of
courses attended, surprisingly, the ones related
to agriculture do not significantly influence the
decision of insurance. On the other hand,
studies that involve the economic aspect are
decisive as they familiarize the subject with the
mechanisms and the regulations related to the
insurance market.

Very interesting are the results related to
the main crop type. Farmers that grow vegetables
are much more interested in insuring the crops
than the others (regardless of the dummy
variable taken as reference). Among the other
types of cultures analyzed there are no
statistically significant differences, regardless
of the dummy variable considered as reference.
In the case of vegetables, investments in
greenhouses and solaria are necessary in
order to extend their cultivation in the cold
season. Some natural calamities can lead to
the destruction of these investments together
with the culture. This brings along a significantly
higher risk and, in consequence, the increase
of the probability to opt for a suitable insurance
product.

EM 01 14 zlom 3.3.2014 13:23 Stréanka 99$

Finance

Conclusions

The goal of the present research was to find
possible factors that affect the decision of buying
an agricultural insurance policy in Romania. As
it could be seen in the first parts of the paper,
the development of this risk management tool
in agriculture is low in Romania. The literature
reviewed suggests that this level is the same in
other developing countries. Consequently, the
results of the present research could be used
not only in the case of Romania, for decisions
regarding the development of the agricultural
insurance sector, but also in other countries
with similar features. Moreover, the presented
methodology can be applied, as long as data
exists, on different samples to extract their
specificities.

The results of the regression models have
shown that age is an important factor — the
older the farmer, the lower the probability to
make an insurance policy in agriculture. This is
somehow expected for countries like Romania.
The persons employed in agriculture are, in
general, old. They work in this field either because
they are retired and they do it as a hobby, or
because this is the only way in which they can
provide incomes for their families. Such
persons are more traditionalist and more
averse to new information, to things they are
not used to. They lack the openness towards
lifelong learning. Such a result shows the need
for educational programmes supported by
authorities or private entities to inform about the
benefits of modern risk management procedures
in agriculture that could help increase the utility
of the activity.

At present, in Romania, the traditional
agricultural insurance programmes are prevalent.
These have proved to be inefficient for small
farmers because of the high administrative
costs (a very significant variable in our study
was the vicinity to an important town). The
proximity to a town is strongly correlated with
the closeness to an insurance company
agency. The more isolated the village, the
higher the administrative expenses. In order to
reduce these expenses, some alternative
insurance programmes like Index Based
Agricultural Insurance appeared and it would
be interesting to develop them in the future.
Additionally, the longer the distance from the
farm to the nearest important city, again, the
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lower the probability of agricultural risk
management through such tools. Beside the
costs issue, this result also emphasizes the fact
that information is usually disseminated in large
cities and emphasises the difficulties of being
informed for persons that live far away from the
urban areas.

Another highly relevant variable in our
estimation is the number of inhabitants of the
village. In small villages, generally more traditional,
institutionalized insurance is avoided, mutual
aid in the case of calamities being preferred by
producers. In such cases, a more adequate
approach, much more appropriate to the
natural behaviour of these farmers, is an Area
Insurance Plan, which means that farmers are
insured as a group.

The study also shows that educated people
are more open towards insurance tools. What
is interesting is that a background in agriculture
studies, although expected to be a major factor
of influence, has very little impact upon the
decision. Economic studies are found to have
much more influence because they better
emphasize the advantages of using insurance
as a protection tool against risks in any field,
including agriculture.

Our study also provides information about
how the type of crop affects the subscription of
an insurance policy. It seems that in Romania
only farmers that grow vegetables have understood
the importance of protection against natural
disasters. However, farmers must be made
aware of the fact that protection is needed for
all types of crops, because of the low probability
of forecasting the risks associated with natural
phenomena. A rainy year can cause, for
example, important losses for farmers working
in the vinery field. The State should sustain
promotion and information measures for crop
insurance systems.

The improper development of the agricultural
insurance sector goes hand in hand with
a propensity for risk retention for the farmers.
Such studies that identify the factors affecting
crop insurance can be used by insurance
companies for outlining a consumer profile, for
this insurance line of business, more adapted
to consumer needs. The study can also be
used by decisional entities in order to better
assess issues and policies related to the sector.
The approach should assist the development of
the kind of policies that may increase the

efficiency of the economic mechanisms in
agriculture, especially through information and
education. However, the poor development of
the market due to some factors such as the
education level, the type of studies and age can
hardly be compensated for by innovative
policies. These features can be solved only
over time by an adequate socio-economic
evolution, including education.
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AN ECONOMETRIC APPROACH TO FACTORS AFFECTING CROP
INSURANCE IN ROMANIA

Simona Laura Dragos, Codruta Mare

Crop insurance is a very well implemented mechanism in the economic and agricultural sectors of
the developed countries. In the developing countries there are yet in practice traditional local
systems of helping the other in the case of natural disasters. The transition to an organized system,
based on buying insurance policies, is a very slow process and is, for the moment, used and
accepted only by big land owners. The study based on a sample of 308 small farmers in Romania
analyzes the factors influencing the decision of buying an insurance policy: age, education, size of
the village, the proximity to a city, the type of culture, etc. The sampling method aimed at ensuring
representativity on several levels: regional — villages from different counties; education — different
levels of education for farmers and different fields of study; type of village — villages of different
sizes and situated at various distances from towns; type of crop — farmers that mainly deal with
vegetables, pomiculture, vine and field crops. Through two econometric models, Ordered Logit and
Binary Logit, both the decision of buying an insurance policy and the type of insurance chosen
(partial or full) are assessed. Results show a higher propensity towards using the insurance system
in the case of younger farmers who have had access to tertiary education (especially in the field of
economics and business), who live in big villages near important cities and who cultivate
vegetables. Even though the study is regional, the emphasized mechanisms are universally valid
and can be used by policymakers from developing economies.

Key Words: Crop insurance, ordered logit, binary logit, Romania.

JEL Classification: C25, Q12, G22.
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WAVELET ANALYSIS OF STOCK RETURN
ENERGY DECOMPOSITION AND RETURN
COMOVEMENT - A CASE OF SOME
CENTRAL EUROPEAN AND DEVELOPED
EUROPEAN STOCK MARKETS

Silvo Dajéman, Alenka Kavkler

Introduction

Stock market integration, stock market
comovement and return spillovers between
developed and developing stock markets,
particularly CEE markets, are of great
importance for international investors making
financial decisions. Increased comovement of
stock markets returns may diminish the
advantage of internationally diversified
investment portfolios [30].

The most common method of measuring
stock market comovement is linear correlation,
expressed by Pearson’s correlation coefficient,
a symmetric, linear dependence metric [30]
suitable for measuring dependence on
multivariate normal distributions [11]. However
correlations may be nonlinear or time-varying
([10[, [52]), and dependence between two stock
markets as the market rises may be different
than the dependence as the market falls [34].
A more accurate understanding of stock market
interdependencies may be achieved by
applying econometric methods. In the literature
the following methods are often used to
measure the level of stock market comovement:
correlation coefficients (e.g. [28], [31]), Vector
Autoregressive (VAR) models ([20], [33]),
cointegration analysis ([19], [36]), GARCH
models ([1], [5], [10], [50]) and regime switching
models ([13], [45]). A novel but promising
approach is a wavelet analysis of stock market
comovement.

Candelon et al [2] argue that comovement
analysis should consider the distinction

between short- and long-term investors. From
a portfolio diversification point of view, short-
term investors are more interested in the
comovement of stock returns at higher
frequencies (short term movements), and long-
term investors focus more on the lower
frequency comovements. As such, one must
resort to frequency domain analysis to obtain
insights into comovement at the frequency level
([29], [35], [43], [48]). In such a context, with
both the time horizon of economic decisions
and the strength and direction of economic
relationships between variables that may differ
according to the time scale of the analysis,
wavelet analysis may prove to be a useful
analytical tool [41].

Economic and financial phenomena may
exhibit different characteristics on different time
scales, and thus wavelet analysis tools enable
us to investigate the multiscale features of
these phenomena. As wavelets are localized in
both time and scale, unlike Fourier analyses
and spectral analyses, they thus provide
a convenient and efficient way of representing
complex variables or signals [42]. Moreover,
because of its translation and scale properties,
nonstationarity in the data is not a problem
when using wavelets and prefiltering is not
needed [41]. Wavelet analysis is suitable for
detecting seasonal and cyclical patterns,
structural breaks, trend analyses, fractal
structures and multiresolution analyses [8].
Wavelets in finance are primarily used as
a signal decomposition tool (e.g. [32], [16], [14],
[17], [18], [51]), or a tool to detect
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interdependence between variables ([23], [24],
[25], [26], [27]).

Lee [29] developed a new testing technique
based on the discrete wavelet transform, in
order to study the relationships between U.S.
and Korean stock market returns in the period
1995 to 2000, examining two stock indices in
each market, namely the Dow Jones Industrial
Average (DJIA) and the NASDAQ for the
United States and the Korean Composite Stock
Price Index (KOSPI) and the Korean Security
Dealers Automated Quotations (KOSDAQ) for
South Korea. By examining the relationships
between high-frequency fluctuations in stock
returns, obtained from the reconstruction of the
data by wavelet details, [29] finds evidence of
return spillover effects from the U.S. stock markets
to Korean counterparts, but not vice versa.

In a similar way, [12] focuses on return
spillovers in stock markets at different time
scales using wavelet analysis. She considers
eight stock indices that comprise the G7
countries, Emerging Asia, Western Europe,
Eastern Europe and the Middle East, the
Emerging Far East, Latin America, North
America, and the Pacific region for the period
1990 to 2002. The author’s estimation results
show evidence of stock market return spillovers
from the G7 countries to Western Europe,
Eastern Europe and the Middle East, Emerging
Asia, Europe, Latin America, and North
America. However, return spillovers of these
regions to the G7 countries are weaker at
different time scales. Similarly, return spillovers
from North America to Latin America, Emerging
Asia, the Emerging Far East, and the Pacific
region, and from both Western Europe and
Latin America to North America are found. [48]
investigate seven international stock markets —
Ireland, the United Kingdom, Portugal, the
United States, Brazil, Japan and Hong Kong —
and their comovement and spillover effects,
using a testing method suggested by [29]. They
find evidence of intra-European comovement,
namely between the stock markets of Ireland,
the UK and Portugal. Further, they find
comovement between the U.S. and Brazilian
markets and similar intra-Asian comovement,
namely between the stock markets of Japan
and Hong Kong.

We will use maximal overlap discrete
wavelet transform (MODWT) to analyse
multiscale stock market return volatility dynamics
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and return comovement between CEE and
developed European stock markets. To our
knowledge, this is the first study to apply this
methodology to CEE stock markets. The more
recent empirical literature on the interdepen-
dence of CEE stock markets to developed
stock markets predominantly apply correlation
analysis ([21], [47]), Granger causality tests
([22], [36]), cointegration analysis ([36], [49])
and GARCH modelling ([3], [44].

The structure of the paper is as follows.
Econometric methodology is described in the
first chapter. Maximal overlap discrete wavelet
transform (MODWT) is explained and some
practical issues for MODWT analysis are
addressed. In the second chapter, we present
the data, describe in detail our empirical study
of return comovement and energy decom-
position, and interpret the results. Main impli-
cations of the empirical analysis are revisited in
the conclusion.

1. Econometric Methodology
To study the comovement of the CEE stock
markets (Slovenia, the Czech Republic and Hungary)
with developed European stock markets (Austria,
France, Germany and United Kingdom), we
apply methodology of [29]. Interdependence
between stock markets exists in two forms [53]
— comovement, which measures the contem-
poraneous relationship between volatilities, and
spillover, which indicates the lead-lag relation-
ship. Stock market return spillover analysis is
based on the idea that if news (a shock) in one
stock market (reflected in its return) in time t — 1
affects the returns of another stock market in
time t, there are return spillovers, and the
returns of the first market explain the returns of
the second market. However, if there is a high
degree of stock market comovement, then in
the observed time period (e.g. one day, one
week, etc.), stock returns synchronously move
in the same direction.

We focus on return comovement analysis
by estimating the following model (by ordinary
least squares):

rDAJ (rj) =a+ erA” (Tj) + &4 (1)
where:

(7:) = from MODWT wavelet details
reéonstructed returns of the stock index A at

scale T,
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"D (rj) = from MODWT wavelet details
reconstructed returns of the stock index B at
scale T

a=a regressmn constant,

b = a regression parameter,

g, = error of the regression model.

The proposed model is estimated in the
following steps. First we transform the indices’
return series by MODWT. We obtain wavelet
and scaling coefficients, which we use to study
the energy decomposition of the return series
at different time scales (j). This inspection
allows us to determine which time scales capture
the most volatility of the indices’ return series.
In the next step we use only those scales that
capture the greatest share of energy to
reconstruct the original return time series from
the wavelet details. In this way we obtain
reconstructed returns of the indices on a scale-
by-scale basis. For pairs of reconstructed
return time series we then estimate the ordinary
least squares model proposed by equation (1).

1.1 Description of the Maximal
Overlap Discrete Wavelet
Transform (MODWT)

The MODWT is a linear filtering operation that

transforms a series into coefficients related to

variations over a set of scales. It is similar to the
discrete wavelet transform (DWT), but it gives
up the orthogonality property of the DWT to
gain other features that render MODWT more
suitable for our analysis of stock market return
comovement [39], as: i) the ability to handle any
sample size, regardless of whether the series is
dyadic (i.e. of size 270, where J, is any positive
integer); ii) increased resolution at coarser
scales as the MODWT oversamples the data;

iii) translation-invariance, which ensures that

MODWT crystal coefficients do not change if

the time series is shifted in a "circular" fashion;

iv) the MODWT produces a more asympto-

tically efficient wavelet variance estimator than

the DWT.

1.1.1 MODWT Wavelet Coefficients and
Scaling Coefficients

Wavelets are small waves, whereas by

contrast, sinus and cosinus are large waves.

A wavelet, by definition, is any function that is

square-integrable and integrates to zero. The

wavelet transform is a mechanism that allows

us to quantify how averages of a time series
over particular scales change from one interval
of time to the next [40]. These changes are
quantified in wavelet coefficients, which form
the bulk of any discrete wavelet transform [38].

Let X be an N-dimensional vector whose
elements represent the real-valued time series
{X,:t=0,.., N- 1} (we use the same notation
as [40]). For any positive integer, J,, the level
J, MODWT of X is a transform consisting of the
J + 1 vectors W,,..., W_ and V, , all of which
have dimension N. The vector W. contains
the MODWT wavelet coefficients associated
with cflanges on scale T = 21 for (G=1..J,),
while V, contains MODWT scaling coefficients
associated with averages on scale 1, = 2.
Based on definition of MODWT coefficients, we
can write [40]:

(2a)

(2b)

where A.and I, are N x N matrices of
containing the vAlues of the wavelet and
scaling filters. Vectors are denoted by bold
fonts.

By definition, the elements of W and V
are outputs obtained by filtering X, namely

L;-1
t = z hj,IthlmodN (Sa)
=0
and
L=
= ;) gj,zXHmodN (3b)

fort=0,.., N- 1, where hj and g L are jth level
MODWT wavelet and scaling fllters defined in
terms of the jth-level equivalent wavelet and
scaling filters for a discrete wavelet transform
(DWT) (for details see [40]).

The MODWT ftreats the series as if it were
periodic, whereby the unobserved samples of
the real-valued time series X_;, X ,,..., N_, are
assigned the observed values at X, ;, X ,,...,
X, The MODWT coefficients are thus given by
circularly filetering:
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N ~
Z h t —Imod N

=0
and

=

1
U 50 4b
V/J - gj,lthlmodN ( )

1=0

fort = 0,...N-1; hj and gj,are periodization of
hjy and g;, to circular filters of length N.

This penodlc extension of the time series is
known as analyzing {X,} using “circular
boundary conditions” ([6], [40]). There are L-1
wavelet and scaling coefficients that are
influenced by the extension (“the boundary
coefficients”). Since L increases with j, the
number of boundary coefficients increases with
scale. Excluding boundary coefficients in the
wavelet variance, wavelet correlation and
covariance provides unbiased estimates [6].

1.1.2 MODWT Energy and Additivity
Decomposition

One of the important uses of the MODWT s to

decompose the sample variance of a time

series on a scale-by-scale basis. Since the

MODWT is energy conserving, the following

equation holds [39]:

P Jo 2 2
ORI (IR 0
j=1
and a scale-dependent analysis of variance
from the wavelet and scaling coefficients can

be derived as [6]

+%Hr7,“

J
-2 =2 e - R
j=l 6

Wavelet variance is defined for stationary
and nonstationary processes with stationary
backward differences. Considering only the
non-boundary wavelet coefficient, obtained by
filtering stationary series with MODWT, the
wavelet variance {)2(1) is defined as the ex-
pected value of W2,. In this case, 03(t) repre-
sents the contrlbutlon to the (possibly infinite)
variance of {X } at the scale 7, = 2~/ and can be
estimated by the unbiased estimator [40]:

™)
Ly

th—l

2
'UX(Tj) =
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Where Mj =N- Lj — 1 > 0 is the number of
non-boundary coefficients at the jth level.

It is possible to prove that the asymptotic
distribution of OZX(T]-) is Gaussian, a result that
allows the formulation of confidence intervals
for the estimate ([37], [46]).

Another useful characteristic of MODWT is
additive decomposition. The time series X can
be recovered from its MODWT via [40]:

JO JO
STy T
X =D AW 3TV, =3 D +55, q)
j=1 j=1

which defines a MODWT-based multiresolution
analysis (MRA) of X in terms of the jth level
MODWT details ﬁj = &JTij, which capture local
fluctuations over the whole period of a time
series at each scale, and the J,th level of
MODWT smooth S = FT V , wh|ch provides
a “smooth” or ove?all “trgnc? of the original
signal. Adding DJ to SJ , forJ =12,.,J, gives
an increasingly accurdte approximation of the
original signal.

1.2 MODWT Parameters

Some practical issues, besides the handling of

appropriate boundary conditions, should be

addressed before the start of MODWT

analysis:

= Choice of wavelet filter. MODWT s less
dependent on the wavelet filter choice than
is discrete wavelet transform [40], but
different wavelet filter properties may still
result in different wavelet analysis results.
A reasonable choice of the filter must
consider the specific analysis goal we want
to achieve (such as isolation of transient
events in a time series, analysis of
variance, multiresolution analysis, etc.) and
the properties we need in a filter to achieve
that goal [40]. Choosing a wavelet filter of
the shortest width (L = 2,4,6) can some-
times introduce undesirable artefacts into
the resulting analyses. Alternatively, while
wavelet filters with a large L can be a better
match to the characteristic features in a time
series, their use can result in more coeffi-
cients being influenced by boundary conditions
and an increase in computational burden.
[40] suggest a strategy of using the smal-
lest L that gives reasonable results. The
Daubechies class of wavelets possesses
appealing regularity characteristics and
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produces transforms that are effectively
localized differences of adjacent weighted
averages. The least asymmetric (LA) sub-
class, known as symmlets, has approximate
linear phase and exhibits near symmetry
about the filter midpoint. This linear phase
property means that events and sinusoidal
components in the wavelet and scaling
coefficients at all levels can be aligned with
the original time series. For the MODWT,
this alignment is achieved by circularly
shifting the coefficients by an amount
dictated by the phase delay properties of
the basic filter [6]. LA filters are available in
even widths L. A wider filter is smoother in
appearance and reduces the possible
appearance of artefacts in a multiresolution
analysis due to the filter shape. It also
results in stronger uncorrelation between
wavelet coefficients across scales for certain
time series, which is useful for deriving
confidence bounds from certain wavelet-
based estimates [7]. Taking all these
considerations into account, LA(8) filter is
an appropriate choice [40], as it yields
coefficients that are approximately uncorre-
lated between scales while having a filter
width short enough such that the impact of
boundary conditions is tolerable [6].

= Choice of level J,. The appropriate choice
depends primarily on the time series at
hand [40]. For complete decomposition of
a series of length N = 2/ (J is any positive
integer number) using the DWT, the

maximum number of levels in the
decomposition is J. The MODWT can
accommodate any sample size N and, in
theory, any J,. In practice, the largest level
is commonly selected such that J,< log,(N)
in order to preclude decomposition at
scales longer than the total length of the
time series. The selection of J, determines
the number of octave bands and thus the
number of scales of resolution in the
decomposition [6].

2. Empirical Results
2.1 Description of the Data

Data on stock indices return are calculated as
differences of logarithmic daily closing value of
indices (i.e. In(P) — In(P,_;), where P, is the
index value in time 7). The following indices are
considered: LJSEX (Slovenia), PX (Czech
Republic), BUX (Hungary), ATX (Austria),
CAC40 (France), DAX (Germany) and
FTSE100 (Great Britain). The first day of
observation is 1 April 1997, the last day is 12
May 2010. Days of no trading on any of the
observed stock markets were left out. Total
number of observations amounts to 3,060
days. Data sources from the LJSEX, PX and
BUX indices are their respective stock
exchanges; data sources for the ATX, CAC40,
DAX and FTSE100 indices is Yahoo Finance.
Table 1 presents some descriptive statistics
of the data. We observe a higher spread
between maximum and minimum daily returns

Descriptive statistics for stock index return time series

Min Max Mean Std. Skewness | Kurtosis |Jarque-Bera
deviation statistics

LJSEX -0.1285 0.0768 0.0003521 0.01062 -0.87 20.19 38,073.93**
PX -0.1990 0.2114 0.0002595 0.01667 -0.29 24.62 59,654.93***
BUX -0.1803 0.2202 0.0004859 0.02021 -0.30 15.90 21,260.91**
ATX -0.1637 0.1304 0.0002515 0.01558 -0.40 14.91 18,153.48***
CAC40 -0.0947 0.1059 0.0001206 0.01628 0.09 7.83 2,982.52***
DAX -0.0850 0.1080 0.0002071 0.01756 -0.06 6.58 1,635.47***
FTSE100 -0.0927 0.1079 0.0000774 0.01361 0.09 9.30 5,069.61**

Source: Own calculations

Note: Jarque-Bera statistics:*** indicates that the null hypothesis (of normal distribution) is rejected at the 1% signifi-
cance, ** indicates that the null hypothesis is rejected at the 5% significance and * indicates that the null hypothesis is

rejected at 10% significance
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in the PX and BUX indices than in other
indices. Standard deviations of daily returns are
smallest for the LISEX index. The Jarque-Bera
test rejects the hypothesis of normally
distributed observed time series, all indices are
asymmetrically (left) distributed around the
sample mean, and kurtosis is greater than with
normally distributed time series.
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2.2 Tests of Time Series Stationarity
To test stationarity of stock index return time
series, Augmented Dickey-Fuller (ADF),
Phillips-Perron (PP) and Kwiatkowski-Phillips-
Schmidt-Shin (KPSS) tests are applied. Test
results are presented in Table 2.

Results of time series tests of stationarity

KPPS test KPSS test PP test PP test ADF test ADF test
(a constant (a constant) (a constant (a constant) (a constant (a constant)
+ trend) + trend) + trend)
LJSEX 0.249*** 0.591* -44,099*** -43.795*** -37.229*** -37.128***
(1) (12) ) ©) (L=1) (L=1)
PX 0.158* 0.170 -55.022*** -55.029*** -16.676"** - 16.676"*
(10) (10) (10) (10) (L=8) (L=8)
BUX 0.065 0.065 -54.295*** -54.304*** -54.301*** - 54.310"*
(6) (6) 6) 6) (L=0) (L=0)
ATX 0.186* 0.191 -53.586*** -53.594*** - 40.604** - 40.608"**
(12) (13) (15) (15) (L=1) (L=1)
CAC40 0.110 0.250 -57.840"** -57.787*** - 36.142*** - 36.108***
(15) (15) (14) (14) (L=2) (L=2)
DAX 0.099 0.105 -57.805*** -57.812** - 57.692*** - 57.698***
(1) ) ®) [©) (L=0) (L=0)
FTSE100 0.089 0.101 -58.284*** -58.287*** -29.112+** - 29111
©) ©) U] ™ (L=3) (L=3)

Source: Own calculations

Notes: KPSS and PP tests are performed for two models: for the model with a constant, and for the model with a con-
stant plus trend. The Bartlet Kernel estimation method is used with Newey-West automatic bandwidth selection. Opti-
mal bandwidth is indicated in parenthesis under statistics. For the ADF test, two models are applied: autoregression
(AR), and trend stationary model; number of lags to be included (L) for the ADF test was selected by SIC criteria (30
was a maximum lag). Exceeded critical values for rejection of the null hypothesis are marked by *** (1% significance

level), ** (5% significance level) and * (10% significance level).

The null hypothesis of the KPSS test,
indicating that the time series is stationary, for
a model with a constant plus trend, can be
rejected at the 5% significance level for the
return series of LUSEX and ATX. Since trend is
not significantly different from zero, we give
advantage to KPSS model results with no
trend. For that model we cannot reject the null
hypothesis of stationary process for any stock
index return series, expect for LISEX, at the
1% significance level. The null hypothesis of
PP and ADF tests is rejected for all stock
indices. On the basis of the stationarity tests,
we conclude that all index return time series are
stationary.

2.3 Empirical Results of the Energy
Decomposition and Return
Comovement between Stock
Markets

2.3.1 Energy Decomposition Results

MODWT transformations of the indices return
series are performed by using a Daubechies
least asymmetric filter with a wavelet filter length
of 8 (LA8). This is a common wavelet filter used
in other empirical studies on financial market
interdependencies ([15], Ranta 2010). The
maximum number of levels in the decomposition
is 6 (J, = 6) to achieve an optimal level balance
between sample size and the length of the filter.
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Scale 1 measures the dynamics of returns over
2 to 4 days, scale 2 over 4 to 8 days, scale 3
over 8 to 16 days, scale 4 over 16 to 32 days,
scale 5 over 32 to 64 days and scale 6 over 64
to 128 days. To obtain unbiased estimates, only
non-boundary wavelet coefficients must be
considered. There are 2,619 MODWT wavelet
coefficients not affected by boundary condition.

Table 3 shows that 38 percent of LISEX
return variability is captured by scale 1 (2 to 4
day dynamics). Scale 2 captures 29.6 percent
of all LUSEX return variability. It is evident that
most energy, for all indices, is captured by

(in % of the index return energy)

scales 1 and 2. This finding is in accordance
with other studies. [12] finds that the first and
second scale of all indices investigated explain
at least 60 percent of return variability; in the
U.S. equity market the scales explain 75
percent. [29] finds that these two scales
capture around 70 percent of energy for Korean
stock market indices and around 80 percent for
U.S. stock market indices. It follows that, from
the point of view of stock markets return
comovement analysis, the most interesting are
the first two scales.

A scale-based energy decomposition of stock indices returns

W, W, W, w, W, W, A Total
LISEX | 380 29.6 182 6.1 32 2.0 29 100
PX 50.8 26.2 122 5.2 26 15 15 100
BUX 475 26.7 135 59 28 2.1 15 100
ATX 49.5 28.2 123 5.2 23 10 15 100
CAC40 | 514 28.0 119 47 20 09 1.1 100
DAX 524 26.1 114 53 23 11 14 100
FTSE100| 522 28.6 1.1 46 20 08 07 100

Source: Own calculations

Note: Wj(j =1,..,.6) are MODWT wavelet coefficients at scale j, and V, are MODWT scaling coefficients.

2.3.2 Stock Market Comovement Analysis
Results

To estimate regression model (1), we

reconstruct the returns series using the first and

second high-frequency wavelet details, D, and

D,, and then apply OLS to obtain parameter

estimates of regression (1).

As wavelet energy decomposition indicates
that most of the energy is captured by the first
two scales, we estimate model (1) by using
reconstructed indices returns for these two
scales in the following manner:
= we estimate model (1) on the returns series

reconstructed from D, (r(1,));
= we estimate model (1) on the summed

returns series of reconstructed returns at

scales 1 and 2 (r, (7)) + 1, (T,));
= for comparison purposes, we also estimate

model (1) on raw (non-MODWT transformed)

indices return series.

The strength of comovement is measured
by R2 and the significance of the regression
parameter b ([29], [48]).

Estimation results for the Slovenian stock
market (LJSEX) are presented in Table 4.
Parameter estimates of the regression models
are highly significant, as indicated by t-statistics,
which shows that there exists comovement
between LJSEX returns and returns of other
investigated indices at the daily returns level, at
the scale 1 level, and for the case of the
summated first two scales. The adjusted R2
reveals that the volatility of LISEX raw returns
is best explained by the volatility of PX and ATX
returns. It follows that Slovenian stock market
comoves more with stock markets of Austria
and the Czech Republic and less with other
observed stock markets.
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Results of the estimation of the regression model (1), LUSEX is dependent

Tab. 4: .
variable (part 1)
PX—LJSEX
A constant Parameter b R2adj
Raw retums 0.0003* 0.2002*** 0.1040
(1.74) (17.46)
(1) -0.0000 0.1596*** 0.0917
Do (-0.0000) (16.29)
0.0000*** 0.1396*** 0.2203
7p (%) +1p () (3.31) (27.22)
BUX—LJSEX
A constant Parameter b R2adj
Raw retums 0.0004* 0.1301*** 0.0568
(1.79) (12.60)
ro(7,) 0.0000 0.0909*** 0.0363
Do (0.00) (9.98)
0.0000*** 0.0903*** 0.0631
7p (%) +1p (%) (3.37) (13.32)
ATX—LJSEX
A constant Parameter b R2adj
Raw retums 0.0004 0.2195*** 0.1027
(1.82) (17.34)
ro(7,) 0.0000 0.132*** 0.0500
o (0.0000) (11.79)
0.0000*** 0.2268*** 0.2845
7p () +1p (%) 2.81) (32.28)
CAC40—LJSEX
A constant Parameter b R2adj
Raw retums 0.0004* 01417 0.0484
(1.95) (11.58)
(7)) 0.0000 0.0734*** 0.0185
. (0.0000) (7.10)
0.0000*** 0.1423*** 0.0680
Tp (7)) + 1p () (3.06) (13.86)
DAX—LJSEX
A constant Parameter b R2adj
Raw returns 0.0004* 0.1257*** 0.0448
(1.92) (11.12)
ro(7,) 0.0000 0.0701** 0.0204
D (0.00) (7.45)
0.0000*** 0.0911** 0.0301
Tp (T) + 1p (%) (3.48) (9.06)
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Results of the estimation of the regression model (1), LUSEX is dependent

variable (part 2)

FTSE100—LJSEX
A constant Parameter b R2adj
Raw returns 0.0004* 0.1655™** 0.0474
(2.02) (11.45)
(7)) -0.0000 0.0929** 0.0215
' (-0.00) (7.65)
0.0000** 0.1651*** 0.0528
p (%) +7p (%) (3.25) (12.12)

Source: Own calculations

Notes: PX—LJSEX indicates that LUSEX is a response variable and PX is the explanatory variable. Other arrows are
explained by analogy. In the parenthesis, under estimated regression parameters, values of t-statistics are given, with
critical values: 1.645 at the 10% significance level (rejection of the null hypothesis at this level is indicated by *), 1.961
at the 5% significance level (indicated by **), and 2.578 at the significance 1% (indicated by ***).

On scale 1, the LJSEX return’s como-
vement with other stock markets is reduced. As
with the raw return data, LJSEX return volatility
is best explained by PX return volatility.
Volatility in CAC40 and FTSE100 returns
explains only about 2 percent of LISEX return
volatility. Taking summated returns of scales 1
and 2, which correspond to a time span of 2 to
8 days, more LJSEX return volatility can be
explained by volatility in foreign stock indices,
especially PX and ATX indices. Two to eight
day PX return dynamics can explain about 22
percent of LJSEX return dynamics over this
time horizon, whereas ATX returns explain
approximately 28 percent.

The finding that raw returns and summed
scales 1 and 2 returns are more connected
than scale 1 returns was also obtained by [29]
and [48]. [29], who studies return spillovers
between U.S. and Korean stock markets using
lagged returns of the explanatory variable finds
significant return spillovers from the U.S. to the
Korean stock market. Significance of
parameter estimates and R2 for raw return and
summed scales 1 and 2 return series were
slightly higher than for scale 1 series. [48] find

strong co-movements only between pairs of
Irish, UK and Portuguese stock market returns.
The UK and lIrish stock markets were most
connected, as R2 for the raw return series
reached 0.32, for scale 1 returns 0.22, and for
summed scale 1 and scale 2 returns 0.25.

Parameter estimates of the regression
models for the Czech stock market are also
highly significant (Table 5). Higher adjusted R2
reveals that the Czech stock market returns
comove more synchronously with the
Hungarian and developed stock market
returns, as is the case for Slovenia. PX return
volatility is best explained by ATX and BUX
return volatility. Interestingly, both Czech and
Slovenian stock markets seem to comove with
the Austrian stock market to a greater extent
than with other developed stock markets. This
finding could be explained by historical ties,
strong economic ties, investments of Austrian
enterprises in these two countries, and equity
connection between the observed stock
markets. Namely, the stock exchanges in
Ljubljana, Prague, Vienna and Budapest are
owned by a common holding company.
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Tab. 5: Results of the estimation of the regression model (1), PX is dependent variable
An. o: (part 1)
LJSEX—PX
A constant Parameter b R2adj
Raw refums 0.0000 0.5214** 0.1040
(0.13) (17.46)
r(z) 0.0000 0.5768*** 0.0917
2 (0.00) (16.29)
0.0000* 1.5806*** 0.2203
rp(T) + 1p (Ty) (2.09) (27.22)
BUX—PX
A constant Parameter b R2adj
Raw refums 0.0001 0.4991** 0.3225
(0.49) (35.31)
e 0.0000 0.4945*** 0.2997
' (0.00) (33.49)
0.0000 0.6191*** 0.2630
Tp (%) + 1p (%) (1.04) (30.58)
ATX—PX
A constant Parameter b R2adj
Raw retums 0.0001 0.6675* 0.3658
(0.53) (38.87)
e 0.0000 0.6522*** 0.3402
o (0.00) (36.76)
0.0000 1.0046*** 0.4933
p (%) +7p (%) (1.20) (50.49)
CAC40—PX
A constant Parameter b R2adj
Raw refums 0.0003 0.5456*** 0.2774
(0.91) (31.72)
e 0.0000 0.5219*** 0.2643
ol (0.00) (30.68)
0.0000 0.766*** 0.1747
b (%) +7p (%) (1.21) (23.56)
DAX—PX
A constant Parameter b R2adj
Raw retums 0.0002 0.4564** 0.2282
(0.81) (27.84)
e 0.0000 0.4159*** 0.2014
D (0.00) (25.71)
0.0000 0.5704*** 0.1051
p (7)) +7p (%) (1.57) (17.56)
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Results of the estimation of the regression model (1), PX is dependent variable
Tab. 5:
(part 2)
FTSE100—PX
A constant Parameter b R2adj
Raw retums 0.0003 0.6541™** 0.2859
(1.12) (32.39)
(7)) -0.0000 0.6222*** 0.271
i (-0.00) (31.22)
0.0000 11472 0.2263
rp (7)) +1p (7)) (0.74) (27.69)

Source: Own calculations.

Notes: LUISEX—PX indicates that PX is a response variable and LUSEX is the explanatory variable. Other arrows are
explained by analogy. Critical values of the two-sided t-statistics for rejection of the null hypothesis (i.e. regression
parameter is equal 0) at 2,617 degrees of freedom are: 1.645 at the 10% significance level (indicated by *), 1.961 at
the 5% significance level (indicated by **), and 2.578 at the significance 1% (indicated by ***).

As in the case of LJSEX, reconstructed
scale 1 returns of PX exhibit smaller
interdependence with foreign stock markets
than do raw return series. PX 2 to 8 day return
dynamics (i.e. scale 1 plus scale 2) also exhibit
less comovement with foreign stock market
returns, with exception of the Slovenian and
Austrian stock market, than raw return series.

variable (part 1)

All parameter estimates of regression model
(1) for BUX are significant (Table 6). At the
aggregated (raw) return series, BUX volatility is
best explained by PX volatility, followed by
FTSE100 and DAX return volatility. Similar to
PX, diversification benefits at the 2 to 8 day
investment horizon seem to be greater than at
the scale 1 horizon or at the daily horizon.

Results of the estimation of the regression model (1), BUX is the dependent

LJSEX—BUX

A constant Parameter b R2adj

Raw refums 0.0001 0.4391** 0.0568
(0.14) (12.60)

(7)) 0.0000 0.4032** 0.0363
D71 (0.00) (9.98)

) ) 0.0000** 0.7026*** 0.0631
N DY E (5.25) (13.32)

PX—BUX

A constant Parameter b R2adj

Raw retums 0.0000 0.6466*** 0.3225
(0.20) (35.31)

() 0.0000 0.6066*** 0.2997
D1 (0.00) (33.49)

) ) 0.0000** 0.4253*** 0.263
. DY E (4.88) (30.58)

EM 2014, XVII, 1



variable (part 2)

EM 01 14 zlom 3.3.2014 13:23 Stréanka 115$

Finance

Results of the estimation of the regression model (1), BUX is the dependent

ATX—BUX
A constant Parameter b R2adj
Raw returns 0.0001 0.6294** 0.2509
(0.38) (29.63)
(7)) 0.0000 0.5565"**
o (0.00) (25.75) 0.2018
0.0000*** 0.4811* 0.1644
Tp (%) + 1p (%) (4.83) (22.72)
CAC40—BUX
A constant Parameter b R2adj
Raw returns 0.0002 0.5802*** 0.2421
(0.72) (28.93)
(7)) 0.0000 0.5173"* 0.2116
' (0.00) (26.53)
0.0000*** 0.5863** 0.1489
" (T) + 1p (T) (3.78) (21.43)
DAX—BUX
A constant Parameter b R2adj
Raw returns 0.0002 0.5507** 0.2565
(0.65) (30.07)
(7)) -0.0000 0.4956*** 0.2333
i (-0.00) (28.24)
0.0000*** 0.5034** 0.1192
p (%) +7p (%) (3.70) (18.85)
FTSE100—BUX
A constant Parameter b R2adj
Raw returns 0.0003 0.704*** 0.2556
(0.91) (30.00)
(7)) -0.0000 0.623*** 0.2214
DA (-0.00) (27.31)
0.0000*** 0.8861** 0.1965
b (%) +7p (%) (3.40) (25.32)

Source: Own calculations

Notes: LISEX—BUX indicates that BUX is a response variable and LIJSEX is the explanatory variable. Other arrows

are explained by analogy.

As in the Czech case, the Hungarian stock
market return volatility is more synchronized
with developed European stock market
volatility than the Slovenian stock market.
Similar conclusions were also reported by
studies of [21] and [22]. This finding can be
attributed to the fact that the Czech and
Hungarian stock markets have attracted many
foreign investors [3], while the Slovenian stock

market has struggled to do so. Further, the
liquidity of shares listed on the Ljubljana stock
exchange is significantly smaller than on the
Prague and Budapest stock exchanges.
According to [4], Ljubljana stock exchange
equity turnover in 2010 was €0.7 billion, that of
the Prague stock exchange €30.5 billion and
that of the Budapest stock exchange €39.9
billion. As argued by [9], stock market liquidity
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can significantly explain stock market
comovement. However, the authors investigate
the comovement of daily return series and did
not investigate return comovement at particular
time scales. As noted by [53], the financial
market consists of a variety of agents with
different time horizons, and therefore it is
postulated that market linkage could differ
across time scales. Our findings confirm this —
the strength of comovement between stock
markets is scale dependent.

Comovement analysis should consider the
distinction between short- and long-term
investors [2]. The findings of the survey then
have important implications for foreign financial
investors who already hold international
portfolios that exactly replicate those of non-
Czech or non-Hungarian stock markets;
international investing in the Czech or
Hungarian stock markets with investment
horizons corresponding to scale 2 (4 to 8 days)
brings greater international diversification
benefits than shorter (2 to 4 day horizon)
international trading diversification strategies.
When moving from raw (daily) to scale 1 (2to 4
day) and scale 1 plus scale 2 (2 to 8 day) return
dynamics, the comovement between stock
markets reduces, but the advantages of
international  diversification grow. The
Slovenian stock market differs from the Czech
and Hungarian markets also in this respect, as
when the scale is increased the benefits of
diversification are reduced.

Conclusion

The studies of the interdependence of CEE
stock markets with more developed European
stock markets has so far predominantly applied
correlation analysis, Granger causality tests,
cointegration analysis and GARCH modelling.
In this study we applied a novel approach of
maximal overlap discrete wavelet transform to
analyse multiscale stock market return volatility
dynamics and return comovement between
CEE (Slovenia, the Czech Republic and
Hungary) and developed European stock
markets (Austria, France, Germany and the
UK). Two MODWT features are used for this
purpose: MODWT energy decomposition, and
additivity decomposition. The results of
MODWT energy decomposition show that the
first two scales of indices return series capture

from 68 percent to 81 percent of the return
series variability. We then applied methodology
of [29] to study stock market comovement and
found that the Czech and Hungarian stock
markets comove more closely between
themselves and the developed European
markets than does the Slovenian stock market.
The degree of comovement between the
Austrian stock market and the Czech and
Slovenian stock markets is higher than for other
observed developed stock markets, probably
due to historical reasons and strong economic
ties. The unique finding of the study is that
when moving from raw (daily) to scale 1 (2 to 4
day) and scale 1 plus scale 2 (2 to 8 day) return
dynamics, the comovement between stock
markets reduces, but the advantages of
international diversification increase.
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WAVELET ANALYSIS OF STOCK RETURN ENERGY DECOMPOSITION AND
RETURN COMOVEMENT - A CASE OF SOME CENTRAL EUROPEAN AND
DEVELOPED EUROPEAN STOCK MARKETS

Silvo Dajéman, Alenka Kavkler

In this article we investigate comovement of the three Central and Eastern European (CEE) stock
markets (Slovenia, the Czech Republic and Hungary) with certain developed European stock
markets (Austria, France, Germany and the United Kingdom) through the novel approach of
maximal overlap discrete wavelet transform (MODWT). We use two features of MODWT to explore
energy decomposition of stock market returns at different time scales and to apply methodology of
[29] to study comovement between investigated stock markets. We show that most of the energy
(variability) of stock market return series is captured by scale 1 (which correspond to 2—4 days
return dynamics) and scale 2 (which correspond to 4-8 days return dynamics) MODWT
coefficients. MODWT details are used to show that comovement between stock markets is scale-
dependent and declines from raw (daily) return series to first- and second-scale reconstructed
return series. The findings of the survey then have important implications for foreign financial
investors who already hold international portfolios that exactly replicate those of non-Czech or non-
Hungarian stock markets: international investing in the Czech or Hungarian stock markets with
investment horizons corresponding to scale 2 (4 to 8 days) brings greater international
diversification benefits than shorter (2 to 4 day horizon) international trading diversification
strategies. The Slovenian stock market differs from the Czech and Hungarian markets also in this
respect, as when the scale is increased the benefits of diversification are reduced. We also find
that the volatility of Slovenian stock index returns is less synchronized with other observed stock
return series. Interestingly, the Czech and Slovenian stock markets seem to comove with the
Austrian stock market to a greater extent than with other developed stock markets.

Key Words: Central and Eastern Europe, stock market returns, comovement, wavelets.

JEL Classification: F21, F36, G11, G15.
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VYUZIVANIE PLATOBNYCH KARIET

A EFEKTIVNOST BANK

Kristina Kocéisova

Uvod

Sledovanie vykonnosti a efektivnosti bank aj
celého bankového sektora je predmetom neu-
staleho zadujmu nie len zo strany dohliadajucich
orgénov, ale aj zo strany klientov bank. Vaésina
Studii zaoberajlica sa problematikou efektivnosti
a vykonnosti sleduje hlavne dopady finanénej
liberalizacie na vykonnost' a efektivnost’ bank
(napr. [7]). Jednym z aspektov finan¢nej libera-
lizacie je aj otvaranie sa bankovych sektorov
a zvySovanie dostupnosti finanénych prostried-
kov, napriklad prijimanim a zavadzanim novych
technoldgii. V poslednych rokoch zaznamenal
bankovy sektor v technologickej oblasti velky
rozvoj, ¢o sa prejavilo napriklad vyznamnym
narastom miery vyuzivania platobnych kariet
klientmi bank.

Platobné karty predstavuju moderny néstroj
bezhotovostného platobného styku, ktory je
vyuzivany najma na uhradu spotrebnych
vydavkov a na vyber hotovosti. Vac¢sina opera-
cii s platobnymi kartami sa realizuje najmé cez
neustale rasticu siet bankomatov a terminalov.
V literature sa m6zeme stretnat’ s dvoma rozdi-
elnymi nazormi na rastici pocet bankomatov
a termindlov. Prager [16] vo svojej praci pre-
zentuje nazor, Ze rastuci po€et bankomatov ma
pozitivny vplyv na €innost banky a vysledky jej
hospodarenia. Rast siete prinaSa pre banky
pozitivum, a to vo forme tzv. ,sietového efektu“
a ,efektu uspor z rozsahu*. ,Sietovy efekt” hovori,
Ze pocet klientov vyuzivajucich sluzby banko-
matov a terminalov rastie s velkostou siete
vlastnenou bankou. Kazdy novy bankomat
a terminal ktory banka ponuka zvysSuje jej akti-
vitu a laka novych klientov. ,Efekt uspor z roz-
sahu“ znamena, Ze naklady banky na transakciu
realizovanu cez siet bankomatov a terminalov
klesaju s rasticim poc¢tom transakcii. To potvr-
dzuju vo svojej Studii aj Salonder a Shepard
[18], ktori tvrdia, Ze rastlci pocet bankomatov

prindSa usporu v podobe klesajucich nakladov.
Na strane druhej rastica siet bankomatov
a termindlov prinasa aj urcité negativa. Ich vyu-
zivanie klientmi redukuje Uroven rozdielnosti
produktov ponukanych bankami, ¢o klientom
umoznuje vymienat banky bez vzniku vysokych
nakladov. Matutes a Padilla [14] nazyvaju
VO svojej praci tento efekt ,,substituénym efektom®.

V kone¢nom dbsledku teda to, &i banka
dosiahne benefit z rozsirujucej sa siete banko-
matov a terminalov zavisi na tom, ktory efekt
prevladne. V pripade prevladnutia pozitivnych
efektov mbze banka ponuknut vyhodnejSie pro-
dukty, ziskat' viac vkladov a potencialne zvysit
zisk. Naopak, ak prevladne negativny efekt,
moze sa to prejavit v strate vkladatelov ale aj
zisku.

Dynamicky vyvoj na trhu v poslednych
rokoch vedie k neustalemu rastu konkurencie
medzi finanénymi institiciami. Pre manazment
bank je preto velmi dblezité poznat odpoved na
otazku ako spravne vyuzit' investicie do infor-
macnych technolégii a tak ziskat konkurenénu
vyhodu a prilakat' viac zékaznikov. Napriklad
Beccalli [3] vo svojej Studii skumal ¢i investicie
do informaénych technolégii vplyvaju na vykon-
nost’ banky. Na vzorke 737 Eurdépskych bank
v obdobi od 1993-2000 bol zisteny velmi maly
vztah medzi investiciami do informaénych tech-
nolégii a vykonnostou banky meranou prost-
rednictvom Standardnych pomerovych ukazo-
vatelov (ROA, ROE), ale ja prostrednictvom
parametrickych metéd (nékladové a produkéna
efektivnost).

Rozvoj vyuzivania platobnych kariet pri-
nasa bankam nové zdroje zisku, ale zarover
vyzaduje vy$Sie vydavky spojené so zabezpe-
¢enim investicii do rychlo sa rozvijajucej oblasti
informaénych technoldgii. Platobné karty na
jednej strane prinasaju klientom moznost’ rych-
leho vzdialeného pristupu k ich peniazom, na
druhej strane neslU so sebou znacné rizika.
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Tieto rozpory medzi kladmi a zapormi spojenymi
s vyuzivanim platobnych kariet maji nemaly vplyv
na rozhodovanie banky o prijimani a implemen-
tovani novych technolégii vo vSetkych kraji-
nach. Nové technolégie moézu banke pomoct
ziskat’ si konkuren¢nu vyhodu na domacom ale
aj zahrani€nom trhu, a tak jej m6zu umoznit
vykonavat svoje €innosti efektivnejSie.

Ked siet’ bankomatov a terminalov povazu-
jeme za vstup, ktory banka vyuziva pri produko-
vani svojich vystupov, potom sa ich pritomnost
prejavi aj v urovni dosahovanej efektivnosti.
Cielom tohto prispevku je analyzovat, &i rozvoj
vyuzivania platobnych kariet mal pozitivny
vplyv na efektivnost bankovych sektorov krajin
Eurépskej unie (EU). Ulohou je definovat
vstupnu a vystupnu Struktiru bankovych sekto-
rov tak, aby bolo mozné posudit efekt vplyvu
vyuzivania platobnych kariet na efektivnost
bankového sektora merani metédou Data
Envelopment Analysis (DEA). Vypoétom miery
efektivnosti bude mozné ur¢it, ktoré bankové
sektory boli pozitivne ovplyvnené rozvojom
vyuzivania platobnych kariet. Analyzovanim ex
post efektov rozvoja vyuzivania platobnych
kariet na efektivnost bankovych sektorov
sa snazime zistit, ¢i banka mbéze realizovat
nejaké pozitivne benefity rozvojom informac-
nych technoldgii v oblasti platobnych kariet.

Tento ¢lanok sa zaobera analyzou vztahu
medzi rastdcim vyznamom vyuzivania platob-
nych kariet a efektivnostou meranou metédou
DEA. Vyuzitim DEA bola sledovana a merana
uroven dosahovanej efektivnosti v dvadsiatich
siedmych bankovych sektoroch krajin Eurdp-
skej unie v roku 2001 a 2011. Prispevok je

platieb v krajinach EU (%)

rozdeleny do troch Casti. V prvej Casti popisu-
jeme sucasny stav v oblasti vyuZivania platob-
nych kariet. Druha ¢ast' definuje metdédy mera-
nia efektivnosti so zameranim sa na DEA
modely. Tretia ¢ast’ je venovana praktickej apli-
kacii DEA modelov pri hodnoteni efektivnosti
bankovych sektorov EU a zhodnoteniu vysled-
kov analyzy.

1. Vyuzivanie platobnych kariet

v krajinach EU
Platobné karty si samostatnym néstrojom, pro-
striedkom vzdialeného pristupu k Gétu klienta,
pouzivanym dnes v rdmci moderného elektro-
nického bankovnictva. Zaroven su platobnym
nastrojom, ktory vznikol pomerne dihd dobu
pred vznikom prvych foriem elektronického
bankovnictva. V su€asnej dobe predstavuju
platobné karty v celosvetovom meradle jeden
z najCastejSie pouzivanych platobnych prostri-
edkov. [17]

Platobné karty zaznamenali v poslednych
rokoch velmi dynamicky rozvoj, podstatne sa
zvysil pocet drzitefov kariet, ale aj poCet miest,
kde mozno kartami platit, resp. vyberat’ hoto-
vost. Pouzivanie platobnych kariet v mnohych
krajindch vytladilo predtym &asto vyuzivany
Sek. K dynamickému rozvoju vyuzivania platob-
nych kariet dochadza v poslednych rokoch vo
v8etkych &lenskych &tatoch EU (Obr. 1).
K najdynamickejSiemu rozvoju dochadza napri-
klad v Bulharsku, kde podielu operacii s platob-
nymi kartami na celkovom objeme bezhotovost-
nych operacii vzrastol z 3,883 % na 27,578 %;
Ceskej republike (narast z 2,891 % na 27,48 %)
a Rumunsku (narast z 2,56 % na 40,465 %).

Podiel operacii s platobnymi kartami na celkovom objeme bezhotovostnych
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Platobna karta je plastikova karta zodpove-
dajuca medzinarodnym normam (ISO 3554),
ktora opravriuje drzitefa karty na vykonavanie
pefiaznych transakcii, v stulade s dohodnutymi
podmienkami medzi drzitefom karty a jej emi-
tentom. Platobnd karta musi obsahovat
povinné ndlezitosti ako napr. oznacenie vyda-
vatela karty, meno drzitela platobnej karty, ¢islo
karty, platnost karty a formu zdznamu dat (data
vo forme tla¢enych alfanumerickych znakov aj
vo forme elektronického zdznamu). [8]

Platobné karty ponukaju drzitefom rézne
moznosti vyuzitia. Medzi zakladné formy vyuzi-
tia platobnych kariet patria:
= Vyber hotovosti z bankomatu (ATM, Auto-

matic Teller Machine) — platobné karty mézu

byt drzitelom karty vyuzivané na vyber
hotovosti z bankomatu prostrednictvom
zadania tzv. PIN kédu (Personal Identifica-
tion Number). V su¢asnosti sa kazda trans-
akcia realizovana prostrednictvo banko-
matu autorizuje on-line u emitenta platobnej
karty alebo v autorizaénom centre. V zavis-
losti od moznosti vyuzitia bankomatu rozli-
Sujeme jednolcelové bankomaty a viac-
Ucelové bankomaty. JednoUcelové bankomaty
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umoznuju iba vyber hotovosti. Prostrednic-
tvom viacucelovych bankomatov méze drzi-
tel platobnej karty okrem vyberu hotovosti
realizovat’ aj iné ukony ako napr. tla¢ vypisu
z Uctu, dobytie mobilného telefénu, vioze-
nie hotovosti na Ucet a pod. [8]

Vyber hotovosti sa vo vyspelych krajinach
stal velmi oblubenym a &asto vyuzivanym
spdsobom vyuZitia platobnej karty. K dyna-
mickému narastu vyznamu bankomatovych
transakcii i rastu po€tu bankomatov
dochadza skoro vo vetkych krajinach EU
(Obr. 2). K najvaésiemu rozvoju platobného
styku realizovaného cez bankomaty
dochadza v rozvijajucich sa krajinach, Bul-
harsku a Rumunsku, kde pocet bankoma-
tov pripadajuci na 1 mil. obyvatefov narastol
priblizne o 800 %. Najmensi narast,
dokonca pokles po¢tu ATM mdzeme sledo-
vat' vo vysoko rozvinutych krajinach, Dén-
sku a Finsku (v Dansku pokles o 2,69 %;
vo Finsku pokles o0 50,18 % ATM na milién
obyvatefov). Na Slovensku pocet ATM
v sledovanom obdobi vzrastol z hodnoty
219,72 na 442,02 ATM na 1 mil. obyvatelov,
ide teda o narast priblizne o 100 %.

m Poéet ATM bankomatov pripadaijiici na 1 mil. obyvatelov v krajinach EU
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= Bezhotovostné platenie — priame bezhoto-
vostné platenie méze byt vykonavané pla-
tobnymi kartami vo vybranych obchodoch,
reStauraciach, letiskach, benzinovych pum-
pach a dalSich miestach, ktoré st vybavené
tzv. platobnym termindlom (EFTPOS termi-
nal). Platobny termindl umozriuje automa-
tick autorizdciu platby. Platba prebieha

analogicky ako pri vybere hotovosti z ban-
komatu, nemusi vSak byt vzdy spojena
so zadanim PIN kédu (Jedna sa o operacie
s tzv. bezkontaktnymi platobnymi kartami,
ktoré drzitefovi umozfuju realizovat platbu
za nékup v hodnote do 20,- EUR jednodu-
chym prilozenim k termindlu bez zadania

PIN kédu).
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m Pocéet EFTPOS terminalov pripadajici na 1 mil. obyvatelov v krajinach EU
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Vyznam vyuzivania platobnych kariet pri
bezhotovostnom plateni v poslednych
rokoch neustdle narasta. Dokazuje to aj rast
poctu termindlov, ktory mézeme sledovat
vo véetkych krajinach EU (Obr. 3). K naj-
vac¢Siemu rozvoju dochadza, rovnako ako
pri bankomatoch, v Bulharsku a Rumunsku,
kde pocet terminalov pripadajici na 1 mil.
obyvatelov narastol o viac ako o 3 000 %
(v Bulharsku narast z hodnoty 248,71 na
8 637,27; v Rumunsku narast z 122,62 na
hodnotu 5 852,27). Najmensi narast, dokonca
mierny pokles poctu terminalov mézeme
sledovat’ vo vysoko rozvinutych krajinach,
Dansku a Belgicku (v Dansku pokles termi-
nalov pripadajici na 1 mil. obyvatelov
z 22 447,83 na hodnotu 22 213,85 (pokles
o 1,04 %); v Belgicku pokles z hodnoty
14 047,37 na 12 837,31 (pokles o 8,61 %).
Na Slovensku vzrastol poc¢et terminalov pri-
padajuci na 1 mil. obyvatefov priblizne
0198 % (narast poctu z2 451,14 na 7 306,47).
Vyber hotovosti na pobocke banky — pomocou
platobnej karty je mozné vyberat’ hotovost’ aj
na pobocky banky, zmenami & v medzina-
rodnych hoteloch. Drzitel karty musi okrem
platobnej karty predloZit' aj doklad totoznosti.
Platba musi byt vzdy autorizovana. Tento
spdsob vyuZitia platobnej karty je vSak obvy-
kle zatazeny relativne vysokymi poplatkami,
preto sa vyuziva iba v pripadoch, ked pouzitie
bankomatu nie je mozné (napr. Ciastka presa-
huje limit stanoveny pre vyber z bankomatu).
Vyber hotovosti v obchode (cash back) —
spociva v tom, Ze klient pri plateni kartou
v obchode moze poziadat’ o vyplatenie urcitej

giastky hotovosti. Uget klienta je potom
zatazeny nielen hodnotou platby, ale aj hod-
notou vyberanej hotovosti. Tato transakcia
obvykle vyzaduje zadanie PIN kodu [8].

S rychlym tempom rastu poétu spomina-
nych zariadeni dochadza zaroven aj k rastu
hodnoty platieb realizovanych prostrednic-
tvom nich. Dokazuje to aj dynamicky vyvoj
priemernej hodnoty platby pripadajici na
jedného obyvatela v analyzovanych kraji-
nach (Obr.4). Najvacési, mozno povedat az
extrémne vysoky rast hodnoty platieb reali-
zovanych cez ATM a EFTPOS termindly
pripadajuci na jedného obyvatela mozno
sledovat’ v Bulharsku, Litve, Rumunsku a na
Slovensku. Spomedzi uvedenych krajin
Bulharsko a Rumunsko patrili aj medzi kra-
jiny s najvac¢sim rozvojom poctu spomina-
nych zariadeni. V obidvoch pripadoch islo
0 narast poctu zariadeni o viac ako 3 000 %,
rovnako bol zaznamenany aj extrémny rast
hodnoty platby pripadajuci na obyvatela,
ktory v8ak nebol az taky vyrazny. Napriklad
v Bulharsku dochadza k rastu hodnoty
platby pripadajicej na obyvatefa z 8,93 EUR
v roku 2001 na hodnotu 163,75 EUR v roku
2011, €o predstavuje narast o 1 732,76 %.
V Rumunsku vzrastla priemerna hodnota
platby pripadajica na obyvatela z 43,15 EUR
v roku 2001 na 1 229,92 EUR v roku 2011,
v percentualnom vyjadreni ide o nérast
0 2 750,62 %. V pripade oboch krajin
dochadza sice medzi sledovanymi obdobi-
ami k rastu hodnoty platieb, avSak dyna-
mika tohto rastu bola pomalsSia ako tomu
bolo v pripade po¢tu uvedenych zariadeni.
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Hodnota platieb realizovanych cez ATM a EFTPOS terminaly pripadajuca na
jedného obyvatela v krajinach EU (EUR)
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Zdroj: vlastné spracovanie na zaklade Statistical Data Warehouse

Pri sledovani zmeny hodnoty platieb bol
najdynamickejsi vyvoj zaznamenany aj v Litve
(narast hodnoty platby na obyvatela medzi sle-
dovanymi obdobiami o 5 429,81 %) a na Slo-
vensku (narast 0 4 459,36 %). V tychto krajinach
v8ak nedochadza az k takému dynamickému
rozvoju v oblasti po¢tu bankomatov a termina-
lov. V pripade oboch krajin dochadza k rastu
poctu tychto zariadeni medzi sledovanymi
obdobiami iba na Urovni okolo 200-300 %.

Preto do popredia vystupuje otazka, ¢&i kra-
jiny s extrémnym rastom poctu zariadeni, aj
obrovskym rozvojom v oblasti vyuzivania pla-
tobnych kariet vo vSeobecnosti, budu patrit
medzi ekonomiky s efektivnymi bankovymi sek-
tormi v skupine analyzovanych krajin. Alebo ¢i
extrémny rast poctu zariadeni nepodporeny
rastom hodnoty platieb realizovanych prostred-
nictvom nich, nebude viest k strate efektivnosti.

2. Meranie efektivnosti
Farrellov p6évodny ¢lanok o merani efektivnosti
[9] viedol k rozvoju mnohych pristupov k mera-
niu vstupnej a vystupnej efektivnosti a k ana-
lyze produktivity. Najvacési, az priekopnicky
vyznam medzi nimi ma stochasticky pristup
Stochastic Frontier Approach (SFA), vytvoreny
Aignerom, Lovellom a Schmidtom [1]; a analyza
obalu dat — Data Envelopment Analysis (DEA),
ktora vytvorili Charnes, Cooper a Rhodes [6].
Metdda DEA je ulohou linedrneho progra-
movania, ktord predpokladd, Ze neexistuju
nahodné chyby. Je jednou z neparametrickych
metdd merania relativnej efektivnosti produké-
nych jednotiek (DMU — Decision Making Unit)
pouzivanej na meranie technickej efektivnosti.

V poslednych rokoch sa tato metéda stava
stale viac popularnou pri merani efektivnosti
v narodnych bankovych sektoroch (napr. [15]),
ale aj pri komparacii bankovych subjektov na
globalnom bankovom trhu (napr. [5]). Na Slo-
vensku, v Rakusku a Cesku sa problematikou
DEA zaoberaju hlavne Luptaéik a Bohm [13],
Sudzina [21], Jablonsky a Dlouhy [10], Jablon-
sky a Grmanova [11], Stavarek [12], [19], [20]
a Vincova [22], [23].

Vyhodou DEA analyzy je, Ze tadto metéda
ma schopnost’ zahrnUt do analyzy mnohona-
sobné vstupy a vystupy a identifikovat pre nee-
fektivne jednotky ciefové hodnoty premennych.
DalSou vyhodou tejto metédy je fakt, ze DEA
spocCiva vo vyjadreni efektivnosti relativhe
vzhlfadom na vSetky jednotky v skimanej mno-
zine. Okrem spomenutych vyhod ma DEA ana-
lyza aj urcité obmedzenia. Jednou z nevyhod
tejto metddy je, ze nizky pocet pozorovani
sposobuje vy$Sie mnozstvo DMU nachadzaju-
cich sa na hranici efektivnosti. Druhou nevyho-
dou je, ze DEA je citlivda na mnozstvo vstupov
a vystupov vzhfadom na poc¢et skimanych jed-
notiek DMU. Preto bola formulovana podmi-
enka pouzitia modelov, aby pocet skimanych
DMU bol minimalne trikrat va&si ako mnozstvo
pouzitych vstupov a vystupov v analyze. Dal$ou
nevyhodou je fakt, Ze DEA neberie ohfad na
chyby merani a extrémne body vybocujuce
zo suboru zvySnych bodov analyzy. Ak sa takéto
extrémne body v analyze objavia, désledkom
moze byt vychylenie odhadu efektivnosti analy-
zovanej DMU, alebo posun hranice efektivnosti
vSetkych DMU, €o spdsobi vychylenie v odha-
doch efektivnosti vSetkych skimanych DMU.
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V literatdre sa mbézeme stretnlt’ s viacerymi
variantmi a $pecifikdciami DEA modelov.
V na$ej praci sa budeme venovat dvom zaklad-
nym modelom: CCR modelu, ktory bol vytvo-
reny Charnesom, Cooperom a Rhodesom
(1978) a BCC modelu vytvorenému Bankerom,
Charnesom a Cooperom (1984). Zakladny roz-
diel medzi tymito modelmi je v predpoklade
o vynosoch z rozsahu. Kym CCR model pred-
poklada, Ze produkéné jednotky operuju za
podmienok konstantnych vynosov z rozsahu,
teda pri optimélnej velkosti, BCC model pred-
poklada variabilné vynosy z rozsahu.

Vynosy z rozsahu podfa produkénej ekono-
miky odrazaju reakciu celkového produktu
(vystupu) pri proporcionalnom zvyseni vSetkych
vstupov. V literatire sa mozeme stretndt
s troma zakladnymi typmi vynosov z rozsahu:
= konS$tantné vynosy z rozsahu — proporcio-

nalna zmena vSetkych vstupov vedie k rov-

nako velkému zvySeniu celkového vystupu,
m  klesajuce vynosy z rozsahu — proporcio-
nalne zvySenie vSetkych vstupov vedie

k nizS§iemu ako proporcionalnemu zvy$eniu

celkového vystupu,
= rastlce vynosy z rozsahu — proporcionalne

zvySenie vSetkych vstupov vedie k vacsi-
emu ako proporciondlnemu zvySeniu
urovne celkového vystupu.

Charnes a kol. vo svojej pévodnej praci
(1978) navrhol vstupne orientovany model
zalozeny na predpoklade konStantnych vyno-
sov z rozsahu. Tento model (CCR model) pred-
pokladal, Zze produkéné jednotky pracuju pri ich
optimalnej velkosti, identifikoval teda neefek-
tivne jednotky bez ohfadu na ich velkost. Miera
efektivnosti vypocitana prostrednictvom CCR
modelu sa niekedy oznacuje ako celkova tech-
nicka efektivnost. Tuto celkovu efektivnost
mézeme rozdelit na €istd technicku efektivnost
a efektivnost z rozsahu (SE), pri¢om dista tech-
nicka efektivnost predstavuje mieru efektivnosti
vypoc&itanu prostrednictvom BCC modelu
(CCR=BCC.SE).

UvaZujme, Ze mame subor n produkénych
jednotiek DMU,, DMU,,...., DMU,. Kazda
z tychto jednotiek produkuje s vystupov a pri-
tom spotrebuje m vstupov. Oznaéme si maticu
vstupov X={x;, i=1,2,...,m; j=1,2,...,n} a maticu
vystupov Y:{y,j, r=1,2,...,s; j=1,2,..., n}. Q-ty
riadok X_, resp. Yq tychto matic obsahuje
kvantifikované vstupy resp. vystupy jednotky
DMUq. KedZze produkéné jednotky (DMU,

j=1,2,...,n) vacsinou vytvaraju viac ako jeden
vystup (y,l-, r=1,2,...,s) a pouzivaju viac ako je-
den vstup (x,j, i=1,2,...,m), ktorych doblezitost je
v kazdej produkénej jednotke rozdielna, mbézeme
efektivnost definovat ako pomer suctu vaze-
nych vystupov k sU¢tu vazenych vstupov.
KedZe jednotlivé pouzivané vstupy a produko-
vané vystupy maju pre kazdu produkénu jedno-
tku inG mieru vyznamnosti, st im pri hodnoteni
efektivnosti priradované rozdielne vahy. Vyho-
dou DEA modelov je to, Zze vahy pouzivanych
vstupov a produkovanych vystupov sa ziskavaju
optimalizaénymi ulohami linedrneho programo-
vania a nie su priradované na zéklade subjek-
tivneho vnimania produkénej jednotky. Efektiv-
nost DMUq mbéze byt vypocitana rieSenim
ulohy zlomkového programovania nasledovne:
Maximalizovat

s
hy =2 uy,
r=1

Za podmienok
z u,y”/z vix, <1j=
r=1 i=1

u, 20 r=12,.,5s v,20 i=12,.,m
Kde h, je odhadovand miera technickej
efektivnosti DMUq, u, a v; su optimalizované
vahy jednotlivych vstupov a vystupov, Vi je
pozorovana hodnota r-tého vystupu pre DMU,
X je pozorovana hodnota i-tého vstupu pre
DMU, vy, Je pozorovana hodnota r-tého
vystupu pre DMUq, Xig je pozorovana hodnota
i-tého vstupu pre DMUq, r identifikuje s rozdiel-
nych vystupov, i oznauje m rozdielnych vstu-
pov a j definuje n rozdielnych produkénych jed-
notiek (DMU).

Meranie relativnej efektivnosti DMUq je
zalozené na pozorovani efektivnosti vSetkych
produkénych jednotiek DMy, (j=1,2,...,n).
V Ucelovej funkcii maximalizujeme podiel suctu
vazenych vystupov na sucte vazenych vstupov.
Hodnotena produkéna jednotka je suCasne
zahrnuta aj v skupine produkénych jednotiek,
ktoré definuju obmedzujuce podmienky ulohy.
Tym sa zabezpedi, Ze pri vybranych vahach
vystupov u a vstupov v bude maximalna miera
efektivnosti hodnotenej produkénej jednotky
DMUq mensia alebo rovna jednej. Druha a tretia
obmedzujica podmienka vyzaduju, aby vahy
jednotlivych vstupov a vystupov boli kladné.

Pre praktické rieSenie mdze byt udloha
zlomkového programovania prevedend trans-

(1)

m
vV.X
i™ig
i=1

1,2,.., n
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formaciou na Standardn( Ulohu linearneho pro-
gramovania. Dalej je nutné upravit podmienku
nezapornosti véh vstupov a vystupov, zavede-
nim nezaporného parametra &, ktory sa voli
spravidla vo vySke 10-6 alebo 10-8, pricom tento
parameter zabezpeci, ze model bude zahfiat
vSetky uvazované vstupné a vystupné charak-
teristiky, teda véha Ziadneho zo vstupov &i
vystupov nebude rovna nule. Transformaciou
a Upravou podmienky nezdapornosti vznikne
model, ktory sa oznacduje ako vstupne oriento-
vany primarny CCR model (Charnes, Cooper
a Rhodes, [6]). Primarny vstupne orientovany
model mdézZeme zapisat v tvare:
Maximalizovat

hq = z Yy 2)

r=1

Za podmienok

s

m
z u,y, —z v, X, < 0
i=1

r=1

m

Z vx =1
i ig

i=1

u > r=1,2,..,s
i=1,2,.., m

Kde ¢ je konstanta spravidla vo vyske 10-6
alebo 10-8.

Pre vSetky ulohy linearneho programovania
je charakteristické, Zze velké mnozstvo determi-
nujucich podmienok a obmedzeni negativne
ovplyviiuje moznost rieSenia problému. Pre
kazdy linearny problém je mozné zostavit
dualnu dlohu linearneho programovania, ktora
vyuziva rovnaké uUdaje a redukuje pocet
obmedzeni modelu. Dudlny vstupne oriento-
vany CCR model mbzeme interpretovat’ ako
mieru radialnej redukcie vstupov potrebnu na
dosiahnutie technickej efektivnosti. Na to, aby
sa hodnotena neefektivna produkénd jednotka
DMUq stala efektivnou, musi totiz radialne znizit
hodnotu pouzivanych vstupov o (1—9q)100 %.
RieSenim dualneho CCR modelu dostaneme
mieru technickej efektivnosti 6 pre kazdu hod-
notend produkénud jednotku DMU, pri€om tato
miera efektivnosti méze nadobldat hodnoty
mensie alebo rovné jednej. Podla tohto modelu
je hodnotena produkéna jednotka DMU
efektivna vtedy, ak miera technickej efektivnosti
0,=1. V tomto pripade nie je potrebna Ziadna
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radialna redukcia vstupov. Dudlny vstupne orien-
tovany CCR model mbézeme zapisat v tvare:
Minimalizovat

Za podmienok

n

Zx,./l.sex. i=1,2,., m
i g™ iq

j=1

Zy"flfzyrq r=1,2,.,s
j=1

4,20 J=1L2,.,n

J

Kde 6, je odhadovand miera technickej
efektivnosti DMU_, )L/- je vaha priradend j-tej
DMU, ktora poukazuje na zastupenie efektivnej
produkénej jednotky pri ur€ovani optimalnych
hodnét vstupov a vystupov neefektivnej pro-
dukénej jednotky.

Primarny a dudlny CCR model poskytuju
informaciu iba na radialne dosiahnutie efektiv-
nosti. Tuto radialnu mieru efektivnosti nazyvame
aj Farrellovou efektivnostou, resp. slabou efek-
tivnostou. Niekedy je vSak na dosiahnutie efek-
tivnosti potrebny aj neradialny posun. Z toho
dévodu sa do uvedeného CCR modelu prida-
vaju dopinkové premenné s+ a s-, ktoré pred-
stavuju nedostatok vystupov, resp. prebytok vstu-
pov. Hodnotena produkéna jednotka DMUq je
potom efektivna vtedy, ak hodnota premennej
6 =1 a hodnoty vSetkych doplnkovych premen-
nych s+ a s- sl rovné nule. V tomto pripade uz
hovorime o Paretovej-Koopmansovej efektivnosti,
resp. o celkovej technickej efektivnosti. Na mera-
nie celkovej technickej efektivnosti je potrebné
riesit dvojfazovu Ulohu linearneho programova-
nia. V prvej faze sa Uloha zameriava na vypocet
efektivnosti, druha faza zistuje jednotlivé nad-
merné vstupy, resp. nedostatky vystupov. Dudlny
tvar vstupne orientovaného CCR modelu s dopln-
kovymi premennymi mozeme zapisat’ v tvare:

Minimalizovat

0, -g[z s+ Y s:} )

Za podmienok

Zx..ﬂ.+s._:9X
i i q

j=1

iq
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2 VA s, = Y,
j=1

/1],20 j=12,.,n
s, 20 i=1,2,.,m
S:ZO r=12,.,s
Kde s+ je doplnkova hodnota r-tého

vystupu (nedostatok r-tého vystupu), s/ je
doplnkovéa hodnota i-tého vstupu (prebytok
i-tého vstupu).

Optimalne rieSenie druhej fazy sa nazyva
rieSenim s maximalnymi doplnkovymi premen-
nymi. Ak pre rieSenie s maximalnymi dopinko-
vymi premennymi plati, ze s+=0; s;7=0
(r=1,2,...,s; i=1,2,....m) potom toto rieSenie
nazyvame rieSenim s nulovymi maximalnymi
doplnkovymi premennymi (zero-max-slack).

Technicka efektivnost’ (vstupne
orientovany model, 2 vstupy
(X4, X5) a 1 vystup (Y)

Zdroj: vlastné spracovanie

V pripade, Ze optimalne rieSenie je typu
zero-max-slack a eq=1; potom je hodnotena
DMUq Uplne efektivna (napr. Obr. 5, DMU j, £).
Ak je rieSenie typu zero-max-slack a 6_<1;
potom je hodnotena DMU, technicky neefek-
tivna, pricom tato neefektivnost vieme odstranit
proporcionalnou redukciou vSetkych vstupov
o] (1—6q)100 % na odpori¢ané hodnoty vstupov
GqX a vystupov Y, ¢im dosiahneme posun na
hranicu efektivnosti LZnapr. Obr. 5, DMU ,—DMU ).
V pripade, ze optimalne rieSenie nie je typu
zero-max-slack a 6 <1; potom maximalna pro-
porcionalna redukcia hodnotenej DMU,, neod-
strani v8etky jej neefektivnosti. Pre dosiahnutie
efektivnosti je potrebny aj neradialny posun

do bodu [Xq* ; Yq*]vyjadreny pomocou doplnkovych
premennych. X =6 X —s-, Y *=Y +s+. V tomto
pripade dosahuje hodnotena DMU, aj tech-
nicku aj zmieSanu neefektivnost’ (napr. Obr. 5,
DMU;—DMU,). Ak riesenie nie je typu zero-
max-slack a eq=1; hodnotena DMUq nevykazuje
ziadnu technicku neefektivnost, avSak nenu-
lové doplnkové premenné poukazuju na existen-
ciu zmieSanej neefektivnosti. Tento typ neefektiv-
nosti sa niekedy zvykne oznacovat ako
pseudoefektivnost vzhfadom na to, ze hodnota
tcelovej funkcie 8,=1 (napr. Obr. 5, DMU—DMU,).
VysSie uvedené modely predpokladaju kon-
Stantné vynosy z rozsahu, ¢o znamena, Ze
napr. pri dvojndsobnom zvySeni vSetkych vstu-
pov sa rozsah vystupu zmeni o rovnaky naso-
bok. Predpoklad konstantnych vynosov mézeme
akceptovat’ len v tom pripade, ak vSetky pro-
dukéné jednotky vykonavaju &innost pri opti-
mélnej velkosti. Nedokonald konkurencia, finanéné
obmedzenia, regula¢né opatrenia a dalSie fak-
tory v8ak spdsobuju, Ze produkéné jednotky pri
optimalnej velkosti nefunguju. Preto bol na pre-
konanie tohto problému vyvinuty DEA model
umoznujuci kalkulovat s variabilnymi vynosmi
z rozsahu. Variabilné vynosy z rozsahu zname-
naju, ze napr. pri dvojnasobnom zvysSeni vSet-
kych vstupov sa rozsah vystupu zmeni o viac
alebo menej ako dvojnasobok. V pripade varia-
bilnych vynosov z rozsahu musime model (4)
upravit o podmienku konvexnosti, pricom tato
podmienka zarucuje, ze neefektivna produkéna
jednotka sa porovnava s produkénou jednotkou
podobnej velkosti. Tento model sa oznacuje
ako BCC model (Banker, Charnes a Cooper,
[2]). Rozdiel medzi CCR (4) a BCC modelom
(5) je v pridani obmedzujicej podmienky, ze
>A=1. Zavedenim tejto podmienky, sa odstrani
obmedzenie z CCR modelu, ze DMU musi
dosahovat efektivhost z rozsahu. Produkéna
jednotka dosahuje efektivnost’ z rozsahu v tom
pripade, Zze vykazuje konstantné vynosy plyn-
Uce z rozsahu, teda jej jednotkovy vystup
(vyjadruje mnozstvo vystupu vyrobeného jed-
nou jednotkou pouzitého vstupu) je na maxi-
malnej Urovni. Pridana podmienka dalej pred-
stavuje obmedzujucu podmienku konvexnosti
hranice efektivnosti. Dualny BCC vstupne ori-
entovany model mézeme zapisat' v tvare:
Minimalizovat

0, [;s+2s} 5)

Ehdmmwa
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Za podmienok

Zx../l.-rsf:HX
/) 1 q

j=1

iq

n

.
DA s, =Y,
j=1

n

l/ >0 j=12,.,n
S; >0 i=1,2,., m
sT20 r=1,2,.s

Hodnoty efektivnosti vypocitané na zaklade
BCC modelu sa nazyvaju aj Cistou technickou
efektivnostou, pretoze BCC model eliminuje
cast’ neefektivnosti, ktora je spésobena neade-
kvatnou velkostou produkénej jednotky. Prost-
rednictvom vypoétu BCC miery efektivnosti
teda mézeme rozdelit' celkovu technicku efek-
tivnost namerand CCR modelom na &istu tech-
nicku efektivnost’ a efektivnost z rozsahu, pri-
¢om miera efektivnosti z rozsahu nam ukazuije,
v akej miere sa produkéna jednotka sprava
efektivne vo vlastnej velkostnej skupine.

3. Analyza efektivnosti bankovych
sektorov EU
Na modelovanie bankovych procesov mozno pou-
zit mnozstvo rdéznych pristupov, pri¢om medzi
najviac vyuzivané patria produkény a sprost-
redkovatelsky pristup. Pri uplatneni produké-
ného pristupu su banky vnimané ako institlcie
vyuzivajuce rézne zdroje prace a kapitalu
pri poskytovani réznych produktov a sluzieb pre
svojich zakaznikov. Vyuzivaju sa zdroje ako
praca a prevadzkové naklady, ktoré sa pova-
Zuju za vstupy, zatial ¢o produkty a sluzby, ako
napr. bankové vklady a uvery, sa povazuju
za vystupy. Pri sprostredkovatefskom pristupe
je banka vnimana ako finanény sprostredkova-
tel, ktory zhromazduje depozita a iné vypozica-
tefné penazné prostriedky od vkladatefov
(povazuju sa za vstupy) a pozi€iava ich ako
Gvery alebo iné druhy aktiv inym subjektom
(povazuju sa za vystupy) s ciefom dosiahnut zisk.
Cielom prispevku je definovat vstupnu
a vystupnu Struktiru bankovych sektorov tak,
aby bolo mozné posudit efekt vplyvu vyuZzivania
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platobnych kariet na efektivnost bankového
sektora merani DEA modelmi. Pri definovani
vstupnej a vystupnej Struktiry sme zvolili pro-
dukény pristup. Prostrednictvom nameranej
hodnoty efektivnosti bankovych sektorov v ana-
lyzovanych rokoch chceme urcit, ktoré ban-
kové sektory boli pozitivne ovplyvnené rozvo-
jom vyuzivania platobnych kariet. Vychodiskom
analyzy bol stav vybranych premennych v 27
bankovych sektoroch krajin EU v rokoch 2001
a 2011. Uvazované premenné bankovych sek-
torov v uvedenych rokoch sa stali zakladom pri
hodnoteni efektivnosti prostrednictvom CCR vstupne
orientovaného modelu (4) a BCC vstupne ori-
entovaného modelu (5). Su¢astou analyzy bolo
aj sledovanie zmien vo vyvoji premennych
a nasledne aj zmien v dosahovanej miere efek-
tivnosti medzi tymito dvoma obdobiami.

Rozhodovanie o tom, ktoré premenné
sa v analyze pouZziju ako vstupy a vystupy a aké
mnozstvo premennych zahrndt do analyzy nie
je jednoduchou ulohou. Jednou z nevyhod DEA
analyzy je, ze DEA je citlivd na mnozstvo vstu-
pov a vystupov vzhfadom na pocet skimanych
jednotiek DMU. Preto bola formulovana podmi-
enka pouzitia modelov, aby pocet skimanych
DMU bol minimélne trikrat va¢si ako mnozstvo
pouzitych vstupov a vystupov v analyze. Vzhla-
dom na rozsah skimaného suboru (27 banko-
vych sektorov krajin EU) bol preto stanoveny
maximalny pocet vstupnych a vystupnych pre-
mennych na devéat. Po preStudovani literatdry
zaoberajlcou sa problematikou vplyvu rozvoja
informacnych technolégii na efektivnost bank
(napr. [4], [7]) boli stanovené dve vstupné a tri
vystupné premenné pouzité pri analyzovani
efektivnosti bankovych sektorov v rokoch 2001
a 2011. Dana skupina uvazovanych paramet-
rov zarover: spifia aj podmienku pouzitia DEA
modelov, obmedzujucu pocet pouzitych pre-
mennych na maximalne devat.

Pri uplatneni produkéného pristupu boli
do analyzy ako vstupné premenné (x,.j), pre
kazdy (fty) bankovy sektor (DMU,) zaradené:
= Pocet ATM a EFTPOS terminalov (XU')’

m  Celkové aktiva bankového sektora pripa-
dajuce na jednu Gverovu indtitaciu (CA/UI)

v mil. EUR (x5).

V literatlre sa mézeme bezZne stretnlt’ s po-
uzitim poc¢tu zamestnancov, poctu pobociek, poctu
uverovych institucii a hodnoty celkovych aktiv ako
ukazovatelov vyuzivaného zdroja prace a kapitélu,
preto bol do analyzy zahrnuty agregovany
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ukazovatel CA/Ul. Pri sledovani vplyvu rastu
siete ATM a EFTPOS termindlov m6ze byt
dana premenna rovnako chapand ako zdroj
kapitalu banky vytvarajuci jeden zo vstupov
analyzy.
Za vystupné premenné (y,j) boli pre kazdy
(Fty) bankovy sektor (DMUj) zvolené:
= Hodnota platieb realizovanych cez ATM
a EFTPOS termindly pripadajuca na jed-
ného obyvatefa v EUR (yU),
= Hodnota vkladov v mil. EUR (yzj),
= Hodnota uverov rovnako v mil. EUR (ij)'
Pri uplatneni produkéného pristupu banku
vnimame ako inétitlciu, ktord vyuziva zdroje na
produkovanie vystupov, ktoré su reprezento-
vané hlavne hodnotou prijatych vkladov
a poskytnutych Uverov. Z tohto dévodu pri nami
uplatfiovanom pristupe boli ako vystupné pre-
menné analyzy zvolené Hodnota vkladov
a Hodnota uverov. Tretim uvazovanym vystu-
pom je Hodnota platieb realizovana cez ATM
a EFTPOS termindly. D6vodom zaradenia tejto
premennej je posudenie efektov zavadzanie

technoldgii do vystupov bankového sektora
v podobe ich vyuzivania zo strany klientov.
Hodnota platieb je totizto priamym produktom
siete uvedenych zariadeni. Ak by v bankovom
sektore neboli uvedené technoldgie, neexisto-
vala by ani ziadna hodnota platieb.
Predmetom analyzy bolo sledovanie stavu
pouzitych parametrov a nésledne aj dosahova-
nej efektivnosti v roku 2001 a 2011. Z tohto
dévodu zobrazuje Tab. 1 deskriptivnu Statistiku
pouzitych vstupov a vystupov v uvedenych
rokoch. Na zaklade deskriptivnej Statistiky pou-
zitych premennych méZeme medzi sledova-
nymi obdobiami zaznamenat rast na strane
vstupov a vystupov. Napr. pri analyze uvede-
nych vstupov bol zaznamenany rast po¢tu ATM
a EFTPOS terminalov v priemere 0 76,54 % a rast
hodnoty celkovych aktiv pripadajici na tverovu
institaciu v priemere o0 130,57 %. Pri sledovani
vystupov hodnota vkladov vzrastla v priemere
0 75,27 %, Uvery vzrastli v priemere 0 66,69 %.
Rast bol rovnako zaznamenany aj v pripade
priemernej hodnoty platieb, a to 0 86,67 %.

Deskriptivna Statistika pouzitych premennych v roku 2001 a 2011

Vstupy Vystupy
Pocet ATM Celkové Hodnota platieb Vklady Uvery
a EFTPOS aktiva/Ul cez ATM a EFT (mil. EUR) (mil. EUR)
(mil. EUR) na obyvatela
Maximum 2001 941 177 12 898 8 595 3 556 965 4144 723
2011 1501 895 26 028 12 219 4 575 268 4 693 285
Minimum 2001 2610 86 9 2512 2 057
2011 12 179 268 164 8 859 14 823
Priemer 2001 188 859,07 2174,33 2 916,38 469 600,41 544 254,05
2011 333 416,67 501327 5 443,89 823 075,53 907 190,33
Standardné 2001 303 962,93 2 742,15 2 395,29 857 384,67 994 900,91
odchylka 2011 484 837,38 5 555,97 3 099,04 1332 761,59 1 421 339,37

Zdroj: vlastné vypocty na zéklade Statistical Data Warehouse

Miera dosahovanej efektivnosti bola hodno-
tena prostrednictvom CCR a BCC vstupne ori-
entovanych modelov. Vyhodou BCC modelu
v porovnani s CCR modelom je fakt, ze BCC
model rozdeluje celkovu technicku efektivnost
na cistd technickl efektivnost a efektivnost
z rozsahu. Sumarne vysledky dosiahnutej cel-
kovej technickej efektivnosti aj jej dvoch zloziek
zobrazuje nasledujuca tabulka (Tab. 2). Na
zéklade Udajov z Tab. 2 mbzeme vidiet, Ze

CCR model identifikoval v roku 2001 priemernu
celkovu technicku efektivnost vo vyske 54,90 %,
pricom na hranici efektivnosti sa nachadzali 4
z analyzovanych bankovych sektorov. V roku 2011
dochadza k rastu priemernej celkovej technic-
kej efektivnosti na 61,43 %, sprevadzanu aj
rastom poctu efektivnych bankovych sektorov.
Na zaklade hodn6t minimalnej a maximalnej
miery efektivnosti méZzeme vidiet’ velku variabi-
litu medzi analyzovanymi jednotkami.
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Vysledky DEA modelov
2001 2011
Celkova technicka efektivnost’ (CCR model)
Maximum 100,00 % 100,00 %
Minimum 7,93 % 7,23 %
Priemer 54,90 % 61,43 %
Standardné odchylka 0,2866 0,2809
Podet (a %) efektivnych DMU 4 (14,81 %) 5 (18,52 %)
Cista technicka efektivnost (BCC model)
Maximum 100,00 % 100,00 %
Minimum 21,31 % 26,81 %
Priemer 74,05 % 75,62 %
Standardné odchylka 0,2749 0,2655
Pocet (a %) efektivnych DMU 10 (37,04 %) 10 (37,04 %)
Efektivnost’ z rozsahu - priemer 77,84 % 79,90 %
Vynosy z rozsahu - pocet DMU
Konstantné vynosy z rozsahu 4 5
Rastlice vynosy z rozsahu (z toho BCC efektivne) 20 (4) 11 (1)
Klesajice vynosy z rozsahu (z toho BCC efektivne) 3(2) 11 (4)

Ako uz vieme, celkovu technicku efektivnost
mozeme rozdelit na dve zlozky. Touto dekom-
poziciou celkovej efektivnosti mézeme identifi-
kovat zdroje neefektivnosti, teda mézeme urcit,
Ci je neefektivnost sposobena neefektivnou Cin-
nostou bankového sektora (Cistd technicka
efektivnost), nevyhodnymi podmienkami (efek-
tivnost' z rozsahu), alebo oboma. Prvou zloz-
kou je teda Cista technicka efektivnost merana
BCC modelom. V pripade analyzovanych krajin
v roku 2001 dosiahla priemerna &ista technicka
efektivnost hodnotu 74,05 % a BCC model
identifikoval 10 efektivhych bankovych sektorov
(Tab. 2). V roku 2011 dochadza k miernemu
rastu priemernej Cistej technickej efektivnosti
na 75,62 %, pricom pocet efektivnych banko-
vych sektorov ostava nezmeneny. Priemerna
miera Cistej technickej efektivnosti identifikuje
potencialnu Usporu analyzovanych bankovych
sektorov potrebni na zvySenie efektivnosti.
Tato hodnota naznaluje, Ze analyzované ban-
kové sektory by pri produkcii svojich vystupov
potrebovali v priemere iba 75,62 % z vyuZiva-
nych vstupov. Tato redukcia na strane vstupov
by danym bankovym sektorom mala zabezpe-
it posun na hranicu efektivnosti.

Zdroj: vlastné vypodty

Druhou zlozkou celkovej efektivnosti je
efektivnost’ z rozsahu, ktora urCuje, ako efek-
tivne sa sprava hodnotena jednotka vo vlastnej
velkostnej skupine. Ako m6zeme vidiet’ analy-
zované bankové sektory pracuju prevazne
za podmienok variabilnych vynosov z rozsahu.
Kym v roku 2001 vaésina bankovych sektorov
pracovala za podmienok rasticich vynosov
z rozsahu, v roku 2011 je uz rozdelenie analy-
zovanych subjektov medzi skupinou rastucich
a klesajucich vynosov z rozsahu rovnomerné.
V skupine efektivnych bankovych sektorov boli
v roku 2001 oznacené Styri a v roku 2011 pat
bankovych sektorov, ktoré boli CCR aj BCC
efektivne. Dané bankové sektory teda pracuju
za podmienok konStantnych vynosov z roz-
sahu. O tychto bankovych sektoroch mézeme
povedat, Ze operuju v tzv. najproduktivnejSom
velkostnom rozsahu. Znamena to, ze hodno-
tené bankové sektory si rozsahom efektivne
v tom zmysle, Ze kombin&cia ich vstupov
a vystupov maximalizuje priemernd produkti-
vitu, ¢o im umoznuje byt efektivnymi v podmi-
enkach konstantnych aj variabilnych vynosov
z rozsahu. V pripade ostatnych efektivnych
bankovych sektorov (6 bankovych sektorov
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v roku 2001 a 5 v roku 2011), ktoré boli ozna-
éené ako BCC efektivne, ale nedosahovali
efektivnost za podmienok konstantnych vyno-
sov z rozsahu mézeme povedat, ze su sice
lokalne efektivne, ale nie su globalne efektivne
a to prave z dovodu velkostného rozsahu.
V roku 2001 v pripade 4 bankovych sektorov,
a v roku 2011 v pripade 1 bankového sektora,
ktoré sice boli BCC efektivne bolo zistené, ze
operuju za podmienok rastucich vynosov z roz-
sahu. Znamena to, Ze tieto bankové sektory su
neefektivne rozsahom, pretoze z disponibilnych
vstupov by mohli dosiahnut vy$si vystup. V pri-
pade 2 bankovych sektorov v roku 2001 a 4
bankovych sektorov v roku 2011, ktoré boli rov-
nako oznacené ako BCC efektivne, sme zistili,
ze operuju za podmienok klesajlcich vynosov
z rozsahu. V tomto pripade je neefektivnost
z rozsahu bankovych sektorov spésobena prili§
velkou hodnotu vystupov.

Vyhodou DEA analyzy je, ze okrem mera-
nia Urovne dosahovanej efektivnosti, prinasa aj
odpori¢ania o tom, aké mnozstvo vstupov
a vystupov je potrebné na dosiahnutie hranice
efektivnosti. V pripade vyuzitia vstupne oriento-
vanych modelov, su teda vysledkom odporuicéa-
nia o hodnotach vstupov, ktoré by neefektivnym
bankovym sektorom mali pomdct posunut sa
do skupiny efektivnych krajin. Kedze v predo-
Slej analyze bolo zistené, ze vaésina banko-
vych sektorov operuje za podmienok variabilnych
vynosov z rozsahu, zobrazuje Tab. 3 mieru
Cistej efektivnosti, pévodné hodnoty vstupov
a odporuc¢ané hodnoty vstupov v rokoch 2001
a 2011. Odporucané hodnoty pre jednotlivé
vstupy boli vypocitané prostrednictvom vektorov
optimalnych hodn6t premennych a vstupnych
hodnét efektivnych produkénych jednotiek.

Na zaklade vypoétov uvedenych v Tab. 3
vidime, Ze najvacsi nérast Cistej technickej
efektivnosti bol zaznamenany v Belgicku, kde
dochadza k posunu miery BCC efektivnosti
z 30,63 % nameranej v roku 2001 az na hra-
nicu efektivnosti v roku 2011. V roku 2001 Bel-
gicko nepatrilo medzi krajiny umiestnené na
hranici efektivnosti. Pri vyuZiti vstupne oriento-
vaného modelu mézeme povedat, ze dovodom
neefektivnosti v roku 2001 bola pomerne
vysoka uroven vstupov pri danej Urovni vystu-
pov. Pre efektivne fungovanie a posun na hra-
nicu efektivnosti v roku 2001 mala byt hodnota
vstupov v Belgicku niz8ia priblizne o 70 %
oproti pévodnej hodnote. Pri danej hodnote

platieb realizovanych cez ATM a EFTPOS ter-
minaly, objeme Uverov a objeme vkladov, bolo
pre efektivne fungovanie bankového sektora
potrebné znizit pocet ATM a EFTPOS z pévod-
nej hodnoty 155 814 na odporic¢ani hodnotu
47 694. Rovnako bolo potrebné aj znizenie
hodnoty celkovych aktiv pripadajucich na Gve-
rovu institdciu z pdvodnej hodnoty 6930 mil. EUR
na odpori¢anu hodnotu 2122 mil. EUR. V roku
2011 uz dana krajina dosiahla hranicu efektiv-
nosti. Dévodom Uspechu bol pravdepodobne
vyrazny posun hlavne v oblasti vystupov, ktory
bol sprevadzany iba miernym rastom na strane
vstupov. Napr. medzi sledovanymi obdobiami
sice dochadza k rastu poctu ATM a EFTPOS
terminélov, av8ak tento rast bol iba minimalny
vo vy8ke 0,57 %. Na strane vystupov vSak
medzi rokmi 2001 a 2011 vyrazne naréastla hod-
nota realizovanych platieb a to o viac ako
103,66 %, kde hodnota realizovanych platieb
pripadajica na obyvatela vzrastla v priemere
z 466,- EUR na 9 510,- EUR.

Rovnaky posun smerom k hranici efektiv-
nosti zaznamenal v sledovanom obdobi aj Cyp-
rus. Kym v roku 2001 bola miera efektivnosti
61,84 %, v roku 2011 uz krajina patrila v sku-
pine analyzovanych krajin pri uvazovanych
vstupoch a vystupoch medzi efektivne. K rastu
efektivnosti o viac ako 38 % pozitivhe prispel
hlavne rast vystupov medzi sledovanymi obdo-
biami v priemere o viac ako 248 %, ktory bol
sprevadzany aj rastom na strane vstupov, v pri-
emere priblizne o 75 %. Kym v roku 2001 bolo
potrebné pre dosiahnutie efektivnosti znizit' Gro-
ven vstupov priblizne o 38 %, v roku 2011 upra-
vil bankovy sektor Cypru svoju Strukturu
v oblasti platobnych kariet tak, ze spominany
narast Sirky bankomatovej a termindlovej siete
vykryty rastom hodnoty platieb realizovanych
prostrednictvom tychto zariadeni pozitivne pris-
pel k efektivnosti bankového sektora.

K rastu efektivnosti medzi rokmi 2001
a 2011 dochadza este v Dansku, Francuzsku,
Taliansku, Malte, Polsku a na Slovensku, kde bol
vo vSetkych pripadoch percentualny rast poc¢tu
bankomatov a termindlov prevySeny percentu-
alnym rastom hodnoty realizovanych platieb.

Na druhej strane k najvaéSiemu poklesu
miery efektivnosti dochadza v Rumunsku, kde
miera BCC efektivnosti poklesla z 86,18 % na
hodnotu 26,81 %. Ako mézeme vidiet, ani
v jednom roku nepatrilo Rumunsko medzi efek-
tivne krajiny. Pri pouziti vstupne orientovaného
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Miera BBC efektivnosti, povodné a odporuc¢ané hodnoty vstupov
Krajina*| BCC efektivnost | Poget ATM a POS | Pocet ATM a POS CA/UI CA/UI
(%) terminalov terminalov (povodné (odporuéané
(povodné hodnoty) (odpordcané hodnoty) hodnoty)
hodnoty)
2001 2011 2001 2011 2001 2011 2001 2011 2001 2011
AT 83,78 99,57 | 64695 | 115560 | 54220 | 115031 | 68587 | 1319,04 | 574,70 | 1 313,19
BE 30,63 100,00 | 155814 | 156 695 | 47 694 | 156 695 | 6 930,12 [ 11 096,10 2 122,24 | 11 096,10
BG 100,00 45,59 2610 70 217 2610 32 011 264,40 | 1360,19 | 264,40 620,14
cY 61,84 100,00 9972 25 017 6 166 25017 | 960,64 | 950,43 | 594,00 | 950,43
(074 57,88 31,08 19854 | 106539 | 11478 | 33109 | 657,04 | 3 110,26 | 380,04 | 966,67
DE 100,00 100,00 | 485300 | 795 162 | 485300 | 795 162 | 2 481,67 | 4 422,28 | 2 481,67 | 4 422,28
DK 49,09 7415 | 123016 | 128240 | 60413 | 95061 |2238,07 | 7 111,46 | 1 098,76 | 5 272,78
EE 100,00 83,07 5940 30 651 5940 25 461 624,57 | 1118,82 | 624,57 | 929,43
ES 21,31 27,86 | 900 045 |1 420 064| 133 637 | 395 528 | 3 409,83 |10 874,84| 726,64 | 3 029,38
FI 100,00 100,00 | 76332 | 205241 | 76 332 | 205241 | 442,86 | 1964,39 | 442,86 | 1 964,39
FR 41,82 74,37 | 941 177 (1501 895| 288 803 | 920 920 | 3 589,47 12 714,44| 1 501,15 | 9 454,76
GB 100,00 100,00 | 808 666 |1 424 936| 808 666 |1 424 936| 12 897,7 | 2 6027,6 | 12 897,7 | 2 6027,6
GR 36,84 40,35 42717 | 93229 | 15715 | 37627 | 332354 | 8221,93 | 1 224,44 | 3 318,20
HU 91,83 56,75 20346 | 88813 | 20264 | 50418 | 160,14 | 608,06 | 147,11 345,22
IR 100,00 100,00 | 49335 | 156298 | 49335 | 156 298 | 4 796,66 | 2 734,92 | 4 796,66 | 2 734,92
IT 37,64 45,89 | 811 316 |1 306 349| 156 148 | 491 396 | 2 196,90 | 5 391,29 | 826,90 | 2 473,86
LT 100,00 100,00 9 947 39 459 9 947 39 459 85,51 268,43 85,51 268,43
LU 100,00 100,00 6 754 13 204 6 754 13204 | 3716,50 | 7 811,96 | 3 716,50 | 7 811,96
Lv 100,00 98,06 7 699 25912 7 699 25408 | 186,64 | 950,40 | 186,64 | 931,95
MT 94,23 100,00 6 277 12 179 5914 12 179 716,45 | 1 974,61 | 675,01 | 1 974,61
NL 78,36 85,09 | 172915 | 287 411 | 135502 | 244 540 | 2 256,52 | 8 462,51 | 1 768,21 | 4 650,30
PL 84,70 100,00 | 119373 | 284 907 | 21824 | 284 907 | 176,09 442 58 149,10 44258
PT 44,07 50,65 | 114099 | 291 376 | 50297 | 147 568 | 1 407,68 | 3 701,15 | 620,50 | 1 874,51
RO 86,18 26,81 4038 | 135926 | 3461 | 36402 | 340,91 |2238,06| 293,71 | 599,81
SE 61,14 65,51 90 790 | 208 797 | 55507 | 136 777 | 3 035,50 | 6 516,69 | 1 855,84 | 4 160,57
S| 100,00 | 80,68 | 26800 | 36014 | 26800 | 29049 | 19328 | 209399 | 193,28 | 168914
SK 38,04 56,28 14368 | 42159 5 454 23726 | 932,43 | 1871,78 | 354,71 | 1 053,36

* AT — Rakusko, BE — Belgicko, BG — Bulharsko, CY — Cyprus, CZ — Ceské republika, DE — Nemecko, DK — Dansko,
EE - Esténsko, ES — Spanielsko, Fl — Finsko, FR — Franctzsko, GB — Velka Britania, GR — Grécko, HU — Madarsko,
IR — irsko, IT — Taliansko, LT — Litva, LU — Luxembursko, LV — LotyS$sko, MT — Malta, NL — Holandsko, PL — Poflsko,

PT — Portugalsko, RO — Rumunsko, SE —Svédsko, Sl — Slovinsko, SK — Slovenska republika.

Zdroj: vlastné vypocty
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modelu mézeme povedat, Ze dévodom neefek-
tivnosti bola vysoka uroven vstupov pri danej
urovni vystupov, ktora sa v roku 2011 eSte viac
prehibila. Kym v roku 2001 bolo pre posun na
hranicu efektivnosti potrebné znizit hodnoty
vstupov priblizne o 14 %, v roku 2011 by na
dosiahnutie efektivnosti bolo potrebné znizit
vstupy uz o viac ako 73 %. V danej skupine
analyzovanych bankovych sektorov a pri defi-
novanych a pouzitych vstupnych a vystupnych
premennych, by teda pre efektivne fungovanie
Rumunského bankového sektora bolo potrebné
znizit v roku 2011 pocet bankomatov a termi-
nalov na odporu¢anu hodnotu 36 403 z pévod-
nej hodnoty 135 926 a hodnotu celkovych aktiv
pripadajicu na uUverovu instituciu na odporu-
¢anu hodnotu priblizne 600 mil. EUR z p6vod-
nej hodnoty 2 238 mil. EUR. Pri nezmenenej
hodnote vystupov by tato redukcia na strane
vstupov mala viest' k dosiahnutiu hranice efek-
tivnosti. Hoci teda Rumunsko dosiahlo prvé
miesto v percentudlnej zmene poc¢tu bankoma-
tov a terminalov medzi sledovanymi obdobiami
(narast poctu zariadeni o viac ako 3 000 %),
nemdbzeme povedat, Ze by to pozitivne vplyvalo
na rast efektivnosti. Dévodom je prave fakt, ze
rast poCtu nebol kryty rovnako velkym rastom
hodnoty platieb realizovanych cez tuto siet.
Hoci aj percentualny narast hodnoty platieb
medzi sledovanymi obdobiami (nérast o 2 570 %)
vysoko prevysuje priemer ostatnych krajin, jeho
vySka nebola postacéujuca.

Rovnaka situacia ako v Rumunsku, bola aj
v Bulharsku. Ide o rozvijajuce sa krajiny, eko-
nomicky na priblizne rovnakej urovni (sledo-
vané ukazovatefom HDP na obyvatefa v parite
kapnej sily; Zdroj: Eurostat), ktoré v roku 2007
vstlpili do EU. Aj v Bulharsku bol v sledovanom
obdobi zaznamenany pokles miery BCC efek-
tivnosti meranej vstupne orientovanym mode-
lom, pri¢om dochadza dokonca k strate efektiv-
nosti. Kym v roku 2001 Bulharsko patrilo medzi
krajiny umiestnené na hranici efektivnosti,
v roku 2011 ho mdZeme zaradit medzi krajiny
s podpriemernou mierou efektivnosti. V roku
2011 dosahovala miera efektivnosti Bulharska
iba 45,59 %, ¢o predstavuje pokles miery efek-
tivnosti o viac ako 54 % v porovnani s rokom
2001. Rovnako ako vo vsetkych rozvijajucich
sa krajinach aj Bulharsko zaznamenalo medzi
sledovanymi obdobiami vyrazny rast poctu
bankomatov a terminalov, kde pocet uvede-
nych zariadeni vzrastol z 2 610 na 70 217 zari-

adeni (rast o viac ako 2 590 %). Tymto rastom
poc¢tu zariadeni medzi rokmi 2001 a 2011
sa Bulharsko zaradilo na druhé miesto v stibore
krajin pri sledovani zmeny uvedeného ukazo-
vatefa medzi analyzovanymi odbobiami. Tento
obrovsky narast vSak nebol kryty rastom hod-
noty platieb realizovanych prostrednictvom
tychto zariadeni. Kym podet vzrastol o spomi-
nanych 2 590 %, hodnota platieb pripadajuca
na obyvatefa vzrastla iba o 1 732 %. Pocet zari-
adeni teda rastol rychlejsie ako miera ich vyuzi-
vania klientmi bank. V danej skupine analyzo-
vanych krajin a pri uvazovanych vstupoch
a vystupoch, by bol pri nezmenenej Urovni
vystupov pre efektivne fungovanie bulharského
bankového sektora v roku 2011 postacujuci
pocet ATM a EFTPOS terminalov v rozsahu
32 011 zariadeni namiesto 70 217. Pri danom
raste celkovych aktiv pripadajucich na Gverovu
institdciu a dosiahnutom raste na strane vystu-
pov medzi sledovanymi obdobiami, by uvedeny
rast poctu zariadeni vedel bulharskému banko-
vému sektoru zaru€it' zotrvanie sa na hranici
efektivnosti.

Medzi krajiny, ktoré zaznamenali pozitivny
posun v oblasti efektivnosti patrilo aj Sloven-
sko. Kym v roku 2001 bola miera efektivnosti
iba 38,04 %, v roku 2011 uz dosahuje hodnotu
56,28 %. K rastu efektivnosti pozitivne prispel
rast po¢tu ATM a EFTPOS terminalov, ktory bol
zarover doplneny vyraznym rastom miery vyu-
Zivania tychto zariadeni zo strany klientov. Kym
v roku 2001 predstavovala hodnota platieb cez
tieto zaradenia pripadajica na obyvatela iba
58,03 EUR, v roku 2011 uz hodnota platieb
dosahuje Uroven 2 645,- EUR. Ide teda
o0 narast hodnoty platieb medzi sledovanymi
obdobiami o viac ako 4 459 %, ¢im sa Sloven-
skd republika zaradila na druhé miesto
v subore krajin pri sledovani zmeny uvedeného
ukazovatefa medzi analyzovanymi obdobiami.
K rastu efektivnosti pozitivne prispel aj rast
poctu ATM a EFTPOS terminalov, kde medzi
rokmi 2001 a 2011 vzrastol pocet tychto zaria-
deni o viac ako 190 %. Kym v roku 2001 mohli
klienti nasich bank vyuzivat 14 368 tychto zaria-
deni, v roku 2011 im ich uz svoje sluzby ponu-
kalo 42 159. Dolezité je vSak to, ze tento rozvoj
poctu zariadeni bol zaroven podporeny aj rastom
miery ich vyuZivania zo strany klientov bank.

Na prvom mieste pri sledovani zmeny hodnoty
platieb medzi rokmi 2001 a 2011 sa umiestnila
Litva, kde hodnota platieb vzrastla o viac 5 000 %.
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Tento obrovsky narast hodnoty platieb sprevad-
zany rastom poctu ATM a EFTPOS terminalov
skoro 0 300 % pomohol Litve udrzat sa v sku-
pine efektivnych bankovych sektorov.

V krajinach kde teda dochadzalo k najvac-
Siemu rozvoju poctu bankomatov a termindlov,
zadkonite nedochadza aj k rastu efektivnosti.
D6vodom tohto javu je fakt, Ze podmienkou pre
rast efektivnosti nie je iba rast na strane vstu-
pov zo strany banky, ale musi ist aj o rast na
strane vystupov, teda rast miery vyuzivania
tychto zariadeni klientmi bank premietnuty
do objemu realizovanych platieb. Ulohou banky
teda nie je iba zavadzat nové technoldgie, ale
musi ich aj propagovat’ a zvySovat ich obfubu
a mieru vyuzivania klientmi. Ak totiZzto banky
neprimerane zvysuju poc¢et ATM a EFTPOS
zariadeni, pricom toto zvySovanie nezodpo-
veda miere ich vyuzivania zo strany klientov,
moze to banke namiesto rastu efektivnosti pri-
niest pravy opak.

Miera efektivnosti predstavuje schopnost
bank, resp. bankového sektora ako celku, trans-
formovat vstupy na vystupy. Efektivnost celého
bankového sektora je teda ovplyviovana via-
cerymi faktormi a ich vyvojom. Medzi faktory,
ktoré prispievaju k urovni dosahovanej efektiv-
nosti patria aj zvolené vstupné a vystupné cha-
rakteristiky. Miera, akou jednotlivé vstupy
a vystupy prispievaju k hodnote dosahovanej
efektivnosti, je vyjadrend aj prostrednictvom
optimalnych vah ziskanych rie§enim maximali-
zacénych uloh linedrneho programovania (2).

Vahy priradené jednotlivym vstupom
a vystupom poukazuiju na silné a slabé stranky
neefektivnych DMU. Pri vypocte optimalnych
vah vstupnych a vystupnych charakteristik
dochadza k situdcii, ze model uréil vahy niekto-
rych z faktorov rovné nule, alebo bliziace sa
k nule. V tomto pripade mézeme hovorit, o sla-
bych strankach, alebo o faktoroch, ktoré zni-
zuju efektivnost. Na druhej strane, faktory, kto-
rych optiméalne hodnoty vah dosahuju najvyssiu
uroven (max.1) mézeme povazovat za silné
stranky, ktoré prispievaju k zvySovaniu efektiv-
nosti. [12]

Vyznam vplyvu jednotlivych vstupnych
a vystupnych faktorov na dosahovanu efektiv-
nost moéZeme ilustrovat na priklade odhadnutej
BCC efektivnosti v roku 2011. Na zaklade prie-
mernych hodndét vah pridelenych pouzitym
vstupom a vystupom mdzeme povedat, ze
pocet ATM a EFTPOS terminalov a hodnota

EM 01 14 zlom 3.3.2014 13:23 Stréanka 135$

Finance

platieb realizovanych prostrednictvom nich pat-
rili medzi silné stranky a pozitivnym spésobom
prispeli k udrovni dosahovanej efektivnosti.
V pripade obidvoch silnych stanok model prira-
dil styrom analyzovanym bankovym sektorom
vahu tychto vstupov dokonca na maximainej
urovni 1. Pri vystupe hodnota platieb model pri-
radil dalSim 7 hodnotenym bankovym sektorom
vahu vysSiu ako 0,8. Pri vstupe pocet zariadeni
bola vaha vyssia ako 0,8 zaznamenana este
v pripade dalSich trhoch bankovych sektorov.
M6zeme teda predpokladat, Ze k Urovni dosa-
hovanej efektivnosti v skupine analyzovanych
bankovych sektorov viac pozitivne prispela
hodnota platieb realizovana cez ATM a EFTPOS
terminaly.

Z vysledkov analyzy dalej mézeme vycitat,
ze efektivnost najviac negativne ovplyvnila
nevhodné mnozstvo vkladov, ¢o dokazuje aj
fakt, ze az v Strnastich pripadoch dosiahla vaha
tohto vystupu nulovi hodnotu.

Posudenie vyznamnosti vplyvu jednotlivych
vstupnych a vystupnych premennych na dosa-
hovanu efektivnost bolo prevedené prostred-
nictvom urcenia optimalnych vah vstupov
a vystupov. Dané tvrdenia o vplyve jednotlivych
vstupov a vystupov na dosahovanu efektivnost
moézeme overit prostrednictvom regresnej ana-
lyzy. Regresnou analyzou vztahu pouzitych
vstupov, vystupov a dosahovanej efektivnosti
mbzeme posudit dominantnost’ vplyvu jednotli-
vych premennych na dosahovanu efektivnost.
Celkové zhodnotenie regresného modelu zobra-
zuje Tab. 4. Na celkové zhodnotenie regres-
ného modelu bol pouzity koeficient determinacie
a F-Statistika vyznamnosti. Podfa hodnoty koe-
ficientu determinacie (R2) mézeme povedat, Ze
regresny model vysvetluje 37,48 % variability
zavislej premennej. Rovnako mézeme pove-
dat, ze na hladine vyznamnosti 0,1 je aj model
ako celok vyznamny, ¢o dokazuje hodnota tes-
tovacej F-Statistiky modelu vacsia ako kriticka
hodnota pre tuto testovaciu Statistiku. Podfa
hodnoty Vyznamnosti F rovnej 0,061731234,
testovanu hypotézu HO o nezavislosti pozoro-
vanych premennych zamietame. Pravdepodob-
nost chyby, ktorej sa na hladine vyznamnosti
0,1 zamietnutim hypotézy dopustime je 6,173 %.
Na zaklade hodnoty F-Statistiky celého modelu
mozeme na hladine vyznamnosti 0,1 povedat,
ze regresny model je Statisticky vyznamny, resp.
aspon jedna z vysvetiujucich premennych vy-
znamne ovplyviuje dosahovanu BCC efektivnost.
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Regresna Statistika modelu

Regresna Statistika

Nésobené R 0,61220081

Hodnota spolahlivosti (R2) 0,374789832

Nastavena hodnota spolahlivosti R 0,225930268

Chyba strednej hodnoty 0,233596926

Pozorovania 27

ANOVA rozdiel SS MS F Vyznamnost' F
Regresia 5 0,686934466 0,137387 2,517741 0,061731234
Rezidua 21 1,145917997 0,054568

Celkom 26 1,832852463

Vysledky regresnej analyzy medzi pouzi-
tymi vstupmi, vystupmi a hodnotou BCC efek-
tivnosti v roku 2011 zobrazuje Tab. 5. Podla
odhadnutych p-hodnét pre jednotlivé regresné
premenné na hladine vyznamnosti 0,1 mézeme
vidiet,, ze pocet zariadeni a hodnota platieb rea-
lizovana prostrednictvom nich, patrili v roku
2011 medzi faktory so signifikantym vplyvom
na dosahovanu efektivnost meranu prostred-
nictvom BCC modelu. NajnizSia p-hodnota bola
namerana pri premennej hodnota platieb, ¢im
sa potvrdil aj jej vy$Si vplyv na dosahovanu
efektivnost. Odhad koeficientov regresného
modelu nam teda potvrdil tvrdenia ziskané ana-
lyzou optimalnych vah. Signifikantnost' vplyvu

Zdroj: vlastné vypocty

poltu zariadeni a hodnoty realizovanej
prostrednictvom nich sa potvrdili aj prostrednic-
tvom F-testu Statistickej vyznamnosti individu-
alne medzi jednotlivymi vstupnymi, vystupnymi
premennymi a dosahovanou efektivnostou. Iba
v pripade dvoch vy$Sie uvedenych premennych
bola hodnota testovacej F-Statistiky vacsia ako
kritickd hodnota pre tdto testovaciu Statistiku.
V pripade poctu a hodnoty platieb realizovanej
cez ATM a EFTPOS terminaly sa zamieta nulova
hypotéza o Statistickej nevyznamnosti vysvetiuji-
cej premennej na vysvetlenie variability vysvetlio-
vanej premennej. Znamena to teda, ze prinos
poctu zariadeni a hodnoty platieb realizovanej
prostrednictvom nich je Statisticky vyznamny.

Regresna Statistika, F-test, miera korelacie

Regresna analyza F - test Korelacny
Koeficienty t Statistika P-hodnota F Vyznamnost F|  koeficient
Intercept 0,607622 6,187795957 3,87E-06
P ATM a POS -4,43E-07 -2,035788884 0,054583 0,694336933 0,412584 -0,164386
CA/I -1,25E-05 -0,864644846 0,397003 0,007822895 0,930226 0,017687
H ATM a POS 4,34E-05 2,075434006 0,050422 4,015276673 0,05604 0,372001
V 2,07E-07 0,520314988 0,608287 0,143858594 0,707677 0,075640
1] -5,21E-08 -0,134926824 0,893955 0,133173671 0,718233 0,072792

KedZe vstupné a vystupné premenné mézu
byt vyjadrené v réznych jednotkach nemézeme
tvrdit, ze faktor, ktorému prislicha najvyssia
hodnota regresného koeficientu ma najvyssi
vplyv na analyzovany vystup. Premennd, ktora

Zdroj: vlastné vypocty

ma najvacsi vplyv na analyzovany vystup (BCC
efektivnost) uréime podfa hodnét Ciastkovych
korelaénych koeficientov medzi zvolenym
determinantom a odhadovanou efektivnostou.
Na zaklade korelaénych koeficientov vidime, ze
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najvacsi vplyv na dosahovanu efektivnost mala
naozaj hodnota platieb realizovana cez ATM
a EFTPOS terminaly pripadajiuca na jedného
obyvatefa. Hodnota celkovych aktiv, vkladov
a Uverov mala na BCC efektivnost v roku 2011
skoro nulovy vplyv, ¢o potvrdzuje aj vysledky
regresnej analyzy, kde dané faktory boli zara-
dené do skupiny bez signifikantného vplyvu.

Zaver

K dynamickému rozvoju vyuzivania platobnych
kariet dochadza v poslednych rokoch vo vset-
kych &lenskych $tatoch EU, &o dokazuje rast
poctu ATM a EFTPOS terminalov, aj hodnoty
platieb realizovanych prostrednictvom nich.
Najvacsi, mozno povedat az extrémne vysoky
rast hodnoty platieb realizovanych cez banko-
maty a termindly pripadajuci na jedného obyva-
tefa sme mohli sledovat v Bulharsku, Litve,
Rumunsku a na Slovensku. Spomedzi uvede-
nych krajin Bulharsko a Rumunsko patrili aj
medzi krajiny s najva¢sim rozvojom poctu spo-
minanych zariadeni.

Cielom tohto prispevku bolo analyzovat, €i
rozvoj vyuzivania platobnych kariet mal pozi-
tivny vplyv na efektivnost bankovych sektorov
krajin EU. Ulohou bolo definovat vstupnu
a vystupnu Struktiru bankovych sektorov tak,
aby bolo mozné posudit efekt vplyvu vyuzZiva-
nia platobnych kariet na efektivnost bankového
sektora merani metédou DEA. Vychodiskom
analyzy bol stav vybranych premennych (pocet
ATM a EFTPOS terminalov, celkové aktiva
bankového sektora pripadajuce na jednu Uve-
rovu institdciu, hodnota platieb realizovanych
cez ATM a EFTPOS terminaly pripadajica na
jedného obyvatefa; hodnota vkladov a hodnota
Gverov) v 27 bankovych sektoroch krajin EU
v rokoch 2001 a 2011. Uvazované premenné
bankovych sektorov v uvedenych rokoch
sa stali zakladom pri hodnoteni efektivnosti prost-
rednictvom CCR a BCC vstupne orientovaného
modelu. Vypoétom miery efektivnosti sme zistili,
ktoré bankové sektory boli pozitivne ovplyv-
nené rozvojom vyuZzivania platobnych kariet.
Na zéklade vysledkov ziskanych CCR a BCC
modelom méZeme povedat, ze krajiny ako Bel-
gicko, Cyprus, Dansko, Francuzsko, Taliansko,
Malta, Pofsko a Slovensko boli pozitivhe
ovplyvnené vyvojom v oblasti vyuzivania pla-
tobnych kariet. V pripade tychto krajin bol per-
centualny rast po¢tu bankomatov a terminalov
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prevySeny percentualnym rastom hodnoty rea-
lizovanych platieb, ¢o sa prejavilo v raste miery
dosahovanej efektivnosti v danych krajinach.
Na druhej strane v krajinach ako Bulharsko,
Rumunsko, Ceska republika, Esténsko, Madarsko,
dochadza k poklesu efektivnosti v dosledku
rychlejSieho tempa rastu po¢tu ATM a EFTPOS
termindlov, ktory prevysil tempo rast hodnoty
platieb realizovanych prostrednictvom nich.
V skupine analyzovanych krajin boli aj také, ktoré
sa svojou Strukturou vstupnych a vystupnych

parametrov v obidvoch rokoch dokazali udrzat

na hranici efektivnosti (napr. Finsko, Nemecko,
irsko, Litva, Luxembursko, Velka Britania).
Vysledky DEA analyzy teda potvrdili predpoklad,
Ze ak rastuci pocet zariadeni, nie je podporeny,
mozno povedat az prevySeny, ich vyuzivanim
zo strany klientov, bude to mat na bankovy sek-
tor negativny vplyv v podobe straty efektivnosti.

Vyhodou DEA analyzy je, Ze okrem mera-
nia Urovne dosahovanej efektivnosti, prinasa aj
odporicania o tom, aké mnozZstvo vstupov
a vystupov je potrebné na dosiahnutie hranice
efektivnosti. Prostrednictvom vstupne oriento-
vanych modelov, boli teda navrhnuté odporaca-
nia o hodnotach vstupov, ktoré by neefektivnym
bankovym sektorom mali poméct posunut sa
do skupiny efektivnych krajin.

Prostrednictvom hodnoty optimalnych vah
pridelenych DEA modelom bolo zistené, ze dve
premenné a to pocet zariadeni a hodnota pla-
tieb realizovana prostrednictvom nich, patrili
medzi silné stranky, ktoré pozitivne prispeli
k drovni dosahovanej efektivnosti bankovych
sektorov v roku 2011. Signifikantny vplyv uve-
denych dvoch parametrov potvrdila aj regresna
a korela¢na analyza.

V krajinach kde teda dochadzalo k najvac-
Siemu rozvoju poctu bankomatov a termindlov,
zakonite nedochadza aj k rastu efektivnosti.
Dovodom tohto javu je fakt, Ze podmienkou
pre rast efektivnosti nie je iba rast na strane vstupov
zo strany banky, ale musi ist aj o rast na strane
vystupov, teda rast miery vyuzivania tychto
zariadeni klientmi bank premietnuty do objemu
realizovanych platieb. Ulohou banky teda nie je
iba zavadzat’ nové technoldgie, ale musi ich aj
propagovat a zvySovat ich obfubu a mieru vyu-
zivania klientmi. Ak totizto banky neprimerane
zvySuju pocet ATM a EFTPOS zariadeni, pri-
¢om toto zvySovanie nezodpoveda miere ich
vyuzivania zo strany klientov, m6ze to banke
namiesto rastu efektivnosti priniest pravy opak.
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THE USE OF CREDIT CARDS AND BANK EFFICIENCY
Kristina Koc¢iSova

The dynamic development of the use of credit cards there in recent years in all EU Member States,
as evidenced by the growth of ATM, EFTPOS terminals, and the value of payments made by them.
The aim of this paper was to analyse whether the development of the use of payment cards have
a positive impact on the efficiency of the EU banking sector measured by DEA models. The starting
point was the status of selected variables (number of ATM and EFTPOS terminals, total assets to
a credit institution, the value of payments made via ATM and EFTPOS terminals per capita, the
value of deposits and loans) in the banking sectors of the 27 EU countries in 2001 and 2011.
Considered variables in these years became the basis for evaluating the effectiveness by CCR and
BCC input oriented model. Calculation of the efficiency score was found to Belgium, Cyprus,
Denmark, France, Italy, Malta, Poland and Slovakia were positively influenced by the use of credit
cards. For these countries, the percentage increase in the number of ATMs and terminals
exceeded the percentage increase in the value of payments made, which resulted in the growth of
efficiency score in those countries. On the other hand, in countries such as Bulgaria, Romania,
Czech Republic, Estonia, Hungary, there is a decrease in efficiency due to higher growth in the
number of ATM and terminals, compared with the growth rate of the value of payments made by
them. In the group of analysed countries, there were the countries with such a structure of input
and output parameters in both years were able to maintain the effectiveness (Finland, Germany,
Ireland, Italy, Luxembourg, and United Kingdom). DEA analysis results confirm the assumption that
if an increasing number of devices aren’t supported by the use of the clients, it will have the
negative impact of the banking sector in the form of lost efficiency. The results of the correlation
and regression analysis confirmed a significant impact of parameters (number of ATM and
terminals; values of payments) to achieved efficiency.

Key Words: Payment cards, efficiency, DEA models.

JEL Classification: D61, D81, G21.
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THE EFFECTS OF CO-BRAND MARKETING
MIX STRATEGIES ON CUSTOMER
SATISFACTION, TRUST AND LOYALTY FOR
MEDIUM AND SMALL TRADERS AND

MANUFACTURERS

Ki-Pyeong Kim, Yoo-Oh Kim, Min-Kweon Lee, Myoung-Kil Youn

Introduction

Due to Korea’s recent economic depression,
polarised consumption, and intensifying
competition, its medium and small traders and
manufacturers find it increasingly difficult to
compete for sales in the domestic and foreign
markets. The reality is that their survival is
being threatened by the weakness of their
brand power compared to that of large
businesses and global enterprises, and
a global problem is particularly acute in Korea
because of the nature of its economy.

Therefore, this study addresses the following
questions. First, are there any methods for
small traders and manufacturers to achieve
competitiveness? We shall try to find a way for
them to overcome the inferiority of scale and
secure competitiveness through systema-
tization among similar business types.

Second, would it be possible to make co-
branding among small stores necessary? We
shall also discover what marketing strategy is
necessary for co-branded businesses.

Third, what effects does co-branding have
on consumers? We shall perform an empirical
analysis that demonstrates whether the
Co-Brand Strategy can induce trust and
customer satisfaction from customers.

Fourth, can customer loyalty be strengthe-
ned through co-branding? We shall perform
a study on whether the Co-Brand Marketing
Strategy affects customer loyalty.

This study closely examines the perfor-
mance of co-brand marketing activity based on

the problems presented above and presents
a strategic co-brand alternative for medium and
small traders and manufacturers.

This paper is clearly different from existing
studies targeting medium and small businesses
since it focuses on medium and small traders
and manufacturers. This significance of this
study is in its assertion that the co-brand
strategy can become a method for medium and
small traders and manufacturers facing
difficulty to gain competitiveness.

1. Study Method
1.1 Study Model and Hypotheses

In social sciences, finding a theory to fit every
circumstance is rather difficult. It is almost
impossible to find a dominant law by objectifying
conditions with all their complexities because
the physical, mental, socioeconomic, and
environmental conditions of the subjects, as
well as their desires, are diverse and variable.
This study model was designed to systematise
correlations and levels of influence by finding
the factors corresponding to the effect of the
co-brand Marketing Mix Strategy on customer
satisfaction and loyalty.

Accordingly, this study will try to verify the
effects which the Co-brand Marketing Mix
Strategy pursued by medium and small traders
and manufacturers have on customer
satisfaction and loyalty through empirical
analysis. A study model has been set up for this
purpose.
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The hypotheses of this study are as follows:

Hypothesis 1. The co-brand Marketing-
Mix Strategy will have a significant effect on
Customer Satisfaction.

Hypothesis 1-1. There will be a more
significant effect on Customer Satisfaction as
the co-brand price decreases.

Hypothesis 1-2. There will be a more
significant effect on Customer Satisfaction as
the location of the co-brand improves.

Hypothesis 1-3. There will be a more
significant effect on Customer Satisfaction as
the quality standard of the co-brand rises.

Hypothesis 1-4. There will be a more
significant effect on Customer Satisfaction as
the number of co-brand promotions rises.

Hypothesis 2. The co-brand Marketing-
Mix Strategy will have a significant effect on
Trust.

Hypothesis 2-1. There will be a more
significant effect on Trust as the co-brand price
decreases.

Hypothesis 2-2. There will be a more
significant effect on Trust as the location of the
co-brand improves.

Hypothesis 2-3. There will be a more
significant effect on Trust as the quality
standard of the co-brand rises.

Hypothesis 2-4. There will be a more
significant effect on Trust as the number of co-
brand promotions rises.

Hypothesis 3. Customer Satisfaction will
have a significant effect on Trust.

Hypothesis 4. Customer Satisfaction will
have a significant effect on Loyalties.

Hypothesis 4-1. Customer Satisfaction will
have a significant effect on Repurchase
Intentions.

Hypothesis 4-2. Customer Satisfaction will
have a significant effect on Recommendation
Intentions.

Hypothesis 5. Trust will have a significant
effect on Loyalties.

Hypothesis 5-1. Trust will have a significant
effect on Repurchase Intentions.

Hypothesis 5-2. Trust will have a significant
effect on Recommendation Intentions.
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1.2 Design of Survey

1.2.1 Technical Definition and
Measurement of Variables

Empirical studies tend to use empirical or

quantitative analyses [8], [11], [12]. This

analysis will use only quantitative analyses. To

that end, we must define the concepts to be

measured by the empirical survey.

The Co-Brand Marketing Strategy has
spread to many fields, with the Kiho Trading
Ltd. becoming a business leader and making
a success through its company brand name
‘Kapachi’ and partnerships with medium and
small manufacturers. Making a co-brand
secures customer awareness by publicising the
brand inexpensively with government support.
Therefore, as the Co-Brand Marketing Strategy
can be useful for the price, sales promotion,
place, quality, and promotion strategies of
medium and small businesses, Price, Place,
Quality, and Promotion have been classified as
sub-fields in order to identify the effect on them
of co-branding.

This study organises its questions based on
previous studies [4]. The questions have been
measured on a 5-point Likert scale spanning
from 1 (‘not at all’) to 5 (‘very much so’).

Purchase satisfaction represents the
ultimate purpose of consumption activity. The
concept of ‘satisfaction’ refers to the follow-up
stage of awareness [5]. This study has
reorganized the data of a previous study [7],
[10] in order to measure purchase satisfaction
on a 5-point Likert scale running from 1 (‘not at
all’) to 5 (‘very much so’).

Trust can be defined as the mental act of
trying to bear insufficiency through the
optimistic belief in another’s intentions or
behaviour or the positive intention of having
a conviction. Consumer trust in this study was
conceptualised by reorganizing for this study
a tool used by a previous study [6].

Jacoby & Kyner [3] define brand loyalty as
continued biased purchase behaviour toward
one or more brands among many alternatives.
When facing fierce competition, maintaining
customer loyalty becomes the key factor of
success. Many studies on the concept of loyalty
have been performed in the field of consumer
behaviour. In this study, the concept of ‘loyalty’
has been reorganised with ‘reuse intentions’
and ‘oral transmission intentions’ as sub-fields
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based on the tool of previous studies [1], [2] and
is measured on a 5-point Likert scale spanning

1.2.2 Organization of Questionnaire
The questionnaire was organized as shown in

from 1 (‘not at all’) to 5 (‘very much so’). Tab. 1 below.
Organization of Questionnaire
Field and Details Question No. No. of Questions

Co-Brand Price .1,2 13
Marketing Factor Place l.3,4,6,8

Quality I.5,9,10

Promotion I.7,11,12,13
Customer Satisfaction Selection of Co-Brand and|Il. 1-10 10

Satisfaction of Expected

value
Trust Overall Trust in Co-Brand |Ill. 1-5 5
Loyalties Repurchase Intentions IV. 1-5 9

IV. 6-9

Purchase Conditions Purchase Cost or Product |V. 1-6 6

Type, etc.
General Details Gender, age, education, |VIIl. 1-6 6

job and income standard,

etc.

Source: own

1.2.3 Analysis Method

The statistics processing of data gathered in
this investigation was performed using the
SPSS 12.0 for Windows Statistics Package and
the AMOS 7.0 Program, including data coding
and data cleaning processes.

In order to identify the common characte-
ristics in the sample, a frequency analysis was
performed. Moreover, an exploratory factor
analysis using SPSS and a confirmatory factor
analysis using AMOS were performed in order
to analyse the validity of the measuring tool. In
order to identify the reliability of this study
a reliability analysis was performed using
Cronbach's o.

In order to analyse the suitability of the
study model, the causal relationship among
variables, and the path effect of questionnaire,
a path-analysis was performed using the
AMOS 7.0 Program.

2. Empirical Analysis
2.1 Validation of Measuring Tool

The high reliability of a measuring tool does not
guarantee high validity. The higher its validity

is, however, the higher the reliability is.
Therefore, a validity analysis of the measuring
tools was performed for this study. The validity
of the measured items was raised through the
exploratory factor analysis and confirmatory
factor analysis, while the reliability of the
descaled factors was raised through the
reliability analysis. The measuring items with
confirmed validity and reliability were added
and averaged depending on the variable to be
considered as basic data of the structural
equation model analysis.

2.1.1 Co-Brand

The first factor analysis on co-brand marketing
discovered that nos. 7, 8 and 9 bound the
theoretically set factor differently. While the
factor loading value of these questions was .05
or higher, we found the optimum factors through
elimination, as the corresponding questions
produced closer relationships with questions
with different factors from the ones that had
been theorised. The details that did not fit the
content have been removed, while nos. 7, 8,
and 9 have also been removed. As shown in
Tab. 2, 4 factors have been extracted, and the
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total coefficient of determination on the 4 factor 1 can be defined as Place, factor 2 as Quality,
groups was 73.87%. If we examine this, factor  factor 3 as Promotion, and factor 4 as Price.

Exploratory Factor Analysis Result on Co-Brand

Question No. Factor 1 Factor 2 Factor 3 Factor 4
Place Quality Promotion Price
Question 6 .858 .015 167 .020
Question 3 .843 .062 156 150
Question 4 .600 498 .087 .098
Question 10 .229 .783 .077 .188
Question 5 -.094 714 .306 .291
Question 12 .287 .219 743 .216
Question 11 224 .048 .701 480
Question 13 .066 .554 .628 .021
Question 1 117 .285 .086 .868
Question 2 .083 .150 423 747
Unique Value 2.025 1.836 1.784 1.742
Coefficient of Determination 20.25 18.36 17.84 17.42
Accumulated Coefficient of Determination 20.25 38.61 56.45 73.87
Source: own
2.1.2 Loyalties total coefficient of determination on 2 factor

As shown in Tab. 3, 2 factors were extracted  groups was 66.89%. Upon examination, Factor 1
after eliminating Question 5, which was bound  can be named ‘recommendation intention’, and
differently from the theoretically set factor after ~ Factor 2 can be named ‘repurchase intention’.
the factor analysis of the Loyalties item. The

Exploratory Factor Analysis on Loyalties

Question No. Factor 1 Factor 2
Recommendation Intention Repurchase Intention

Question 8 .835 .204
Question 6 .817 .206
Question 7 797 213
Question 9 .710 .315
Question 3 .084 .802
Question 4 215 .795
Question 1 423 .718
Question 2 448 .631
Unique Value 2.936 2.416
Coefficient of Determination 36.70 30.20
Accumulated Coefficient of Determination 36.70 66.89

Source: own
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2.1.3 Customer Satisfaction no sub-factor and the total coefficient of

As shown in Tab. 4, only 1 factor was extracted  determination was 46.40%.
for Customer Satisfaction because there was

Exploratory Factor Analysis on Customer Satisfaction

Question No. Factor 1
Customer Satisfaction

Question 9 .710
Question 8 .707
Question 2 .707
Question 1 .704
Question 7 .701
Question 10 .697
Question 6 .685
Question 3 .640
Question 4 .632
Question 5 .619
Unique Value 4.640
Coefficient of Determination 46.40
Accumulated Coefficient of Determination 46.40

% Values above are component matrix.

Source: own

2.1.4 Trust the total coefficient of determination was
As shown in Tab. 5, only 1 factor was extracted  58.03%.
for Trust because there was no sub-factor and

Exploratory Factor Analysis on Trust

Question No. Factor 1
Reliability
Question 4 .819
Question 3 797
Question 1 .790
Question 2 723
Question 5 .670
Unique Value 2.902
Coefficient of Determination 58.03
Accumulated Coefficient of Determination 58.03

% Values above are component matrix.

Source: own
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2.2 Reliability Analysis

Reliability among variables is measured
through test-retest reliability, alternative-form
reliability, split-half reliability, and internal
consistency reliability.

In this study, internal consistency, the
typical method of evaluating reliability among
questions designed as plural numbers, will be
applied in order to measure specific variables.
The Cronbach's Alpha, or the reliability coefficient
Alpha (o), a value indicating internal
consistency, is used to discover whether the
test questions are composed of homogeneous
factors based on an average correlation among
the variables in the test.
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Nunnally [9] insists that a Cronbach Alpha
value of 0.6 or higher is enough in the
exploratory field of study, must be 0.80 in basic
field, and must be 0.90 or higher in the applied
field of study. Ven de Ven & Ferry [13] also
generalise that the reliability of a measuring
tool is sound if the Cronbach Alpha value is
0.60 or higher.

As shown in Tab. 6, a reliability analysis
was performed on the Co-Brand Marketing-Mix
Factor and Loyalties based on the questions
derived from the previous factor analysis; their
reliability was confirmed, as the Cronbach's
Alpha value was shown to be 0.6 or higher.

Reliability Analysis Results for Measuring Tools

Question No.
Category Reliability

First Final
Common Brand Price 2 2 .755
Marketing Mix Place 4 3 .748
Quality 3 2 737
Promotion 4 3 617
Customer Satisfaction 10 10 .871
Trust 5 .815
Loyalties Repurchase Intention 5 .803
Recommendation Intention 4 .847

Source: own

2.3 Confirmatory Factor Analysis

A confirmatory factor analysis (CFA) was
performed in this study in order to verify the
construct validity. This was performed in order
to derive the measurement model for the measu-
red items after completing the exploratory
factor analysis and reliability test.

In order to evaluate the suitability of deriving
the optimum state of item organization for each
stage, the basic Fit value of y2 statistics quantity
(p>0.05 is suitable), the GFI (Goodness of Fit
Index: 0.9 or higher is suitable), the AGFI
(Adjusted Goodness of Fit Index: 0.9 or higher
is suitable), the RMR (Root Mean Square
Residual: 0.05 or lower is suitable), the NFI
(Normed Fit Index: 0.9 or higher is suitable) and
the CFI (Comparative Fit Index: 0.9 or higher is
suitable) were used.

Meanwhile, although the standard of 2
also must be considered in case the size of
sample is large (as the y2 value is sensitive to
the size of the sample), the suitability of the
model must be evaluated by first considering
other, higher priority suitability indices.

2.4 Correlation Analysis

Tab. 7 shows the significant positive (+) correla-
tion among all factors through correlation analysis.
Customer Satisfaction showed a positive (+)
correlation with Price, Place, Promotion, and
Quality, while both Repurchase Intention and
Recommendation Intention showed a significant
positive (+) correlation with Co-Brand Marketing
Factor. Among these, Customer Satisfaction
showed the highest correlation with Trust
(at r=.780[p<.01]).
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Correlation Analysis

Category Price Place | Quality [Promotion|Customer| Trust | Repurchase | Recommen-
Satis- Intention dation
faction Intention

Price 1

Place .308** 1

Quality .509* 314+ 1

Promotion .606** 460" 576** 1

Customer Satisfaction | .627** .262** .553** .582** 1

Trust 527+ 244 .545* .596™* 780" 1

Repurchase Intention| .482** 234 486** 474 .703** 647 1

RESRTETEENA 363 | 451 | 391 | 404 | 604 | 563" 597 1

Intention

*p<.05, **p<.01

3. Verification of Study Hypotheses

3.1 Verification of Hypotheses

A structural equation model analysis was
performed using AMOS 7.0 in order to clarify
the relationship between the Co-Brand Marketing
Mix Strategy and Customer Satisfaction, Trust,
and Loyalties.

m Path Diagram of Study Model

Source: own

In this study, the fitness of the analysed
model is determined by the Goodness Fit Index
(GFI), the Adjusted Goodness Fit Index (AGFI),
the Absolute Fit Measures such as Root Mean
square Residual (RMR), and the Incremental
Fit Measures such as the Normed Fit Index
(NFI) or Comparative Fit Index (CFl).

Customer

For the path analysis using AMOS, the
researcher must turn the study model into
a diagram based on theoretical assumptions.
Therefore, the path diagram in Fig. 1 has been
designed. The model has been derived under
the assumption that the measurement error of

Satisfaction Repurchase
Intention
Customer
Loyalty
Recomrmendation
Intention
Source: own

the possible related measurement variables will
show correlations through the revised index.
The processes above revealed a fitness
test result for the final study model of
¥2=22.358 (p<.01), GFI=.976, AGFI=.903,
RMR=.012, NFI=.976, and CFI=.985, as shown
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in Tab. 21. The GFl, AGIF, NFl, and CFI
satisfied the standard values, as anything 0.9
or above is suitable. On the other hand,
although the p value must be greater than 0.05
in the case of y2, it was determined not to be
problematic given other fitness indices, even
though it does not reach the standard value as
a sensitive index.

Hypothesis Test Summary Table
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3.2 Summary of Empirical Analysis
Results

The results of the empirical analysis on this

study model and the summaries of the main

details are shown in Tab. 8.

Hypothesis Classification Path Standardized| Standard t Value P Rejected/
Coefficient Path Error Selected
Coefficient
Customer )
. . <--- Price 245 375 .041 5.982 .000*** Selected
Satisfaction
; Customer .
B . . <= Place -.021 -.035 .033 -.649 516 Rejected
o Satisfaction
k]
Customer
S o <= Quality 185 239 .047 3.911 .000*** Selected
T Satisfaction
Customer )
. . <---  Promotion 179 233 .054 3.352 .000*** Selected
Satisfaction
: Trust <= Price -.031 -.038 .046 -.671 .502 Rejected
§ Trust <--- Place -.030 -.040 .034 -872 .383 Rejected
§ Trust <= Quality 104 107 .051 2.019 .043* Selected
= Trust <---  Promotion .200 207 .057 3.480 .000*** Selected
A o
o w
S Trust <.  Customer 795 634 071 11.183 000%* | Selected
T c Satisfaction
: Repurchase Customer
‘@ ) < . . .638 .505 .095 6.711 .000"** Selected
o Intention Satisfaction
3 Recommendation Customer
= . < . . 517 421 104 4.955 .000*** Selected
- Intention Satisfaction
n
o Repurchase gt 256 254 076 3.378 000 | Selected
(] Intention
=
o .
g | Recommendaton 5 231 236 083 2.775 006 | Selected
- Intention

(1) Effect of the Co-Brand Marketing Mix
Strategy on Customer Satisfaction

As shown in the result of testing Hypothesis 1,
‘Co-Brand Marketing Mix Strategy (Factor) will
have a significant effect on customer satisfaction’,
the Price (Standardized Path Coefficient=.375,
t=5.982, p=.000), Quality (Standardized Path
Coefficient=.239, t=3.911, p=.000), Promotion
(Standardized Path Coefficient=.233, t=3.352,
p=.000), excluding Place, had significant

Source: own

effects. Therefore, Customer Satisfaction was
improved as the Price, Quality, and Promotion
were evaluated as positive. On the other hand,
the Place (Standardized Path Coefficient=-.035,
t=-.649, p=.516) was shown not to have
significant effect on Customer Satisfaction.
Through this, hypotheses 1-1, 1-3 and 1-4 were
selected and Hypothesis 1-2 was rejected, so
that Hypothesis 1 was selected.
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(2) Effect of Co-Brand Marketing Mix
Strategy on Trust

As shown in the result of testing Hypothesis 2,
‘Co-Brand Marketing Mix Strategy (Factor) will
have significant effect on Trust’, the Quality
(Standardized Path Coefficient=.107, t=2.019,
p=.043) and the Promotion (Standardized Path
Coefficient=.207, t=3.480, p=.000) had
significant effects. Therefore, Trust was shown
to be improved as the Quality and Promotion
were evaluated as positive. On the other hand,
the Price (Standardized Path Coefficient=-.038,
t=-.671, p=.502) and Place (Standardized Path
Coefficient=-.040, t=-.872, p=.383) were shown
not to have significant effects on Trust. Through
this, hypotheses 2-2 and 2-3 were selected
while 2-1 and 2-2 were rejected, so that
Hypothesis 2 was selected.

(3) Effect of Customer Satisfaction on
Trust

As shown in the result of testing Hypothesis 3,
‘Customer Satisfaction will have a significant
effect on Trust, Customer Satisfaction had
a significant effect on Standardized Path
Coefficient .634(t=11.183, p<.001). Therefore,
Trust became higher as Customer Satisfaction
became higher, so that Hypothesis 3 was
selected.

(4) Effect of Customer Satisfaction on
Loyalties

As shown in the result of testing Hypothesis 4,
‘Customer Satisfaction will have a significant
effect on Loyalties’, Customer Satisfaction had
significant effects on Repurchase Intention
(Standardized Path Coefficient=.505, t=6.711,
p=.000) and Recommendation Intention
(Standardized Path Coefficient=.421, t=4.955,
p=.000). Therefore, Repurchase Intention and
Recommendation Intention became higher as
Customer Satisfaction became higher, so that
Hypothesis 4 was selected.

(5) Effect of Trust on Customer Loyalties

As shown in the result of testing Hypothesis 5,
‘Trust will have significant effect on Loyalties’,
Trust had significant effects on Repurchase
Intention (Standardized Path Coefficient=.254,
t=3.378, p=.000) and Recommendation
Intention (Standardized Path Coefficient=.236,
t=2.775, p=.006). Therefore, Repurchase Intention
and Recommendation Intention became higher

as Trust became higher, so that Hypothesis 5
was selected.

Conclusion

This study has presented a study model in
order to clarify the effect of the Co-Brand
Marketing Mix Strategy as employed by
medium and small traders and manufacturers
on customer satisfaction and loyalty after
previous studies on the co-brand, the
Marketing Mix Strategy, customer satisfaction,
trust, and loyalty had been examined to
establish hypotheses clarifying the relationships
among the variables. A survey was performed
on government workers and consumers who
deal with medium and small traders and
manufacturers. The study’s questionnaire derived
its sample frequency analysis using the SPSS
Statistics program, and reliability and validity
tests on the measured items were performed.
In order to test the hypotheses, a structural
equation model analysis was performed.

The results of the tests on the effect of the
Co-Brand Marketing-Mix Strategy on Customer
Satisfaction are as follows.

First, testing the hypothesis that ‘the Co-
Brand Marketing Mix Strategy will have
a significant effect on Customer Satisfaction’
showed that it had significant effects on Price,
Quality, and Promotion (excluding Place):
Customer Satisfaction was improved as the
Price, Quality, and Promotion of the Co-Brand
were evaluated as more positive. It is thus
determined that a business plan must be able
to manage factors such as the price, quality,
and promotion of the brand product in order to
enact the Marketing-Mix Strategy.

Second, testing the hypothesis that ‘the Co-
Brand Marketing Mix Strategy will have
a significant effect on Trust’ showed that Quality
and Promotion had significant effects: Trust
was improved as Quality and Promotion of the
Co-Brand was evaluated as more positive. It is
thus determined that a Marketing Manager’s
business strategy must allow customers to trust
in the brand’s Marketing-Mix factors such as
quality and promotion.

Third, testing ‘Customer Satisfaction will
have significant effect on Trust’ showed that
Customer Satisfaction had a significant effect
on the Standardized Path Coefficient: thus,
a customer who is satisfied with the product or
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service of a business makes it profitable.
Satisfaction creates positive results from
limited resources and is crucial for individual
customers.

Fourth, testing ‘Customer Satisfaction will
have a significant effect on Loyalties’ showed
that Customer Satisfaction had significant effects
on Repurchase Intention and Recommendation
Intention. Thus, the customer will always select
the business providing the highest value or
benefit; a business can expect continued
repurchase when the customer is satisfied
through the provision of value or benefit.

Fifth, testing ‘Trust will have significant effect
on Loyalties', showed that Trust had significant
effects on Repurchase Intention and Recommen-
dation Intention. It is thus determined that
a strategically well managed brand should be
able to strengthen brand loyalty by heightening
its reliability thereby increasing its consumer
usage and emotional ties to its identity.

Therefore, empirical analysis shows that
customer satisfaction, reliability, and co-branding
have effects on loyalty. This study has verified
that customer satisfaction and trust increase
loyalty, inducing repurchase and recommen-
dation intention. In order for medium and small
traders and manufacturers to achieve competiti-
veness, then, their strategic planning must
improve customer satisfaction and reliability by
consolidating the factors such as product,
quality, price, place, and promotion through
co-brands.

The results of this study allow medium and
small traders and manufacturers, as well as
related government agencies, to reflect on the
appropriate business strategies. They need to
consider the following facts.

First, a management company for the promotion
of co-branding should be incorporated as
a cooperative cartel. In order to establish such
a management company, it is necessary to
change the enforcement regulations of ‘The
Law Related to Monopolization Control and
Fair Trades’ Article 19 Clause 1 No. 1, No. 6
and No. 8 to prevent limiting the establishment
and business activity of any co-brand
management company.

Second, approval from the Fair Trade Com-
mittee should be necessary to carry out the co-
brand business. It must be demonstrated that
the management company had not been
designed to pursue profit through monopoly but
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to create social value by improving and
maintaining quality and providing instruction in
and supervision of service improvement in
order to prevent unethical business practices.

Third, for medium and small traders and
manufacturers to effectively use marketing
strategies (such as cut down of fixed allowance,
joint sales, and joint publicity) during the initial
market entry of their co-brands, they need to
hold presentations, seminars on successful co-
brands, co-brand fashion shows, a general
exhibition on agricultural co-brand products,
and information on the private contract system
for government funded co-brands.

Fourth, It is necessary to consolidate the
government support policy for Co-Brand.
Currently, the Medium and Small-sized Busi-
nesses Administration is providing support
through programs like the Co-Brand Product
Development and Facility Extension, the Co-
Brand Design Development Fund, the Raw and
Subsidiary Material Purchase Funds for
Production of Co-Brand Products, the Export
Finances for Promoting Export of Co-Brand
Products, the Extension of In organization
Funds for Setting Up ERP and SCM, and the
Tuition Support for Using CRM. It will be more
helpful to medium and small traders and
manufacturers if tax exemption support is
offered, such as a tax exemption on leases or
transfers of Co-Brands or an exemption on
investment tax for funds invested as development,
Co-Brand publicity, and promotion. Additional
policy support projects, such as management
instruction and consulting support for the
establishment and operation of a co-brand
management company will be helpful.
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THE EFFECTS OF CO-BRAND MARKETING MIX STRATEGIES ON
CUSTOMER SATISFACTION, TRUST AND LOYALTY FOR MEDIUM AND
SMALL TRADERS AND MANUFACTURERS

Ki-Pyeong Kim, Yoo-Oh Kim, Min-Kweon Lee, Myoung-Kil Youn

Due to Korea’s recent economic depression, polarised consumption, and intensifying competition,
its medium and small traders and manufacturers find it increasingly difficult to compete for sales in
the domestic and foreign markets. The reality is that their survival is being threatened by the
weakness of their brand power compared to that of large businesses and global enterprises. As the
brand has become a key method for identifying products and guaranteeing quality owing to the
spread of the Internet, the position of medium and small traders and manufacturers with relatively
weak brand power has become tenuous. Accordingly, securing the brand marketing function is
becoming a crucial factor for those medium and small traders and manufacturers who wish to leap
into the middle ranks through sales increases and business stabilization achieved by market
extension.

Therefore, this study presents a model that clarifies the effect of the Co-Brand Marketing Mix
Strategy when used by medium and small traders and manufacturers on customer satisfaction and
loyalty and offers hypotheses to clarify the relationship among variables by examining previous
studies on co-brand, the Marketing Mix Strategy, customer satisfaction, trust, and loyalty. The fact
that customer satisfaction increases loyalty, thus triggering repurchase intentions and
recommendation intentions, will also be verified. This paper is, therefore, clearly different from
existing studies targeting large, medium, and small businesses since it focuses on medium and
small traders and manufacturers. The significance of this study is in its assertion that the co-brand
strategy can become a method for medium and small traders and manufacturers to secure their
competitiveness.

Key Words: Medium and small traders and manufacturers, small- and medium-sized
businesses, co-brand marketing mix strategy, customer satisfaction and loyalties.

JEL Classification: M31, O53, C44.
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FAKTORY OVL!VNUJiCi KUPNI CHOVANI
SPOTREBITELU A JEJICH VYZNAM

PRO PODNIKY

Josef Novotny, Pavel Duspiva

Uvod

Faktory, které ovliviuji kupni chovani spotfebi-
teld, jsou pro podniky velice vyznamné, protoze
na zakladé téchto faktorl je mozné dobfe
zaméfit obchodni politiku, kterd by tak méla
vést k lepSim obchodnim vysledkim napf.
ke zvySeni objemu trzeb, podilu na trhu, rozsi-
feni portfolia klientd.

Kazdy Clovék je spotfebitel a pro kazdého
spotfebitele jsou kliCové jiné faktory, které
ovliviiuji jeho kupni chovani. Teorie i praxe
v dnesni dobé postrada vétsi propojeni mezi
podnikem a spotfebitelem, zalozené na seg-
mentaci podle vhodnych segmentacnich kritérii.
Na detailni popis segmentacnich kritérii upozor-
fiuje Koudelka [18]. V fadé oborl pravé toto
propojeni véetné vyzkum, které by usnadnily
rozhodovani podniku, je nedostateéné. Existuje
fada vyzkumui zamérenych na zivotni styl, oblé-
kani, koufeni, stravovani apod., ale vyzkumy
v€etné modell a faktorG ovliviiujici kupni cho-
vani spotfebiteld u mnohych vyrobnich odvétvi
chybi. Na problematiku kupniho chovani spo-
tfebiteld upozorfiuje nékolik vyznamnych
autord jako napf. Kotler, Armstrong [16], Solo-
mon [31], Stavkova [32]. Pfedpokladem je, ze se
spotrebitel bude rozhodovat racionalné a bude
maximalizovat celkovy uZitek, jenz je spojovan
s kombinaci statki a sluzeb, které vyrobek
doprovazi. Podle Hese [10] je vSak spotrebitel
limitovan pfi svém rozhodovani, a to prfedevsim
finanénimi prostfedky. V fadé oborll propojeni
podnikd a spotfebitelll v€etné vyzkumu jejich
chovani, které by usnadnily rozhodovani mana-
gementu podniku, je nedostate¢né.

Existuje fada vyzkum( na Ceském trhu,
zamérenych na Zivotni styl, oblékani, koufeni
a stravovani spotrebitelll. Napf. Simova [30]
se zabyvala vyzkumem hodnoty pro zékaznika

u sortimentd odéva, Kozéak [19] zkoumal pficiny
poklesu spotfeby piva v CR, Puplanova
a Simova [28] se vénovaly faktordm spokoje-
nosti zakaznikd v cestovnim ruchu, Matusikova
[23] analyzovala vnimani spotfebitelskych prav
mladou generaci. U mnohych odvétvi vyzkumy
postoju spotfebitelt v8ak chybi. Dosud nebyly
provedeny vyzkumy faktor( ovliviujici kupni
chovani spotfebitelt v propojeni na segmentaci
trhu, které by byly podkladem pro modely,
jejichz vyuziti by umoznovalo podnikim vhodné
zaméreni obchodnich, inovaénich a marketin-
govych aktivit. Cilem ¢&lanku je, na zéakladé
vlastniho vyzkumu, takové modely formulovat.

Pro vyzkum faktord ovliviujici kupni chovani
spotrebiteld bylo vybrano odvétvi bytovych
doplikd a vybaveni domacnosti. Témér kazdy
obcan je nebo byl, spotfebitelem tohoto odvétvi.
Také pocet vyrobnich a obchodnich podnikd
v uvedeném odvétvi je v Ceské republice
vysoky. Pesto, Ze je toto odvétvi v CR $iroké co
do poctu vyrobnich podnikd, sortimentu vyrobkd
a obchodni sité, chybi dosud praktické vyzkumy
chovani spotrebitelll v této oblasti. Uvedené
odvétvi je pfevazné podporovano reklamou
v médiich, tisku, apod., ale chybi poznatky
o propojeni vztahu podniku a kone¢ného spo-
tfebitele. Clanek obsahuje vysledky vyzkumu
chovani spotrebitelll a jejich preferenci v této
oblasti a vypracované modely, které vyjadfuji
rozhoduijici faktory ovliviiujici kupni chovani spo-
tfebitell. Vyuziti modeltd umozni podnikaim efek-
tivnéjsi rozhodovani pfi inovaci vyrobkud, zamé-
feni obchodni politiky a marketingovych aktivit.

1. Faktory, segmentace a indexy
spokojenosti u spotrebitelt

Pro kazdého spotfebitele jsou dllezité jiné fak-

tory, je to dano napf. vékem, pfijmem, pohla-

vim, bydlistém. Pro snadnéjsi urceni kli¢ovych
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faktorl slouzi segmentace trhu. Podle pfedem
uréenych segmentacnich kritérii a zjiSténych
faktor(i je mozné kvalitnéjsi rozhodovani mana-
gementu podniku.

1.1 Faktory ovliviiujici kupni
chovani spotiebitelt

Dnesni spotfebitel je doslova zaplaven tisici
produkty a sluzbami, které se na trhu nabizeji.
Avs$ak kazdy z nich je limitovany finan¢nimi pro-
stfedky a poznavaci kapacitou. Proto je tfeba
identifikovat potfeby spotfebitelll. Management
podniku, hlavné za podpory marketingovych
pracovnikd, musi rozumét jejich volbam: co si
o tom spotrebitel mysli, co chce, co déla a jaké
ma obavy. Marketingovi pracovnici museji také
sledovat, koho spotiebitelé obdivuji a kdo je
ovliviiuje, aby bylo dosaZeno co nejlepSich
vysledku. [16]

Dale do vztah( se spotfebiteli vstoupil feno-
mén internet a s nim spojené sluzby, které se
promitaji do jejich kupniho chovani. Spotrebi-
telé, pfipadné segmenty spotfebitell, hlavné
podle véku, maji riznou Uroven znalosti a zku-
Senosti s timto mediem, coz se projevuje
v jejich kupnim chovani a ndvazné i v rozhodo-
vani managementu podniku. Jako pfiklad Ize
uvést frekvence nakupu pfes internet. [13]

Solomon [31] déli faktory ovliviujici kupni
chovani spotfebitelll do péti hlavnich skupin
a to na: kulturni, spole¢enské, osobni, psycho-
logické a situaéni.

Kulturni faktory se dale déli na kulturu, sub-
kulturu a spoleéenskou vrstvu. Kultura predsta-
vuje hodnoty, pfesvédéeni, zvyky a vkus, kte-
rym uréita skupina spotfebitelll pfisuzuje
dllezitost. Kulturu reprezentuji pfijemné uda-
losti jako je svatba, ale i nepfijemné, jako je
tfeba pohfeb. Kazda tato udalost je spojena
s kulturou a nese urcita specifika, ktera jsou
typicka pro uréitou skupinu spotfebiteld, ktera
jim pfisuzuje odliSny vyznam a prabéh. Kazda
kultura zahrnuje mensi subkultury. Tyto skupiny
spotrebitelll jsou charakterizované prevazné
narodnosti, ndbozenstvim, rasou a geografic-
kou oblasti. Pravé kazda subkultura vytvafi
trzni segmenty, které jsou zajimavé pro vyzkum
spotfebniho trhu. V nékterych zemich podniky
pfimo na miru pfipravuji produkty, aby tyto seg-
menty uspokojily v jejich potfebach. V kazdé
spole¢nosti jsou néjaké spoleCenské vrstvy,
které maji urcitou strukturu. Zpravidla se vyzna-
&uiji trvalymi a usporadanymi skupinami. Clenové
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téchto skupin sdileji podobné hodnoty, zvyky,
tradice a spole¢enské chovani. Z pohledu mar-
ketingu jsou spolecenské vrstvy velice zaji-
mavé, protoze se vyznacuji podobnym kupnim
chovanim. To usnadfuje pracovnikim marke-
tingu jejich praci, protoze dokazi zacilit svoje
marketingové strategie napf. na €leny spole-
Censké vrstvy, ktefi jsou zajimavé pro vysoky
pfijem. Problematiku kulturnich faktor(i nalez-
neme napft. v [27], [5], [21], [31] a [16].

Nasleduji spoleCenské faktory, které zahr-
nuji skupiny, rodiny, role jednotlivce ve spole¢-
nosti a jeho spoleCensky status. Na kazdého
jednotlivce pusobi fada rtizné velkych skupin,
at je jejich ¢lenem nebo neni. Dal$im spolecen-
skym faktorem je rodina. Ta je povazovana
za rozhodujici kupni organizaéni jednotku spo-
jenou pravé s nakupovanim spotfebniho zbozi
a sluzeb. Podle kupniho chovani Kotler a Keller
[17] rozliduji dva typy rodin orientacni a repro-
dukéni. Pro orienta¢ni rodinu je typické, ze
se sklada z rodicu a jejich déti. Reprodukéni
se vyznacuje souzitim s partnerem a détmi.
Posledni skupinu spoleéenskych faktord tvofi
role jednotlivce ve spolecnosti a jeho spolecen-
sky status. Role mGze byt dana, avSak Clovek
v prabéhu Zivota pfijima role nové. Zména role
spotfebitele mlze vést zasadné ke zméné v kup-
nim chovani, kterou m(ize ovlivnit napf. narozeni
vlastniho potomka. Status vyjadfuje postaveni
spotrebitele ve spoleénosti. Témito faktory nebo
nékterymi diléimi ¢astmi se vénuiji néktefi autofi
jako je Hubinkova [12] a Ronner [29].

Dal$i skupinu tvofi osobni faktory, jako je
vék, zaméstnani, ekonomicka situace, zivotni
styl a osobnost a pojeti sebe sama. Prvni
v poradi v této skupiné je vék, ktery je velice
vyznamnym faktorem s vlivem na kupni cho-
vani jednotlivych vékovych skupin véetné
zmén, které v prabéhu véku spotfebitelé pro-
vadi. Dale je to zaméstnani, které produkuje
pfijem, ktery dal rozviji a ovliviiuje kupni cho-
vani spotrebitelll. Nasleduje velice kliCovy
osobni faktor a to ekonomické situace spotrebi-
tele, ktera je v trznich podminkach dominantni.
Tuto skupinu doplfuje Zivotni styl, ktery je
hlavné limitovan penézi a ¢asem spotfebitele.
Osobnost a pojeti sebe sama, vychazi ze sku-
te€nosti, ze kazdy spotfebitel ma jedinecnou
osobnost a kazdy z nich se rozhoduje jinak.
Vyznam osobnich faktord zdGraznuji napf.
autofi Thaler a Sunstein [33] a Hawkins [8].
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Predposledni skupinu faktor( tvofi psycho-
logické faktory, které v sobé zahrnuji motivaci,
vnimani, uceni, pamét, prfesvédceni a postoje.
Motivaci je pfisuzovana velika dualezitost pfi
koupi produktl a sluzeb. Na motivaci navazuje
vnimani, protoze pravé na zakladé vnimani
spotrebitelé tfidi, vybiraji a pfedavaji informace.
Dale ovliviiuje spotfebitele u€eni, které se tak-
téz projevuje v kupnim chovani. S u¢enim tzce
souvisi pamét, na jeji dlilezZitost je kladen daraz
v reklamé a na uceni navazuji faktory presvéd-
¢eni a postoje. Kazdy spotfebitel totiz zaujima
jiné pfesvédceni a postoje v riznych oblastech
zivota. Vyznam témto faktorm uvadéji Vyse-
kalova [36], Clegg [3] a Tosi [35].

Situaéni faktory jsou posledni skupinou fak-
torq, ktera se zna¢nym vlivem podili na procesu
spotrebitelského rozhodovani. Do skupiny situ-
acnich faktorG patfi prvky fyzického prostredi,
socialni okolnosti, ¢as, druh Ukolu a pfedchozi
stavy. Marketingovi pracovnici by méli brat
v potaz tyto faktory, tfebaze na prvni pohled
nemuseji pfi prodeji svych vyrobkl nebo posky-
tovani sluzeb spotrebitelim pUlsobit kliCové.
Dobra znalost této skupiny faktora urcité pfi-
spéje, Ci jiz v nékterych oblastech pfispiva,
k lepSi podpore prodeje vlastnich produktd a slu-
Zeb. Avsak fyzické prostfedi evokuje v zédkazni-
kovi rozhodnuti, zda bude reagovat na pro-
stfedi prodejny pozitivné nebo negativné. Na
spotfebitele také plsobi cizi osoby, které jsou
pfitomné v procesu rozhodovani, potom hovo-
fime o socialnich okolnostech. Dnes spotfebi-
telé travi vyznamnou ¢ast svého zivota
v zaméstnani a proto faktor ¢asu je velice dule-
zity v procesu kupniho chovani. Nasleduje druh
Ukolu, na to upozorfiuje Koudelka [18], ktery
tvrdi, Ze dochazi ke znaénym zménam v kup-
nim chovéni v pfipadé, Zze kupujeme vyrobek
pro sebe, nebo pro nékoho jiného. Poslednim
skupinu situa¢nich faktor( tvofi pfedchozi
stavy, coz jsou momentalni nalady spotfebitele.
Na dulezitost situacnich faktord upozoriuje
napf. Solomon [31].

1.2 Segmentace spotiebitel

Segmentace je velice vyznamna a usnadnuje
rozhodovani podniku na zékladé segmentl
spotfebitell, ktefi jsou do segmentl zaclenény
podle zvolenych segmentaénich kritérii. Kou-
delka [18], doporucuije hledat a poznavat takové
skupiny spotfebitell, které splfiuji dva podstatné
atributy. Prvni z nich se diva na spotrebitele,

ktefi jsou si co nejvice podobni v kupnim cho-
vani, tzn., jsou co nejvice homogenni. Druhy
atribut pfisuzuje spotfebitelim, ktefi jsou nao-
pak ve svém kupnim chovani co nejvice odlisni,
tzn., jsou vlci sobé heterogenni. Podobné defi-
nuji segmentaci i dalsi autofi napf. Pelsmacker
[26], Kotler a Keller [17] a Barta [1]. AvSak
Kotabe a Helsen [15] upozorfiuji, Zze segmen-
tace by méla mit Sest zakladnich atributd, které
jsou charakteristické pro kazdy segment —
identifikovatelnost, velikost, dostupnost, stabi-
litu, vnimavost a stiznosti (od spotrebitell).
Vyznamnou ¢&ast segmentace tvofi seg-
mentacéni kritéria. Pravé pfi hlubSim poznavani
jednotlivych trznich segmentd, je dobré se neo-
mezovat jen na néktera segmentacni kritéria,
ale je tfeba hledat i dalSi rozdily, které poslouzi
k lepSimu poznani kupniho chovani spotfebi-
telt. Koudelka [18] rozdéluje segmentaéni kri-
téria do dvou hlavnich skupin na tradi¢ni
a netradiéni segmentaéni kritéria, kde do tradic¢-
nich zahrnuje demograficka, etnografickd, fyzi-
ograficka a geograficka kritéria a netradi¢ni déli
do dvou skupin na psychograficka a behavio-
ralni. DalSi autofi jako Tomek a Vavrova [34],
Foret a Stavkova [6], Hawkins [9], Loudon
a Della Bitta [21], Foret [7], Boyd [2], Clow
a Baack [4], Jobber [14] a Machkova [22] se
zminuji taktéz o segmentacnich kritériich,
av$ak ne tak podrobné jako Koudelka [18].

2. Metodologie vyzkumu

Koncepce vyzkumu vychazela ze souéasnych
poznatkd teorie a praxe souvisejici s faktory,
které maiji vliv na kupni chovani spotrebiteld.
Pfed zahajenim vyzkumU u spotfebitelt a pod-
nikl byl proveden predvyzkum, ktery se zamé-
fil na faktory ovliviujici kupni chovani spotrebi-
tel( pfi nakupu spotfebniho zbozi. Pfedvyzkum
se uskutecnil v mésicich dubnu a kvétnu v roce
2010. Segmenty spotfebitell tvofili manaZzefi
podnikll a studenti Fakulty ekonomicko-
spravni. Vyzkum byl proveden pomoci dotazni-
kového Setfeni. Ziskano bylo spravné vypiné-
nych 132 dotaznikl od manazerl a 100
dotazniki od studentl. Pro pozice manazeri
nebyla stanovena pfesna kritéria, nebylo tak
rozliSovano, zda se jedna o top management,
stfedni management nebo niz$i pozice mana-
gementu. Hlavni podminkou bylo, ze respon-
dent plsobi na manazerské pozici. Segment
studentt tvofili studenti prvniho ro¢niku nava-
zujiciho magisterského studia. Vyzkum byl
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pomérné rozsahly, dotaznik obsahoval 41
vyzkumnych otazek, tykajicich se kupniho cho-
vani spotfebitell. Hlavnim cilem pfedvyzkumu
bylo zjistit, zda jsou v dotazniku spravné polo-
zeny zkoumané otazky a respondenti nemaji
problémy s vyplnénim dotazniku. Provedeny

m Obecny tvar modelu
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pfedvyzkum poslouzil jako vstup do zkoumané
problematiky a pfispél k utvofeni predstavy
o feSeni modelu faktord ovliviujici kupni cho-
vani spotfebitell. Obecny navrh modelu, ktery
vyplynul z pfedvyzkumu, je znazornén na
obrazku 1.

Segment
spotiebitelt |

Segment
spotiebitel Il

Vybrané Vybrané
faktory faktory
Shodné
faktory
Neshodné Neshodné
faktory faktory

Pro vlastni vyzkum chovani spotrebitell
a nasledné podnikl bylo vybrano odvétvi byto-
vych doplikl a vybaveni domé&cnosti, jak jiz
bylo zminéno v Gvodu. Byly upfesnény védecké
metody pro zpracovani vysledkd vyzkum
a konstrukci model(. Jednalo se hlavné o ana-
lyzu, kterd byla vyuZita pfi reSersi odborné lite-
ratury, zabyvajici se kupnim chovanim spotfebi-
teld a jeho wvyuziti pfi manazerském
rozhodovani. Na to navazovala metoda brain-
storming pro vybér vyznamnych faktorl cho-
vani spotrebitelll a metoda konkretizace, kterou
se pocet faktorl pro vyzkum zptesnil. V ramci
vyzkumu se uskutecnila dvé dotaznikova Set-
feni a to nejdfive u spotfebiteld a po jeho
vyhodnoceni u podnikd. Podniky byly vybrany
podle pfedem stanovenych kritérii a tim byl pro-
veden empiricky vyzkum, kvantitativni vyzkum
poslouzil k potvrzeni nebo vyvraceni zvolenych
hypotéz. Vzniklé vztahy mezi faktory upfesnil
kvalitativni vyzkum a metoda komparace.
Posledni vyznamnou pouzitou metodou bylo
modelovani, jehoz vysledkem bylo vytvofeni
modell kupniho chovani spotfebitelli, které

Zdroj: [23]

mohou byt vyuZity pfi rozhodovani manage-
mentu podniku v obchodni politice. Pfi
vyzkumu, hodnoceni vysledkl a feSeni modell
byly vyuZity i principy logiky a logického mys-
leni, zejména pfi aplikaci metod, které na sebe
parové navazuji, jako je analyza-syntéza,
indukce-dedukce a abstrakce-konkretizace.

3. Charakteristika vyzkumu

u spotiebitelt
Nejdfive byla pfesné vymezena kritéria pro
vyzkum, ktera urovala, ze se muselo jednat
0 spotfebitele s trvalym bydlistém v Pardubic-
kém a Kralovehradeckém kraji a vék respon-
denta musel byt 18 let a vice.

Po stanoveni kritérii byl uréen vzorek poctu
respondentd podle vzorce pro neznamé slozeni
respondentd, ktery uvadi Kozel [20].

nz(z2*prq)/a2 (1)

kde n je minimalni pocet respondentd;

kde p, g jsou v procentech pocty respon-
dentl znalych problematiky, resp. pfiklanégjicich
se k varianté jedné (p) a neznalych, pfip.
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pfiklanéjicich se k varianté¢ druhé (q), pokud
tato Cisla presné nezname, musime vytvofit
soucin p x g maximalni, tedy 50 % x 50 %;
kde A je nami stanovend maximalni pfi-
pustna chyba;
kde z kriticka hodnota normovaného normal-
niho rozdéleni pfi zvolené hladiné vyznamnosti.

Pro vypocet minimalni velikosti vzorku byla
stanovena spolehlivost 95 % (vybrané kvantily
normovaného normalniho rozdéleni nalezneme
pro konstrukci 95% intervalu spolehlivosti hod-
notu 1,96 [11]) a pfipustna chyba byla 5%. Na
zakladé téchto udaji byl vypocten nasleduijici
vysledek:

nx (1,962 *0,5*0,5) /0,052
n= 384

@)

Z vysledku vyplyvd, ze aby byl vyzkum
reprezentativni podle zvolenych kritérii, je
treba, aby se vyzkumu zucastnilo 384 a vice
respondentd.

Vyzkum byl proveden nahodné na zékladé
dotaznikového Setfeni v uvedenych dvou kra-
jich Ceské republiky. Spravné vyplnénych
a odpovidajicich zvolenym kritériim pro vyzkum
bylo ziskano od 440 respondentl. Pocet
spravné vyplnénych dotaznikll byl dostate¢né
reprezentativni, protoze podle pfedem stanove-
nych kritérif jich bylo vice jak 384.

Ze 440 respondentt se vyzkumu v absolut-
nim vyjadreni zi¢astnilo 284 Zen a 156 muzd.
Podle véku byli respondenti rozdéleni do Sesti
skupin, do 20 let bylo 47 respondentu, nejpo-
CetnéjSi skupinou byli respondenti ve véku
od 21 do 30 let, kterych bylo 155, nasleduji res-
pondenti od 31 do 40 let, kterych bylo 91,
po nich ve véku 41 az 50 let v poctu 51, pred-
posledni skupinu tvofili respondenti ve véku
od 51 do 60 let v poctu 48 a posledni skupinu
tvofili respondenti starsi 61 a vice let, kterych
bylo taktéz 48. Nasleduje charakteristika podle
vzdélani, kde byli respondenti rozdéleni to Ctyr
skupin a to s maturitou, kterych bylo 261
(do této skupiny byli zahrnuti respondenti se
vzdélanim z VOS), nasleduje 105 vysokoskol-
sky vzdélanych, tfeti nejpocetnéjsi skupinu tvofi
respondenti bez maturity v poétu 62 a posledni
skupinu tvofi respondenti bez vzdélani, kterych
bylo pouze 12. Z hlediska vy$e pfijmd 151
uvedlo do 10 000KG, je tfeba brat ohled na to,
Ze vyzkumu se zuUgastnilo 122 studentd,
do 20 000 odpovédélo 138, do 30 000 K¢ v poctu

67, pfijem nad 30 000 K¢& uvedlo 27 a posledni
skupinu tvorili respondenti, ktefi neuvedli svij
pfijlem a to v poc¢tu 57. Déle byli respondenti
tdzéni, z jakého kraje pochéazi. Vzhledem
k tomu, zZe jednim z kritérii vyzkumu je, Ze res-
pondent musi byt bud z kraje Kralovéhradec-
kého, anebo Pardubického, byli respondenti
z jinych kraja z vyzkumu vyfazeni. Proto jsou
zde hodnoceny jen dvé skupiny dotazovanych.
Pocet respondentl z kraje Kralovéhradeckého
bylo 120 a z Pardubického 320. Dal$i v poradi
je rozdéleni tazanych do skupin podle poctu
obyvatel v obci, kde maji trvalé bydlisté. Nejvice
respondentd 162 uvedlo, Ze Zije v obci do 3 000
obyvatel. Po nich nasleduje 131 respondentt
s poctem obyvatel nad 50 001 a vice. Nasle-
duje dalSi skupina dotazovanych zijicich
v obcich s po¢tem obyvatel od 3 001 do 20 000,
kterych bylo 113. Posledni skupina se tyka
34 respondentd, ktefi Ziji v obcich s poétem
obyvatel od 20 001 do 50 000. Predposledni
rozdéleni respondentl bylo podle jejich sou-
¢asného rodinného stavu. Nejvice z nich
uvedlo moznost svobodny/a v poétu odpovédi
203 (je tfeba brat ohled na to, ze vyzkumu se
zU¢astnilo 122 studentt). Druzi v pofadi jsou
respondenti, ktefi Ziji v manzelstvi, Cili
Zenaty/vdand, kterych je 188. S velkym odstu-
pem za témito skupinami nasleduji respondenti
rozvedeni s 33 odpovédmi a posledni skupinu
tvofi vdovec/vdova s poctem 16 odpovédi.
Posledni rozdéleni respondentd bylo podle
poctu ¢lentl v doméacnosti. Dotazovani byli roz-
déleni do péti skupin. Respondenti Zijici v jed-
noclenné domacnosti 30, dvouclenné 128, tfi-
¢lenné 100, dtyfclenné 136 a vice c&lenné
domécnosti to je 5 a vice ¢&lend se tykalo
46 respondentd.

Dotaznik obsahoval 25 vyzkumnych otdzek
a délil se na dvé hlavni ¢asti. Prvni ¢ast se
tykala faktor ovliviujicich kupni chovani spo-
tfebitell pfi nakupu bytovych doplhkl a vyba-
veni domacnosti. Druh& ¢ast se zabyvala soci-
alné demografickymi daty spotfebitell, jejichz
charakteristika je popsana v predchozim
odstavci. Prvni ¢ast dotazniku méla charakter
vyzkumnych otazek, z nichz hlavni a kli¢ovou
otazkou celého dotaznikového Setfeni u spotie-
bitelti byla otazka é&islo 2 ,Cemu davate pred-
nost pfi vybéru bytovych doplikl a vybaveni
domacnosti?“, kde respondenti museli obodo-
vat 15 vybranych faktord podle vyznamnosti
na péti bodové hodnotici Skale, kde 1 bod zna-
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menal nejméné vyznamny faktor a 5 nejvy-
znamnéjsi faktor. Vysledky odpovédi k této
otazce jsou v tabulce 1. Vyhodnoceni bylo pro-
vedeno nasledovné: body byly nasobkem
poctu odpovédi, napf. kdyz 10 respondentd
dalo kvalit¢ 3 body tak 10 x 3 = 30 bodq,
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30 respondentll ohodnotilo kvalitu 4 body, tak
30 x 4 = 120 bodl. Tyto body byly seéteny
u jednotlivych faktorl. Z vysledkl této otazky
byly vytvofeny modely, které nasledné byly
ovéfeny v podnicich se zamérenim na bytové
dopliky a vybaveni domacnosti.

Vyznam faktord podle poctu ziskanych bodt

Poradi Faktor Body Body v %
1 Kvalita 1859 8,78
2 Cena 1726 8,15
3 Design 1694 8,00
4 Zaruka/servis 1663 7,86
5 Zkusenost/udrzba 1 555 7,31
6 Barva 1483 7,01
7 Slevy 1470 6,94
8 Misto/dostupnost 1469 6,93
9 Doporuceni 1375 6,50
10 Znacka 1 305 6,16
11 Pivod 1277 6,03
12 Recenze/odborné ¢lanky 1220 5,76
13 Novinky/moderni trendy 1217 5,75
14 Reklama/propagace 936 4,42
15 Obal 919 4,34

3.1 Vypracovani modeld

Na zakladé vysledkl ziskanych z dotaznikového
Setfeni u spotrebiteld byly vytvofeny dva modely
— model shodnych a neshodnych faktor(
a model pavuciny, oba modely byly vytvofeny
s vyuzitim socidlné demografickych otazek.

Model shodnych a neshodnych faktort

V prvnim kroku byla provedena segmentace
spotrebitelll na zékladé zvolenych segmentag-
nich kritérii. Tato segmentacni kritéria byla sefa-
zena tak, aby se ziskalo co nejvice informaci
o respondentech (spotfebitelich). U modelu
shodnych a neshodnych faktorl je segmentace
zalozena na demografickych segmentacnich
kritériich. Tato demograficka segmentaéni krité-
ria jsou sefazena v modelu od jednoznacné zji-
stitelnych (pohlavi) az po slozité zjistitelnych
(bydlist8). Razeni kritérii je zamémé, protoze
ma pomoci podniklim pfi sestavovani dotaznik(
a jejich vyhodnoceni.

Zdroj: vlastni Uprava podle [25]

U modelu shodnych a neshodnych faktor(
jsou segmentacni kritéria sefazena nasledovné
podle:

1. pohlavi,

véku,

vzdélani,

pfijmu,

rodinného stavu,

poctu ¢lend v domacnosti,

poctu obyvatel,

kraje, z kterého respondent pochazi.

U kazdé zvolené segmentace bylo hodno-
ceno 15 vybranych faktor(, které jsou uvedeny
v tabulce 1, které maiji vliv na kupni chovani
spotrebiteld pfi nakupu bytovych doplnikud
a vybaveni domécnosti. Faktory jsou sefazeny
podle poctu bodu, které jednotlivé faktory zis-
kaly podle zvolené segmentace. Na zakladé
téchto udaju byl vytvofen nasledujici model
shodnych a neshodnych faktorll na obrazku 2.
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m Model shodnych a neshodnych faktor v segmentu pohlavi

Pohlavi

~

Dale byly uréeny shodné a neshodné fak-
tory u v8ech vySe uvedenych segmentacnich
kritérii, u kterych bylo vyhodnoceni provedeno

mace jsou v [25].

Model pavuéiny

Jedna se o model, ktery byl taktéz zpracovan
v navaznosti na vysledky z dotaznikového Set-
feni u spotrebitelll. Model je zndzornén na
obrazku 3. Podstata modelu spociva v urceni,
bytovym doplikam a vybaveni domacnosti) pfi
kupnim chovani spotfebiteld. Tento model ope-
ruje pouze s prvnimi Sesti faktory z patnacti (viz
Tab. 1), které jsou u zvoleného segmentu sefa-
zeny podle preferenci spotfebitel(. Pro tento

— 7| Pohlavi |
Zeny
1. kvalita
2.cena
5. zkudenost
7. misto —<—
11. pivod
14. reklama
15. obal
1. Kvalita 1. Kvalita
2. Cena 2. Cena
3. Zaruka 3. Design
4. Design 4. Zaruka
5. ZkuSenost 5. ZkuSenost
6. Slevy 6. Barva
7. Misto 7. Misto
8. Znatka 8. Slevy
9. Barva 9. Doporuceni
10. Doporuceni 10. Znacka
11. Pavod 11. Pavod
12. Recenze 12. Novinky
13. Novinky 13. Recenze
14. Reklama 14. Reklama
15. Obal 15. Obal
v
Zdroj: [25]

model byla zvolena segmentace podle véku
spotrebitelll, rozdélenych do Sesti vékovych
skupin. Jedna se o faktor, ktery obchodnik nebo
prodavajici midze poznat bez pfedchoziho dota-
zovani spotfebiteld.

4. Charakteristika vyzkumu
u podniku
Stejné jako u vyzkumu spotiebitelt byla i pfi
vyzkumu u podnik stanovena pfesna kritéria,
aby byl vyzkum reprezentativni a mél co nejvice
vypovidaci schopnost. Podniky musely spinit
nasledujici kritéria vyzkumu:
= kritérium Gzemi — byly zvoleny podniky
pusobici na tzemi Ceské republiky,
= kritérium velikosti podniku — podniky
musely mit 10 a vice zaméstnancl
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z dlvodu predpokladu, Ze podniky majici

vétsi pocet zaméstnancli budou nékteré

z nich zapojovat do marketingovych aktivit

podniku, pfi¢emz dotazovany musel praco-

vat v nejuzsim managementu podniku,

m  kritérium pravni formy — podnik musel mit
pravni formu spole¢nost s ru¢enim omeze-
nym nebo akciovou spoleénost z divodu
pfedpokladu existence marketingového
oddéleni v podniku, pfipadné jiného oddé-
leni, napf. obchodniho, které ma marketin-
gové aktivity na starosti, pfi neexistence
tohoto oddéleni alespon néjaky zaméstna-
nec musel byt povéfen marketingovymi
aktivitami,

= Kkritérium pfedmét podnikani — vybrany byly
podniky, jejichz hlavnim pfedmétem podni-
kani je vyroba, prodej, distribuce a zpro-
stfedkovatelska €innost bytovych doplfikud
a vybaveni doméacnosti.

Vytvofeny dotaznik mél &tyfi Casti, kde
prvni ¢ast ovéfovala uréena kritéria, druha ¢ast
se zabyvala stanovenymi hypotézami, tfeti ¢ast
se vztahovala k modelim a jejich ovéfenim
v podnikové praxi a ¢tvrta ¢ast ovérovala nazev
podniku a zajem podnikl o vysledky z vyzkumu.
Sestaveni dotazniku v€etné stanoveni hypotéz
bylo provedeno na zakladé vysledkll ziskanych
z dotaznikového Setfeni u spotfebitell. Dotaz-
nikové Setfeni probihalo osobnim dotazovanim
a bylo zahajeno v prosinci roku 2011 a ukon-
¢eno v unoru 2012 a bylo ziskdno 156 spravné
vyplnénych dotaznika.

Oveéfeni vzorku poétu podnikd bylo uréeno
na zakladé stejného vzorce jako u uréeni
vzorku poctu spotfebitell. Jediny udaj, ktery
byl, odchylny byla pfipustna chyba, ktera je
u spotrebitelll 5% a u podnikl je 8% s ohledem
na mensi vzorek.

nx=(1,962*0,5 *0,5)/0,082
nx150,1

@)

Z vysledku vyplynulo, ze vyzkum je repre-
zentativni pro stanovené Udaje, protoze se ho
zUcastnilo 156 podnik(l, které splnily zvolena
kritéria.

Prvni &ast ovéfujici stanovena kritéria vyka-
zala tyto vysledky: vSechny podniky byly na
tzemi CR z 12 krajd, zadny podniky nabyl
zastoupen z kraje karlovarského a jiho¢eského.
Podle pravni formy bylo 134 podnik{ s ruéenim
omezenym a pouze 22 podnikd s formou akci-
ova spole¢nost. Dale byl ovéfovan pfedmét

podnikani souvisejici s bytovymi doplnky
a vybavenim domacnosti, nejvice byly zastou-
peny podniky zabyvajici se vyrobou a prode-
jem. Pocet zaméstnanc(l v podnicich vychéazel
z platné legislativy EU pro uréeni malych
a stfednich podnikd podle poétu zaméstnanct
a obratu. Pro potfeby vyzkumu bylo brano jen
hledisko po¢tu zaméstnancu, kde nejvice pod-
nikll bylo s potem zaméstnancu vice jak 10
a méné nez 50 s absolutnim poétem 111, dalsi
v poradi jsou podniky s méné jak 250 zamést-
nanci, kterych bylo 30 a posledni skupinu tvofi
15 podnikll s vice jak 250 zaméstnanci.
Posledni vyzkumnou otazkou bylo, zda podniky
maji samostatné marketingové oddéleni, toto
oddéleni mélo pouze 43 a zbyvajici ¢ast v poctu
113 marketingové oddéleni neméa nebo tyto
aktivity jsou zahrnuty v jiném oddéleni napf.
v obchodnim.

V druhé ¢&asti dotazniku byly otazky pro
oveéreni stanovenych hypotéz. VSechny hypo-
tézy byly ovéfeny stejnym testem, jednalo se
o hypotézu o relativni ¢etnosti véetné stanoveni
stejné hladiny vyznamnosti alfa 0,05. [11]

B mo (1 — mo)
U= (pfn:o)/\ni

kde n normované normalni rozdéleni

kde p je zjisténa relativni Cetnost z vybéru

kde W je kriticky obor (pro o = 0,05):
U>1,645

(4)

Pro vyzkum byly stanoveny tfi hypotézy
a hodnoty dosazené do vzorcll pro ovéfeni pfi-
padné vyvraceni hypotéz jsou v tabulkach 2, 3
a 4 vyznaceny tué¢nym pismem.

Hypotéza ¢cislo 1

+VétSina obchodnich a vyrobnich podnikd se
zabyva uréovanim rozhodujicich faktora ovliv-
nujicich kupni chovani spotrebitelll podle seg-
mentl zvolenych skupin spotfebiteld.”

Za ucelem vyvraceni, €i potvrzeni hypotézy
¢islo 1 byla managementu podniku pfedloZzena
nasledujici otadzka: ,Zabyvate se uréovanim
rozhodujicich faktorQ, které maji podstatny vliv
na kupni chovani spotfebitelll, jako je napf.
cena, kvalita, design, podle pfedem zvolenych
segmentl spotfebitel?“ Nasledné byly predlio-
Zeny dotazovanym konkrétni moznosti odpo-
védi na zkoumanou otazku, kde vysledky jsou
vyjadreny v tabulce 2.
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Uréovani faktort Pocet absolutni Pocet relativni (%)
ano 104 67
ano — vyuzivame 2 1
nékdy 26 17
ne 14 9
vyuzivame dostupné vyzkumy 10 6
Celkem 156 100
Zdroj: [25]
U= (0,68-10,5)/ w: 4,496 (5)

Realizace testovaci veli¢iny U je vétsi nez
1,645. Proto HO zamitdme a pfijimame hypo-
tézu H1, Ze vice nez polovina (tj. vétSina)
obchodnich a vyrobnich podnikl se zabyva
uréovanim rozhodujicich faktor(l ovliviujicich
kupni chovani spotfebitelll podle segmentl
zvolenych skupin spotfebitell a tedy stanovena
hypotéza byla potvrzena.

Hypotéza ¢islo 2
LUréeni preferenci faktord ovliviiujicich kupni
chovani jednotlivych segmentd spotfebitell

se promita do obchodni a inovaéni aktivity vice
jak poloviny podnik(“. Za Uéelem vyvraceni, Ci
potvrzeni hypotézy Gislo 2 byla managementu
podniku pfedloZzena nasledujici otazka: ,Ur€eni
preferenci faktort, které ovliviiuji, kupni cho-
vani jednotlivych segmentl spotfebitell
se Vam promitne, pfipadné promita do
obchodni a inovaéni aktivity podniku?“. Pro
ovéfeni hypotézy se vychazelo z vysledku
vyzkumné otazky, kde pocet jednotlivych odpo-
védi je vyjadfen v tabulce 3.

Uréovani preference faktori se promita do obchodni a inovaéni aktivity podniku

Urcovani preferenci faktort Pocet absolutni Pocet relativni (%)
ano, jiz promita 76 49
ano, promitne 46 29
ne, nepromita 34 22
Celkem 156 100
Zdroj: [25]

U= (0,49-0,5) /4 w =-0,2498 (6)

Realizace testovaci veli¢iny U je mensi nez
1,645 a HO nezamitdme. Nepodafilo se nam
tedy prokazat, ze by se uréeni preferenci fak-
tort ovliviujici kupni chovani jednotlivych seg-
mentl spotiebiteld promitalo do obchodni
a inovacni aktivity vice jak poloviné podnikd,
tedy stanovena hypotéza nebyla prokazana.

Hypotéza ¢islo 3

sVétsSina podnikGi nevyuziva sluzeb externich
marketingovych firem k marketingovym vyzku-
mUm spotiebiteld“. Za ucelem vyvraceni, Ci

potvrzeni hypotézy ¢islo 3 byla managementu
podniku pfedlozena otazka souvisejici s vyuzi-
vanim sluzeb externich marketingovych firem:
»Vyuzivate spoluprace externich firem k marke-
tingovym vyzkumim spotfebiteld a podpore
prodeje vyrobk(?“. | tato hypotéza nabidla
moznost respondentim zvolit nejvhodnéjsi
odpoved, ktera vystihuje jejich sou¢asnou situ-
aci v podniku souvisejici s poloZzenou otazkou.
Pro ovéfeni hypotézy se vychazelo z vysledku
vyzkumné otazky, kde pocet jednotlivych odpo-
védi je vyjadien v tabulce 4.
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Spoluprace externich firem

Spoluprace s externimi firmami Pocet absolutni Pocet relativni (%)
ano, ke kratkodobym jednorazovym akcim 28 18
ano, dlouhodobg, ale k jednorazovym akcim 15 9
ano, dlouhodobg, ale nejen k jednorazovym akcim 9 6
nevyuzivame 104 67
Celkem 156 100
Zdroj: [25]
U= (0,67-05)/ w = 4,2466 (7

Realizace testovaci veli¢iny U je vétsi nez
1,645. Proto HO zamitdme a pfijimame hypo-
tézu H1, ze vice nez polovina (tj. vétSina) pod-
nikd nevyuziva sluzeb externich marketingovych
firem k marketingovym vyzkumim spotfebitel(i
a tedy stanovena hypotéza byla potvrzena.

4.1 Ovéfeni navrzenych modelti
v podnicich

MozZnosti vyuziti modeld — model shodnych
a neshodnych faktorll a model pavuéiny bylo
ovéfeny v podnicich. S dotaznikem byly podni-
k(m pfedany i oba uvedené modely. Cilem bylo
Zjistit, zda vybrané podniky maji zajem uplatnit
navrzené modely.

Pro ovéfeni prvniho modelu byla polozena
vyzkumna otdzka: ,Je moznost vyuzit
ve Vasem podniku model shodnych a neshod-
nych faktord u kupniho chovani spotrebitelll
podle pfedem zvolenych segmentaénich kritérii
u spotfebitel(?“. U modelu shodnych a neshod-
nych faktorli 106 podnik(l uvedlo, ze tento
model v jejich podniku neuplatni. Pfesto 14
podniki uvedlo, Ze vyuzivd podobny model,
a 36 podnikl pfipustilo, Ze by uplatnilo navrh-
nuty model, ale potfebuji k tomu podrobnéjsi
informace. Zajem o tento model projevilo 32 %
dotazovanych podniku.

Vyuzivani dalSiho modelu v podnicich ové-
fovala nasledujici vyzkumna otazka: ,Vyuzili byste
nebo vyuzivate model pavuciny k rychlému
ur¢eni preference faktord u kupniho chovani
spotfebitell podle zvolenych segmentl spotre-
biteli?. Z vysledku vyplynulo, ze 117 podniku
model nevyuzije. Na druhou stranu 15 podnik{
uvedlo, ze vyuzivaji podobny model. AvSak
24 podnikd uvedlo, ze model pavuéiny vyuzije,

ale potfebuji podrobnéjsi informace. Dale

39 podnikll vyuzivd, pfipadné vyuzije k vyzku-
muam spotfebiteld podobny nebo navrzeny
model. Celkové se tedy 50 % podnikl zabyva
obdobnymi modely nebo uvazuje o vyuziti uve-
deného modelu.

Z oveéfeni modeli shodnych a neshodnych
faktor vcetné modelu pavuciny vyplynul pre-
vazné negativni nazor dotazovanych manazerd na
vyuziti modelll. Pfesto zhruba tfetina manazerG
uvedla, ze modely vyuZije a ze jim umozni lepsi
rozhodovani. Vice jak polovina manazerd projevila
zajem o podrobnéjsi nastudovani modell a meto-
diky jejich sestaveni a pfipoustéla jejich poten-
cialni pfinosy pfi rozhodovani a fizeni obchodni
politiky. Prakticka vyuzitelnost manazerskych
metod a nastrojl je dana dosavadni praxi
a kvalifikaci manazeru, jejich upfednostiiovanim
urcitych rozhodovacich a marketingovych postupd.
Zadny model nebo nastroj neni praxi pfijiman
jako univerzalni a bez vyhrad. Proto zajem tfe-
tiny manazerd o uplatnéni zpracovanych
modelll véetné jejich pfinost pro rozhodovani
v otazkach obchodni politiky lze povazovat
za pozitivni vysledek. Praktické vyuzivani modelG
a jejich Sirsi znalost mize v budoucnu pfispét
k jejich vétSimu uplatnéni v podnikové praxi.

Zaver

V trzni ekonomice v podminkach globalizace je
pro podniky nutnosti, aby se zabyvaly faktory
ovliviiujicimi kupni chovani spotfebitelt. Jed-
nou z vyhod, kterou to podniku pfinese, je kva-
litn&jsi, rychlejsi a spolehlivéj§i manazerské
rozhodovani v obchodni politice zalozené na
vyuziti uvedenych faktord.

Podniky proto museji sami nebo s vyuzitim
externich marketingovych agentur pravidelné
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provadét vyzkum u spotfebitell a vysledky sys-
tematicky vyhodnocovat. Popsany vyzkum
a vypracované modely jsou metodickym vodit-
kem pro tyto ¢innosti. Ziskané vysledky Ize vyu-
zit pfi rozhodovani ve vyrobkové a obchodni
politice podniku, predevsim v oblastech ino-
vace sortimentu a marketinkovych aktivit.
Vychodiskem pro ziskani potfebnych objektiv-
nich informaci je spravné volena segmentace
spotiebiteld a vyhodnoceni faktort ovliviujici
jejich  kupni chovani. Znalost shodnych
a neshodnych faktor(i u jednotlivych segmentu
spotfebiteld umozniuje pro dané spotfebitele
spravné zacilit uzitné vlastnosti vyrobkl a volit
efektivni nastroje marketingu, pfedevsim
v reklamé a propagaci, coz vede ke snizovani
nakladd na tyto ¢innosti.

Vypracované modely, i kdyz pro jejich kon-
strukci byl pouzit vyzkum spotrebiteld v oboru
bytové dopliky a vybaveni domacnosti, maji
obecnou platnost. Zkonstruovat a vyuzivat je
Ize pro jakykoli obor nebo odvétvi, pocet vole-
nych segmentl a pocet vybranych faktor(.
V praxi podnikd je vhodné modely upravit tak,
aby byly v souladu s podnikatelskou ¢innosti
a pfinasely podniku zadouci vysledky. Dalsi
moznosti je vytvafet svoje vlastni modely na
zakladé empirickych zkuSenosti, které vyply-
nuly z podnikatelské praxe a z vyzkuma, které
byly v podniku provedeny.

Podnik by mél pravidelné aktualizovat
a upravovat pouzivané modely, aby byly aktu-
alni a mély dostate¢né vypovidaci vysledky.
Platnost modelll je tak ¢asové omezend. Frek-
vence vyzkuml spotfebiteld a aktualizace
modell vyplyva z charakteru daného oboru.
U predmétll stfednédobé spotreby, jako jsou
bytové dopliiky a vybaveni domacnosti, je
vhodna perioda 2 az 3 roky, u vyrobkd dlouho-
dobé spotreby, jako jsou napf. automobily, Ize
uvazovat periodu 5 az 7 let. Urita prodleva
mezi vyzkumy je potfebnd k realizaci inovaci
vyrobkl a jejich obchodni prosazeni u spotfebi-
telll na zakladé zjisténych preferenci.

Podniky museji aktualné reagovat na nové
situace, které mohou zménit Zebficek poradi
faktor(i, protoze nékteré zasadni zmény se bud
okamzité anebo po uréitém Casovém Useku
projevi v kupnim chovani spotrebitelll. MUze se
jednat o rozhodnuti, kterd maji vliv na dichody
spotfebitelll jako je napf. zvySeni DPH. V tom
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okamziku se snizi spotfeba spotrebitelt a tim
se zméni i pofadi nékterych faktord, které se
promitaji do kupnich vztaha.

Pro usnadnéni prace s modely je v podni-
cich vhodné vytvofit pocitatovy program,
zaméfeny na problematiku manazerského roz-
hodovani s navaznosti na faktory ovliviujici
kupni chovani spotfebitel. Pogitacovy program
by mél umoznovat pravidelné vyhodnocovat
pofadi uréenych faktord u danych segmentl
spotrebiteld se zaméfenim na uréitou podnika-
telskou oblast. V programu by mél byt prostor
pro rozSifovani poctu faktorll, pfipadné snizo-
vani jejich poc¢tu a na zakladé dalSich vyzkuma
pro zménu poradi faktort u jednotlivych seg-
mentl spotfebitell. Méla by zde byt i historie
modell s vyzna¢enim zdsadnich udalosti, které
ovlivnily kupni chovani spotfebitelt a vyznamné
zménily poradi faktorl. Program by mél na
zakladé nastaveni faktorl a propojeni jejich
vazeb automatizované vytvaret model shod-
nych a neshodnych faktord a model pavuciny
a tyto modely véetné historie a pfehledl uda-
losti poskytovat managementu podniku pro
rychlejsi a kvalitnéjSi rozhodovani v obchodni
politice. Potfebné je vystupy z programu propo-
jit do celého informaéniho systému podniku.
Zadoucich efektl se doséhne, jak uvadi Mys-
kova [24], kdyz informaéni systém je vysledkem
integrace  mnoha systémlt a podsystéml
a informacni systém podporuje operativni (day-
to-day), taktické a strategické rozhodovani,
pfedevsim propojeni obchodnich plant s infor-
macnimi strategiemi.

Nutné je také ziskavat informace, které pod-
nik potfebuje. Vedle vlastnich marketingovych
vyzkuml je dnes mozné ziskavat pomérné
snadno a levné nékteré informace na internetu.
Jsou i dalSi moznosti, které nabizeji urcité
mnozstvi dostupnych informaci, napf. média,
tisk. Cerpat Ize informace i z riznych Klastra,
sdruzeni, statnich organizaci a Gfad( na pod-
poru podnikani.

Trzni prostfedi je velice proménlivé a rychle
se ménici. V dnesni dobé se podniky museji roz-
hodovat a reagovat na tyto zmény rychle, pokud
mozno spravné a s nejlepsimi vysledky. K tomu
jsou potfebné teoretické i praktické znalosti vhod-
nych manazerskych metod a nastroju. PFispév-
kem v tomto smyslu je popsany vyzkum kupniho
chovani spotfebiteltl a vySe uvedené modely.
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FACTORS INFLUENCING CONSUMERS' BUYING BEHAVIOR AND THEIR
IMPORTANCE FOR ENTERPRISES

Josef Novotny, Pavel Duspiva

The article reports the results of research consumers’ behavior and preferences when buying
housing supplements, household equipment and preparation of new processed models which
identifies the key factors influencing the purchasing behavior of consumers. Nowadays, the
purchasing behavior of consumers is a topical problem on market due to frequent changes in
society which have a substantial impact on the purchasing behavior, such as economic conditions,
demographic trends, the influence of minorities, globalization or climate changes in the world.
Therefore, a questionnaire survey was performed through research of consumers according to
segmentation criteria divided into eight segments and that was aimed on selected factors having
a topical influence on consumers. Based on the results of the research was drawn a model of
identical and nonidentical factors influencing purchase consumers’ behavior and the model
cobwebs. Both models forms basis for management decision-making enterprise in business policy.
Subsequently, research was performed in enterprises whose business activities are aimed on
home furnishings and household equipment. Research observed verification of test hypotheses
concerning the marketing activities of enterprises and the possibility of using models. The
proposed models allow enterprises more efficient decision-making during product innovation,
specialization in business policy and marketing activities. The enterprises that do not consistently
pay attention to purchasing behavior of consumers with using of factors that are influencing
consumers’ purchasing behavior, they may lose competitiveness, market position and customers.

Key Words: Manager’'s decision making, purchasing behavior, factors, consumer,
segmentation, model.

JEL Classification: M31.
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MODEL OF COMMUNICATION USABLE FOR
SMALL AND MEDIUM-SIZED COMPANIES
FOR THE CONSUMER COMMUNICATION IN

SOCIAL MEDIA

Otakar Ungerman, Svétlana Myslivcova

Introduction

Social media are among the fastest developing
Internet marketing tools, and more and more
Internet users connect to it every day. With
regard to the ever-growing amount of various
social media, there is a lot of ambiguity
regarding how company representatives should
approach them. Therefore, it is important to
understand a way how various types of social
media function. At the same time, based on
understanding, determine how to use such
media for as efficient creation of business
opportunities as possible and for increase of
head start on competition. If they are utilized
correctly, they can become the best mechanism
that can be utilized when building a brand,
product awareness, or increase of revenues.
Rapid growth of activities in social media
represents an opportunity, as well as a challenge.
Opportunity lies in the possibility to utilize
correct marketing procedures in social media
and encouragement of growth of entrepreneurial
activities. Challenge rests in time demand
necessary to "crack a code" that will enable to
utilize social networks efficiently and effectively.
The study reacts to lack of information on
possible utilization of social media for
communication with consumers for small and
medium companies. On one hand, there is a lot
of publications related to marketing communi-
cation issues. Communication models that
analyze this relationship in a lot of detail have
been created to connect consumers and
businesses. On the other hand, models of
communication using social media elaborated
in detail do not exist. This missing part of the

marketing communication was a reason for
carrying out the primary research that is
presented in this study.

The main objective of the study rested in
researching social media based on the primary
and secondary research and create
a communication model that can be utilized by
small and medium companies. In order to
achieve the overall intent of the study, the main
objective was decomposed into two partial
objectives:
= Objective A: Map the current situation in

communication between consumers and

companies carried out using social media.

= Objective B: Identify factors that influence
communication methods and define
importance of communication attributes
that affect it.

The concept framework shown (Fig. 1) has
the descending tendency. The upper part is
derived from secondary sources. The lower
part consists of the primary research.

The concept framework is compiled so that
it identifies attributes that affect communication
of small and medium companies with
consumers. The whole concept leads to the
main objective, which is compilation of the
communication model for social media.

1. Literature Overview

Social media have currently become an
important communication channel in all countries
where the Internet is freely accessible. It is
illustrated by data specifying a number of users
of the largest social network, Facebook, in the
Czech Republic. In June 2012, the number already
reached 3.7 million residents. In the world-wide
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scale, Facebook by itself has 950 million users [29].
However, Facebook is not all the social media,
but there is a lot of international and local
media types that are created or cease to exist
at any given time. For example, the largest
Asian network, "QQ", has more than 850 million
[12] users.

Social media in general are considered
a powerful tool for companies to keep in touch
with customers and acquire feedback from
them. They can also maintain contact with their
customers through the fan groups or promote
their events. Not only companies, but even
products can be promoted or have their fan
groups there. On the other hand, bad reputation
of a company spreads through Social media
even faster [33], [14]. Social media can be
characterized as a subset of media using the
Internet connection. This type of media is
sometimes referred to as the "new media" or
"media 2.0." [19]. The exact definition of social
media has been time-developing, and it can be
characterized in various ways. Bouda [3]
characterizes them as follows: "Social media
enable communication that is not targeted such
as in case of traditional media. Social media
are built on interaction among people. Feedback
from the public in the form of comments or
editing of original texts or contents is the key
element." Victoria Bush [4] offers another
interesting definition: "Social media provide
simple use of collaborative work areas with

Source: own

utilization of various communication tools".
Scoble [25] expresses his opinion on social
media in a novel way: "Traditional media are not
as fast as social media in rectifying published
errors — errors can be rectified immediately or
pointed up immediately in a blog. It is not
possible to immediately communicate via
traditional media or comment to their contents,
contrary to comments in blogs. Traditional
media do not have their archives currently and
easily accessible, contrary to blog archives".
Definition [27] is interesting and fitting, "A social
medium is any Internet medium where a group
of like-minded people can meet and discuss
certain topics". If definitions of social media are
summarized, they can be defined as online
media where contents are created and also
shared by users.

The reason why the model of communi-
cation has been designed chiefly for small and
medium-sized businesses is especially the
opportunity to fight against large multinational
companies. In the area of social media unlike
other mass media (television), money is not as
much decisive, but here it is an activity, an idea
or process that makes decisions. Social media
help to create a level playing field for all and
provide small and medium-sized businesses
access to larger markets through cost-effective
promotion. This phenomenon is especially
pronounced in the Czech Republic, where
small and medium-sized businesses represent
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more than half the country's annual revenue
and employ 62% of employees. At the same
time the small and medium-sized companies in
social media face certain problems. In that
process six typical problems were detected that
may slow down the introduction of Internet
communication. These problems were: unclear
communication strategy, new communication
paradigms, non integrating marketing com-
munication, and the company's involvement in
Internet challenge, organizational changes, and
people' skills in Internet communication [35],
[2]. To increase competition factors in small and
medium-sized business activities SME paid
attention to the analysis of real conditions in
a small enterprise aimed at the use of
communication system as support for business
activities. The determination of the concept of
information demands, their tactics, methods,
tools, and rules as well as decisions to use
social network more effectively are the basic
points of the information process analysis.
Small and Medium-sized Enterprises turned
our attention to monitor currently applied rules
and tactics and according to them they should
provide an answer to processes and activities
used in the analyzed enterprise [23].

The main objective of information activity in
marketing is communication with the consumer.
Each observation can only become information
provided that it is communicated, i.e. it passes
through an arbitrary communication act or
process. These communication acts can be
expressed graphically by means of modelling.
Modelling is one of the main methods of of
studying the complex phenomena of the real
world where all phenomena are related to each
other and it is practically impossible to give their
overall and accurate description. The model
makes possible to depict objective reality in
a simple way and capture only those aspects of
the phenomenon that are considered
important, i.e. that are close to the purpose for
which the model has to fulfill. Necessarily, there
happens a certain idealization of a particular
phenomenon and its abstraction, which should
not be confused with creating a copy of the
modelled object or phenomenon, or a logical
tautology. Communication models can be
divided into one-way and multi-shift. One-way
are mostly traditional models. In the traditional
communication process, a sender relays
a message through a channel to a receiver. The
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social marketers act as the sender or gatekeeper
of information. This is referred to as vertical or
top-down communication. The consumers, as
the receivers, play a less active role. The
channels, or means by which a sender transmits
a message to the receiver, vary depending on
the communication purpose, the intended
receiver, and the type of message. Traditional
communication channels include print, TV,
broadcast, outdoor or personal [15]. The multi-
directional communication models are those
where consumers become creators and
senders of messages. Consumers have always
talked about an organization and its products
with or without organizational leaders’ or
gatekeepers’ consent.

And although word-of-mouth marketing is
not new [36], emerging technologies and Web 2.0
social media applications have made it easier
for messages to go “viral” at a faster pace.
Therefore, social marketers must be proactive
and strategic in using word-of-mouth or viral
marketing as part of promotional strategies
[31]. This model has several implications for
social marketing practitioners. First, embracing
the multi-directional models has the potential to
reemphasize the consumer centered focus of
social marketing. Consumers will be at the
center of the communication process because
they are both senders and creators of information.
Second, social marketers must develop evaluation
plans that include metrics for measuring the
impact of communication and promotion. Most
metrics related to print and broadcast
communication channels are process in nature,
measuring gross impressions [30].

2. Methodology

The research process consists of five phases.

As the first step, there were established the

research methods, next the research purpose,

the respondent selection methods, the data
collection methods and the data evaluation
methods were the last step.

1. Methodology — from the methodology
aspect, quantitative as well as qualitative
methods were applied during the research.
Both research methods were applied in
succession. Qualitative methods preceded
quantitative methods [16].

2. Research purpose — with respect of the
study's objectives, it is possible to identify in
the research the exploration purpose that
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directly explores an extent of importance
attributed to a consumer and also the
descriptive purpose that maps the current
situation [24].
Selection of respondents — the "random
quota sampling" method was carried out via
social networks and the Internet. The
population consisted of social media users
over 13 on the territory of the Czech
Republic. The total of 603 respondents
participated in two primary stages of the
research.
Data collection methods were adjusted to
objectives and evaluation methods so that
they would ensure validity of acquired data.
Validity, which can also be interpreted as
reliability, represents verification that the
scientific method was selected correctly.
Applied data collection methods:
= Dual group interview — a group
interview or discussion; it belongs to the
so-called qualitative research. At the
group interview, visualization, associative
and projective technique and role
playing are used to discover relation-
ships, attitudes, feelings, behaviors and
motivations of consumers. Direct
contact and inducing a certain social
situation affect positively the expression
of spontaneous, uncontrolled subjective
reactions. The modified method called
"dual group interview", which was used
in the work, represents using multiple
moderators for each data collection.
Thus, the smooth progress of
discussion is ensured.
= Group observation — observation is one
of the basic methods of data collection
although it is often underestimated. It is
an indirect data collection instrument
that does not require direct contact with
the respondent. The advantage is that
the researcher does not need the
consent of the respondent to cooperate.
This applies especially in case that the
respondent does not want to cooperate
or if the respondent is a company that
resists co-operation. The keystone of
observation is deliberate, purposeful
and planned monitoring of ongoing
reality without the observer’s active
intervening. Observation is used mainly
in combination with other methods of

data collection, especially with inquiries.
Observations must have a certain
scenario, in order to avoid distortion.
The basis of observation is an accurate
statement of the objective, which is
needed to find out.

= Electronic inquiries — interviewing is
based on direct or mediated contact
between the researcher and the
respondent. This contact is prepared in
advance of the already identified issues.
This serves to unify the conditions for
processing the results. According to the
specifics of the research, the intended
method of questioning is determined.
Electronic polling is the latest method
based on the Internet. This method of
questioning was conducted by e-mail,
web pages and using social media. The
advantage of electronic interviewing is
the ability to target a certain group of
respondents with relatively low costs.

5. Data evaluation methods were derived

from the research objective and the type of

researched data. Acquired data was

evaluated using the "R" mathematical

software and the "Statgraphics 16 statistical

program. Evaluation methods can be

divided into the following groups:

= Nominal variables — as for nominal
variables, qualitative sequence of the
individual phenomena occurrences is
not determined, thus there is not
a relation of better-worse type between
the individual values. An example is the
representation of respondents in each
age group. The group "30-39 years" is
not qualitatively different from the group
"13—-19 years" or "40-49". At nominal
variables, it is determined whether
there is a statistically significant
difference in the representation of pairs
of individual categories of variables on
the level of statistical significance, using
the “pearson c2 test“. Further, the p-
value is calculated which determines
what error can be made when rejecting
the hypothesis HO.

= QOrdinal variables — are variables that
can take a finite number of values in
a given interval and can be sorted
according to qualitative terms. An
example is the overall satisfaction rate
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which may gain integer values in the
range <1, 7>, where 1 is the best and 7
the worst. For better explanatory power,
the values can be aggregated into three
groups <1, 3> — satisfied, <4> — neutral,
<5, 7> — unhappy.

= Cardinal variables — are numeric variables
whose values have the significance of
numbers. It is possible to line them up in
ascending or descending line, and they
can take theoretically any value from
the definition variables interval. When
they are analyzed, at first the basic
descriptive statics is performed with the
calculation of the basic parameters of
location, dispersion and skewness.
Next, the verification of basic assumptions
of homogeneity and normality is carried
out. If the basic assumptions are granted,
the links between individual files are
examined. It is either rejection or non-
rejection of the null hypothesis HO by
the set of t-tests. In case of rejection of
normality by Shapiro-test at its
significant distortion the nonparametric
Wilcoxon test is used. In the work,
unless stated otherwise, the operating
level of significance is a = 0.05.

= Factor analysis — focuses on the analysis
of the structure of internal relations among
a large number of variables using a smaller
set of latent variables, called factors.
The aim was to summarize and reduce
variables, with minimal loss of information.
In order to conduct the factor analysis,
Bartlett’'s test of sphericity and the
condition of Kaiser-Meyer-Olkin (KMO)
had to be met. Bartlett’s test of sphericity
tested the correlation among the
original characters, i.e. that there is no
correlation. KMO rate is the index of the
comparison of the size of experimental
correlation coefficients to the sizes of
partial correlation coefficients. The
evaluation result shows that: KMO » 0.9
marked great, KMO » 0.8 high, KMO »
0.7 medium, KMO » 0.6 low, KMO » 0.5
bad. If KMO is less than 0.5, the
correlation was unacceptably low, and
therefore the factor analysis is
inappropriate.

For the purpose of better interpretation of

the data, the rotation of factors was performed
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(i.e. redistribution of explained variance for
each factor). For the rotation there was chosen
orthogonal varimax rotation method since the
goal was to reduce the number of original
variables and, in addition, it was empirically
proven that varimax creates stress that can be
explained easily. When interpreting the factors,
it started from the load factor which was
represented by the correlation coefficient
between the original variable and factor.
Correlations greater than + 0.5 were
considered significant. If the variables did not
reach the stated values, they were discarded
and the analysis was carried out once again, or
several times until the correlation coefficients of
all the variables reached the minimum value
+ 0.5. The aim of this procedure was to obtain
the optimal number of variables. Acquired
factors were named by variables tracks [18].

As for the data validation, reliability was used
which indicates the reliability of measurement.
The measurement reliability focuses on stability
and conformity of the results obtained. The
most commonly used indicator of reliability is
Cronbach's alpha, which is a statistical method
of detecting the degree level, degree of internal
consistency and the reliability. It takes values
ranging from O to 1, while the value of 0.7 or
more indicates a high consistency and
reliability [22].

3. Current State Analysis

Contents of the first partial Objective A were:
Map the current situation in communication
between consumers and companies carried
out using social media. This objective was
fulfilled using the current state analysis.
Secondary research published in foreign media
will be used for the analysis. We were unable to
uncover any relevant research dealing with the
researched topic in the Czech Republic.

Social media are online media based on
continuous mutual communication. When
consumers use online media, they substitute
traditional offline search by Internet-based
search [13]. Besides facilitating the low-cost
search, online media also provide display
advertising via banners. Banner advertising
presents visual and textual information about
the brand, occupies approximately 10% of the
computer monitor's area, and allows consumers
to access the company's website when clicked
on [34]. Some studies investigate the
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effectiveness of banner advertising [28], [10],
[17]. Although its click-through rates are small,
banner advertising creates a trace of ad
exposure at pre-attentive levels of information
processing, enhancing advertising and brand
recalling [6]. According to Hollis [9], who
analyzed 1,239 campaigns in the Adindex database,
the correlation between online ad awareness and
purchase intent is 0.439, suggesting that online
advertising builds attitudinal equity of a brand
similar to traditional media. Thus, companies

can build brands using online media [9].

It is possible to incorporate social media into
the model of communication by using 4 steps:
1. Setting the target segment for which the

communication is directed.

2. Determining the reasons for which the
company wants to cooperate with the
audience.

3. Introducing a specific strategy that builds
on the defined reasons.

4. Choosing technology which corresponds
with the given strategy and also coincides
with the choice of socially relevant
applications [7], [32].

According to the research company
Euromonitor International from 2012, which is
a world leader in strategic research for consumer
markets, social networking has quickly become
a cornerstone of modern life, especially among
the modern youth, and the Survey results
reflect this trend. Less than 5% of Quick Pulse
respondents claimed not to use social media at
all. Other respondents prefer to use these
resources to stay in touch with friends both
local (72%) and abroad (79%), or to reconnect
with old friends (68%). Most also share photos
(69%) or seek out news (64%). However, in
addition to interacting with friends and acquaintan-
ces, some of our analysts interact with brands
online. More than a third reported using social
media to learn more about a certain product or
service, or to read reviews or ask friends for
advice (36—-38%). Many also use social media
for the purpose of following companies or
brands they like (26%), and nearly that number
(23%) seek discounts and deals from those
companies. A few also reported sharing such
discounts with friends (10%) or writing their
own reviews (9%). As the use of social media
grows and as e-interaction with companies
becomes more commonplace, these numbers
are only likely to increase [8].

b)

c)

The basic research outputs follow:

None of the existing communication

model proposes the universal solution

utilizable for social media. If all the

communication models are summarized, it

is possible to reach the conclusion that

communication models cannot be used for

all social media. Reasons why none of the

already compiled communication models

can be used are as follows:

= Models are intended for social networks
only, which is only a subset of all social
media.

= Found communication models are
intended for all types of companies;
contrary to that, our research was
focused on small and medium
companies only.

The general norm of behavior of

companies in social media was

compiled from the secondary research.

Compliance with the norm guarantees

a good approach to social media. Three

basic areas of communication in social

media were generated at the conclusion.

= The first area focuses on criteria
applied by successful companies in
social media. Such criteria are arranged
hierarchically. They are getting attention,
inducing cooperation, attaining a user,
uncovering preferences, and creating
a permanent relationship [5].

= The second area focuses on principles
of company communication, which are
directness, expeditiousness, and
accessibility [26].

= The third area consists of 10 identified
rules that form behavior barriers, which
companies should observe in social
media [20]. These rules are listening,
targeting, quality, patience, interconnection,
influence, appreciation, accessibility,
reciprocity, and the value principle.

If companies comply with this norm, there is

a good assumption that their

communication will lead to success.

The following results were derived from

research carried out by foreign agencies

and companies on the territory of the

European Union:

= The main reasons for using social media
are as follows: Lifestyle, services, busi-
ness activity, family, and friends [21].
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= Prevalence of personal communication
over commercial communication was
unambiguously proved [11].

= A customer perceives reasons of
communication in social media comple-
tely differently than a company [11].

=  There are differences in age compo-
sition and quantity of users in individual
types of social media [1].

m Schematic research segmentation

Marketing and Trade
4. The Main Achieved Results

The primary research of communication in
social media represented the second partial
Objective B: Identify factors that influence
communication methods and define
importance of communication attributes
that affect it. Graphical illustration is shown in
Fig. 3.

- data
| Section H content l_' collection

data evaluation output

Chap. 4 Identification of the type of communication

Sec. 4.1 L The process | | Dual focus || Audiovisual N 20 att_ributes
of obtaining group quality affecting
variables evaluation communicati

(—

group on

Sec. 4.2 | | Characteristi | | electronic | 5] descriptive —» Influence of
cs of questions analysis sorting
communicati Wilcox test variables
on method ANOVA

confidence
interval

Pearson %°
Shapiro-test

This chapter's structure was divided into
three main parts. The first part, Section 4.1,
identifies attributes influencing communication in
social media. The second part, Section 4.2,
groups these attributes using statistical
methods. The last part, Section 4.3, describes
how the research led to the factor analysis
whose objective rested in identification of factors
influencing communication in social media.

Sec.4.3 Ly Identification electronic factor Identification
of factors —| questions ™| analysis | of factors
affecting Cronbach's affecting
communicati alpha communicati
on KMO test on
Bartlettuv
test
— [
Source: own

4.1 Variable Acquisition Process

Research via a group interview was carried out
in March 2012 with groups of respondents
selected in advance. The data collection plan
was adjusted to objectives and the method of
data collection so that it secures required
information in the appropriate way. The data
collection plan gave answers to questions as to
when, where, who, and whom the research
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would concern. Group interviews were executed
in two days with the total of 48 respondents
divided in five age groups: 13-19, 20-24,
25-29, 30—-39, and 40 and above. A number of
participants in one group was set as 7-11
persons. For orientation purposes, duration of
questioning was set as an hour and a half,
based on the number of questions. The place of
information collection was set with regard to
a presentation possibility and especially
a possibility to record the interviews. A research
team consisting of five persons was formed for
the purpose of data collection. The whole
debate was led by a moderator who asked
appropriate questions developing the whole
issue. Other two team members encouraged
discussion by stating their opinions and solution
proposals. The remaining two members ensured
interview recording and for that purpose,
operated the corresponding equipment. Age
intervals in the groups were defined based on
the specified distribution of Facebook users, in
which every group represents 20% of social
media users.

There was a great emphasis on correct
evaluation of data from the qualitative research.
The team that participated in evaluation
consisted of social media and marketing
experts and a psychologist. Evaluation of
acquired data was carried out in two phases.
Outputs from the dual group interview were
specified separately for each group in the first
phase. Five partial tables with the resulting
attributes were produced. Subsequently, a data
synthesis into the final 20-attribute form took
place: Speed of response to my question,
Individual approach of the company, Online
company communication all day long, Regular
updates of information, The veracity of the
information provided, Clarity of information
provided, Humorous form of information,
Qualification of provided information, Lotteries,
contests, coupons from companies to SM,
Complaint processing, Obtaining information
for SM through advertising, Index of corporate
information to social media, The way of providing
information to social media, Presentation in
Czech, Corporate social responsibility (environ-
ment, ethics), Supporting not-for-profit events
(cultural, sports), Link to the company's
website, Acquiring solicited information only,
Obtaining integral and complete information,
Communication through forums (chat).

The objective was fulfilled, the attributes
were identified. Results may be used as recom-
mendation how to communicate with customers.
Differences, as well as similarities that connect
all the age groups are apparent from group
results. The list of the total 20 attributes could
be utilized for compilation of a market strategy;
however, it would be very complicated. The
resulting attributes only define which variables
influence customers. However, they do not
show the scope of their influence and above all,
they do not show if they influence them
positively or negatively. For that purpose, it was
necessary to subject the variables to further
examination via statistical analyses.

4.2 Characteristics of the
Communication Method

Research via electronic inquiring in social

networks and the Internet was carried out in

May 2012. The electronic questionnaire contained

five questions where the first one dealt with

assigning importance to twenty attributes
uncovered in the previous research. Respondents
were provided with a possibility to assign
importance to these attributes by means of the
7-point scale where 1 = the maximum importance
and 7 = the maximum unimportance. The
remaining four questions were for the classifi-
cation purposes only, and they were establishing:

Sex, age, education, and economic activity.

The total of 555 completed questionnaires were

submitted for analysis. Questionnaires were

excluded if they were incomplete or contained
logical incoherence.

a) Evaluation of variables unaffected by
classification parameters is shown in Tab. 1,
in which attributes for assigning importance
are classified based on the average, from
the most important to the least important.
Based on the resulting values, researched
attributes can be divided into four groups.
Based on indication of confidence intervals
containing the mean value it is apparent
that the following attributes have the best
evaluation rating: Veracity and clarity of
provided information, which forms the first
group with the average evaluation rating
approximately of the value of 2. The second
group contains attributes that do not
exceed evaluation rating in the value of 3:
Acquiring of integral and complete infor-
mation, regular information updates, speed
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of response, acquiring solicited information
only, qualification of provided information,
presentation in Czech, connection to the
company's website. The third group consists
of attributes with the average evaluation
rating: The company's individual approach,
corporate social responsibility, a way of
providing information in social media,

EM 01 14 zlom 3.3.2014 13:24 Stréanka 175$

Marketing and Trade

online communication all day long, contents
of company information in social media,
support of not-for-profit events, communi-
cation via a forum. The last group consists
of attributions with evaluation rating
exceeding 4: Humorous form of information,
acquiring information for social media through
advertisement, lotteries, contests, coupons.

Evaluation of the main variables unaffected by classification parameters

Evaluated attributes X Median g-t—— | g+t—_ | Standard
n n deviation
Veracity of provided information 2.04 1 1.898 2.182 1.702
Comprehensibility of provided information 2.056 2 1.932 2.179 1.48
:}cf:g::r:;z rc:f integral and complete 2344 9 2176 2 451 165
Regular information updates 2413 2 2.273 2.552 1.671
Speed of response 2.497 2 2.366 2.629 1.576
Acquiring solicited information only 2.569 2 2.431 2.708 1.662
Qualification of provided information 2.634 2 2.506 2.762 1.537
Presentation in Czech 2.659 2 2.513 2.806 1.762
Connection to the company's website 2.834 2 2.693 2.976 1.698
Company's individual approach 3.077 3 2.931 3.224 1.752
Corporate social responsibility: 3.306 3 3.166 3.447 1.687
Method of providing information in SM 3.312 3 3.169 3.455 1.716
Online communication all day long 3.342 3 3.197 3.487 1.739
Contents of company information in SM 3.559 3 3.425 3.692 1.606
Support of not-for-profit events 3.649 4 3.502 3.795 1.76
Communication through a forum 3.699 3 3.547 3.851 1.821
Processing complaints via social media 4.047 4 3.886 4.207 1.927
Humorous form of information 4.247 4 4.099 4.395 1.779
Information for SM from advertisement 4.587 5 4.435 4.74 1.829
Lotteries, contests, coupons 5 6 4.848 5.152 1.825

b) For evaluation of the main variables

affected by classification parameters, an
analysis of influence of individual identifi-
cation parameters was carried out. The
analysis was carried out via the one-factor
variance analysis. Based on executed
tests, it is possible to say that differences in

Source: own calculation

perception of communication methods by
respondents exist across the demographic
groups. Age, education, and sex play the
main role. Demographic groups where
statistically significant difference was
identified (Tab. 2) were submitted to the
analysis.
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Distribution of respondents for the factor analysis

Sex Age Education Economic activity
Male/female 13-29 years High School or less Economically active
30 and above Vocational school or college Economically inactive

Upon further examination of difference
variables, no significant differences were identified
between the sexes. As for the other three
classification parameters where statistically
significant differences were identified, respondents
were always divided into two groups. That
significantly simplified division. Created groups
were internally homogenous and mutually
heterogeneous, which formed the prerequisite
for further research (see the next section).

4.3 Identification of Factors
Influencing Communication

Since the objective of Section 4.3 rested in
identification of factors influencing the manner
of communication, results were further processed
via the factor analysis. This section focuses on
determination of attributes that were really
important for respondents and summarizes

Source: own calculation

them into a smaller number of factors. In the
first instance, the factor analysis was evaluated
via the varimax method on all answers, regardless
the classification variable. Evaluation based on
demographic factors, for which statistically
significant difference was detected, followed.

4.3.1 Overall Evaluation of All Respondents
The factor analysis was carried out in total of
four phases because the first analysis (or the
second and third) identified attributes with the
correlation coefficient value lower than + 0.5,
which were then excluded. This procedure's
objective rested in reduction of variables and
extracted factors to so-called optimum level,
i.e. to a number of factors that affect com-
munication with a customer the most. Table 3 is
summarizing results of the factor analysis's four
stages.

Factor analysis results for all respondents

1. phase FA | 2. phase FA | 3. phase FA| 4. phase FA
Cronbach's alpha 0.83028
95% interval of confidence 0.80970;0.85087
Kaiser-Meyer-Olkin (KMO) measure 0.855 0.857 0.835 0.812
chi-square 4,453.9 3,098.9 2,800.1 2,374.3
Bartlett's Test of Sphericity degrees of freedom 190 78 66 45
significance level 0 0 0 0
The number of variables entering the factor analysis 20 13 12 10
Number of factors 9 4 4 3
The number of variables in the factor 13 12 10 10
Cumulative percentage of variability 62.7 58.2 60.7 60

Cronbach's alpha is met, and it unambi-
guously exceeds the value of 0.7. The value of
0.83028 means high consistency and reliability,
thus meeting the conditions for interpretation.
The confidence interval content is valid, since the
interval is (0.80970-0.85087). The condition for
achieving the Kaiser-Meyer-Olkin measure, i.e.

Source: own calculation

the KMO value exceeding 0.5 was met in all
phases. Rating of the first phase is "high" 0.86,
rating of the second phase is "high" 0.86, rating
of the third phase is "high" 0.84, and rating of
the fourth phase is "high" 0.81. Bartlett's test of
sphericity was met for all phases. The resulting
matrix after the four steps is presented in Table 4.
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The resulting factor analysis matrix

variables Factor 1 Factor 2 Factor 3
Regular information updates 0.702 -0.076 0.233
Veracity of provided information 0.877 -0.129 0.17
Comprehensibility of provided information 0.824 -0.115 0.079
Lotteries, contests, coupons -0.213 0.714 0.014
Processing complaints via social media 0.074 0.625 0.119
Acquiring information for social media from advertisement -0.137 0.752 0.133
Contents of company information in social media 0.154 0.283 0.844
Method of providing information in social media 0.291 0.048 0.756
Acquiring solicited information only 0.635 -0.022 0.058
Acquiring of integral and complete information 0.666 -0.049 0.199
percentage of variability 29.70 15.90 14.50
Cumulative % of the variability 29.70 45.50 60.00

When choosing the number of factors,
there was chosen a combination of the two. The
first approach was a graphical representation of
the "screening" test, where a choice of three
factors resulted from the position of the
inflection point of the curve. The second way
was “an appropriate interpretation of factors”, in
which it is necessary to build meaningful items
so that they can be classified into a single

Source: own calculation

concept factor. Here, only solutions with three
factors were appropriate. Thus, three spheres
of resulting factors were obtained from the
factor analysis (Fig. 4), which were named
based on the topic associated with the
individual attributes:

= [nformation quality.

= Communication tools.

= Contents and method of providing information.

m Resulting determination of variables for all respondents

Factors Affecting

Communication in
SM

W Quality of Information

m Communication Tools

M Content and Method of
Provision of Information

Source: own elaboration
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The first factor named as quality of
information associates five variables that
amount to 30% of the cumulated 60%
variability. All five variables have a certain
relation to information quality embedded.
Regular updates imply importance of every-day
upgrades of shared information. Veracity and
clarity of information directly leads to the quality
of communication. Acquiring of solicited and
complete information also leads to the quality of
communication. Respondents make it clear
that quality of information is their main
requirement.

The second factor named as commu-
nication tools associated three variables:
Lotteries, contests, coupons provided by companies
in social media, complaint processing in social
media, and obtaining information in social
media through advertisement amounts to 16%
variability. Based on the results, it is apparent
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that communication tools have to be taken into
account.

The third factor named a content and
method of provision of information consists
of two variables. Both the variables explain 14%
variability. After thorough analysis, it has not been
possible to define a common hidden denominator.
In this case, information content, as well as method
of provision of information plays the important
role and the factor is named after them.

4.3.2 Evaluation of Factors Affecting
Methods of Communication in Social
Media

The same factor analysis was applied to other

six homogenous groups identified based on

classification parameters with statistically
significant differences. Results of evaluation in
the individual demographic groups of

respondents are shown in Fig. 5.

Resulting factors affecting communication in social media divided based on
respondent groups

All respondents
* Quality of information
- Communication tools
» Content and Method of Providing Information

Age 13 — 29 years

* Quality of information

- Communication tools

« Content and Method of
Providing Information

« Flexibility in approach
» Social engagement

education

Max. secondary

* Quality of information
and expertise

» Content and Method of
Providing Information

- Social engagement

» Communication tools

Economically inactive

= Quality of information

+ Communication tools

« Contents and Method of
Providing Information

« Social engagement

Age 30 and more years
» Quality and speed of
information

» Communication tools

« Social engagement

- Content and Method of
Providing Information

College and university
education

* Quality of information and
expertise

+ Communication tools

« Content Method of
Providing Information

« Social engagement

Economically active

* Quality, speed and
professionalism of
information

+ Communication tools

« Contents and Method of
Providing Information

« Social engagement

1 FA: Quality of information — this factor
appears in all respondent groups, even though
sometimes in certain modifications. The factor
was identically named for the group of 13-29 year
old economically inactive respondents. In the

Source: own elaboration

age group 30 and above, there is the speed of
providing information attribute present, in
addition to quality of information. For two groups
of respondents with the High School education
or less and the vocational school or college
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education, the qualification of provided information
appears together with the quality. For the only
"economically active" group of respondents, the
following attributes appear: Information quality,
qualification, and speed of its provision. In
evaluation of variability, this factor is always the
first. Its percentage representation in the total
variability is from 20% to 30%. The reason the
factor's name being "quality of provided
information" is clearly hidden implicit meaning
in all contained variables.

2 FA: Communication tools —is the second
most important factor of the overall evaluation.
This factor placed the second based on the
variability size also in all other groups of
respondents, with the exception of the group
with High School education or less. This factor
is extensive, and it is subject to further research
in the following section. The absolute variability
range for this factor's individual groups is from
10% to 16%. Contained variables that clearly
identify communication tools are the reason for
its name.

3 FA: Contents and method of providing
information — is the third factor. This factor
places the third in the majority of respondent
groups divided based on demographic groups.
The absolute variability range is from 9.5% to
13.5% across all groups. Two absolutely
independent variables contained in this factor
are the reason for its ambiguous name.

4 FA: Social engagement — is the fourth
factor affecting communication in social media.
This factor did not appear in the analysis of the
whole sample of respondents; however, it was
always described in the analysis based on the
demographic classification elements. In all
cases, it consisted of two identical variables.
The absolute variable range was from 8% to
12% in all demographically divided groups. The
reason for this factor's name rests in
engagement in the non-commercial sphere of
contained attributes.

5 FA: Flexibility in approach — this factor
was described by only one group of
respondents divided based on the classification
parameters, and it was the 13 to 29 age group.
It consists of three variables, and its absolute
variability is 9.5%. This factor is unique and
utilizable for this age group only. The reason for
the name was hidden behind independent
variables that are overall connected by
variability.
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5. Communication Model

The main objective of this study rested in
proposal of a communication model for
utilization by small and medium companies
in the social media environment. Using
synthesis, all the results were summarized into
a new communication model (Fig. 6).

In the proposed communication model
using social media, it is possible to define
neither the beginning, nor the end. The whole
model is based on the continuous information
circulation. The initial impulse for utilization of
social media can occur in the company if it
decides to utilize this method of communication
with a customer. Or, contrary to that, the company
can be forced to enter into it as a result of the
company's environment. The pressure can be
generated by the micro-environment, as well as
the macro-environment. Building a relationship
between the company and a customer is the
basis of the whole communication model. In the
communication model, this relationship is
proposed in its upper part.

After realizing an impulse initiated by the
company or a customer, selection of the social
media type follows, and it is the model's first
part. Based on the secondary research, social
media were already divided into seven sub-
groups, based on the communication tactics.
Selection of one or more types of social media,
which the company wishes to utilize, follows. It
is ideal to begin with one medium and gradually
add other types. The research confirmed that
connection between individual types of social
media also plays a certain role.

After selection of the social media type,
selection of a communication tool, which is the
model's second part, follows. This factor is very
extensive as for its contents. Social media
users prefer new forms of communication, such
as mobile, buzz, viral, guerilla, and engagement
marketing. These new tools are complemented
with sales support, to which respondents
assigned high importance. These tools are
recommended for utilization in social media.

Contents creation forms the third part of the
communication model. This part was specified
based on the factor analysis result. Two
identified factors are connected in this point.
High-quality message is the first factor, and it
has also been the strongest factor of the
research. Information content was the second
factor. Combination of all factors produced
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m Communication model

o |

building a relationship

type of social social
media engagement
QUALITY OF CONTENT
* information veracity
+ information clarity
+ provision of solicited information only
« information completeness
* regular updating
communication Content creation

"content creation", which is subject to quality.
Content quality consists of information veracity,
information clarity, provision of solicited
information only, information completeness,
and regular updating. At the same time, these
attributes are the most important ones, derived
from the research of the communication
method. They form a part of the whole model
as well, since these principles apply to the
whole communication process and, therefore,
they form the intersection in the model's centre.

Social engagement forms the fourth part of
the communication model. It is a supplement
added to a message; however, respondents in
all researched groups consider it very important.
Respondents named ecology, culture, ethics,
and sport support the most important areas of
social engagement.

In this point, the whole communication
circle is closed; however, the process does not
end here. As was already mentioned, this
communication model does not have the
exactly specified beginning. At the same time, it
does not have the end. If the communication

Source: own

was successful, it led to the return contact with
the company, which is the best state that could
by achieved by the company. Based on such
mutual communication, a relationship that
leads to acquiring of a loyal customer is
created. A loyal customer brings the biggest
profit to the company. To the contrary, it there is
no response from customers-users, an error
occurred somewhere in the communication
process. However, that must not discourage
the company, but only bring an error in the
process to attention. The company must react
to it via a change and modify the whole
communication process.

Conclusion

Based on national, as well as foreign literature
search, it is possible to state that currently, no
complex serious research exists on small or
medium companies in confrontation with
communication in social media in the Czech
Republic environment. That is why this study
was executed, in order to uncover possibilities
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of commercial communication with consumers
via social media. The whole study contains
a large amount of new information; however, its
biggest contribution rests in proposal of the
new communication model. This new commu-
nication model that was developed based on
the empirical research reflects Czech specifics
in social media. In its relatively simple form, the
model captures the whole process that consists
of the continuous information circulation. The
model is based on four basic phases, through
which information passes from a sender to
a recipient. Each of these phases is supported
by research and specified in detail in the study.

The study's contribution for companies.
Communication via social media is by its nature
a complex concept. On one side of the market
there are trading companies that try to address
consumers through communication channels.
The market in which they move continuously
sharpens, and the competition gets more
intense, leading to a stronger effort to
communicate with the consumer. On the other
side there are customers with their expectations,
needs and requests which vary from individual
to individual. They use more and more
frequently new communication channels from
the comfort of their home. In the last five years
social media have been the most progressively
developing among these media. The output for
small or medium-sized businesses is the ability
to use the research findings in order to reach
consumers. The original intention was directed
to help small and medium-sized companies,
but the research has not shown differences
between using the communication model by
small and medium-sized businesses and
businesses with more employees. For this
reason, the model is usable across the entire
spectrum of businesses. Based on results,
companies can apply targeted marketing and
adjust their communication mix to the target
group. This study is derived from theoretical
foundations; however, despite that, it represents
a big opportunity for small and medium
companies to address respondents via social
media in practice. The compiled communication
model should serve the companies as instructions
how to address potential customers. The model
can be utilized if companies already have
certain experience, as well as if they are only
considering to enter the social media
environment.

EM 01 14 zlom 3.3.2014 13:24 Stréanka 181$

Marketing and Trade

Currently, social media are already the
essential part of companies' communi-
cation mix. However, it is necessary to realize
that they represent only a part of the modern
communication. Companies must neither
underestimate, nor overestimate this
communication channel. However, if the
company wants to be successful, it should
include social media in its regular commu-
nication portfolio where they belong.

At present it is necessary to rank social
media as a separate information channel to the
traditional communication media, which are the
radio, TV, prints, external media and the Internet.
For many people, the term social media is
represented by Facebook, which is clearly
dominant

in the CR. However, under this name can
be included many other resources:
= Blogs, video blogs, microblogs (Twitter).
= Social networks (Facebook, MySpace,

LinkedIn, Google+).
= Wikis (Wikipedia, Google Knol).
= Social bookmark systems (Digg, Delicious,

Jaggi).

Shared Multimedia (YouTube, Flickr).

Virtual worlds (Second Life, The Sims).

Discussion forums, QaA portals (Yahoo!

Answers).

It is then necessary to continue in the
choice of instruments from the mentioned types
of social media because they are also the first
part of the set model. These tools are part of
the second component of the presented model.
After that there comes the creation of content
supplemented by the current social aspects.
The model has a great advantage in that when
social media, the communication tools and
content will change in the future, the model will
always be functional since it is based on the
constant circulation of information. The crucial
aspect is the company’s strategy to which all
parts of the communication model are subject.
When the strategy is changed, they can
continuously change both a type of social
media and communication tools and the
content of the communication as it will follow.
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MODEL OF COMMUNICATION USABLE FOR SMALL AND MEDIUM-SIZED
COMPANIES FOR THE CONSUMER COMMUNICATION IN SOCIAL MEDIA

Otakar Ungerman, Svétlana Myslivcova

The subject of this report rests in small and medium companies that use social media for
communication with their consumers, which is without a doubt one of the important methods of the
current modern marketing communication. Competition keeps growing on the current market, and
small or medium companies have increasingly more difficult position in establishing themselves
against the international chains. If such companies wish to succeed in this struggle, they must
utilize all means leading to creation of long-term relationships with their customers. Social media
represent one way of building such relationship, since it is activity, creativity, idea, or thought, and
not financial means, what matters. However, there is still a question regarding how companies
should utilize social media so that they satisfy individual wishes and needs of customers and stay
on the market. Proposal of a certain communication method standard that would provide small and
middle companies with a general instructions how to build a relationship with a customer can be
the solution. Therefore, this study's objective rests in a proposal of a marketing communication
model that respect specifics of small or medium companies and social media. The communication
model was built especially on identification of dimensions that are the most important in
a user's perception of the social medium. At first, this study summarizes existing knowledge on
utilization of the social media, communication modeling, and the current relationship of a sender
and a recipient toward social communication. These concepts were subjected to the comparative
analysis and summarized in the final synthesis. For the purpose of achieving the study's objective,
empirical evaluation of social media users had been carried out. Data was evaluated using one-
dimension and multiple-dimension statistic analysis. A communication model that can be utilized
by small or medium companies for communication with consumers using social media is proposed
in the study's conclusion.

Key Words: Marketing communication, social media, communication model, consumer
satisfaction, factor analysis, communication tools, relationship building.

JEL Classification: M31.
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ZvySovanie efektivnosti verejnych vydavkov na zdravotnictvo vyzaduje potrebu rieSenia viacerych
problémov. Pre implementéciu odporudéani renomovanych zahraniénych institdcii pre Slovensko
(napr. odporic¢ania OECD v oblasti redukcie klasickych nemocni¢nych 162ok), je potrebné kazdé
rozhodnutie na Urovni $tatu podporit' rozsiahlymi viacdimenzionalnymi analyzami. Len takyto
postup v ramci rozhodovacieho procesu nam pomdze zabranit’ znizovaniu kvality a dostupnosti
zdravotnej starostlivosti, dbsledne ochréani samotného spotrebitefa zdravotnych sluzieb
a v koneénom désledku zvysi aj prestiz Slovenskej republiky u racionalnejSie sa spravajuceho
externého zahrani¢ného prostredia. V obdobi prebiehajucich diskusii o transformacii systému
verejného zdravotného poistenia, odhalovania rezerv v procese zvySovania efektivnosti, ako aj
optimalizacie lieCebnych a s nimi suvisiacich ekonomickych procesov v zdravotnickych
zariadeniach predstavuje recenzovana publikacia vysoko aktualny konstruktivny prispevok.

Jednou z moznosti Uspor financénych prostriedkov zdravotnych poistovni je zavedenie
jednodriovej zdravotnej starostlivosti (JZS) vyhodnej aj pre pacientov. JZS funguje vo svete uz viac
ako tri desiatky rokov, pricom zaujimavy je jej podiel na celkovych chirurgickych vykonoch az do
90 %, kym na Slovensku je to iba okolo 7 %. Na Slovensku JZS nasla podporu u zdravotnych
poistovni, ako aj u MZ SR vo forme podpory konkrétnych ciefov Programovych vyhlaseni
jednotlivych vlad, zial za 15 rokov sa nam ju nepodarilo dostato¢ne rozvinut. Existuje mnoho
dévodov, ktoré brania jej SirSiemu zavadzaniu a vyuzivaniu, ¢im by sa mohli uSetrit zna¢né
finanéné zdroje zdravotnickeho systému, ktoré by bolo mozné vyuzit v urgentnych oblastiach.
Nedostatoénému rozvoju JZS brani neadekvatne nastaveny a ekonomicky demotivujlci systém.
Na Slovensku Uplne absentuju vyskumné Studie zamerané na rozvoj JZS, jej efektivnost,
rizikovost, cenové stratégie zdravotnych poistovni, ako aj funkénost’ JZS. Bez tychto analyz nie je
mozné odhalovat cesty zvySovania efektivnosti zdravotnickeho systému a zabezpec€ovania
spokojnosti vSetkych aktérov systému zdravotnictva.

Vedecky, ekonomicky i hospodarskopoliticky prinos recenzovanej publikécie spociva v tom, ze
fundovane prispieva k prekonaniu tejto medzery. Prezentované poznatky poskytuju metodologicky
ramec pre realizaciu nevyhnutnych analyz pre systém slovenského zdravotnictva a pre tvorcov
finan¢nej a zdravotnej politiky prinasa konkrétne navrhy k planovanej konstrukcii modelu finan¢no-
ekonomického zhodnotenia procesu zavadzania a vyuzivania JZS a kvantifikacie vyvolanych
viacdimenzionalnych Uspor v slovenskom zdravotnictve. Prinos publikécie je aj v tom, Zze umozni
obohatit aj pedagogicky proces pre Studentov mediciny aby si popri medicinskej osvoijili aj
ekonomicku stranku systému JZS.

dr. h. c. prof. Ing. Milan Sikula, DrSc.
Ekonomicky Ustav SAV Bratislava
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Pokyny
Upozornéni a pokyny pro prispévatele

Prispévky se pfijimaji pfednostné v anglictiné a dale v ¢estiné nebo slovenstiné. Za originalitu, odbornou
i formalni spravnost pfispévku zodpovida autor. V ¢asopise nelze publikovat ¢lanek, ktery byl jiz uvefejnén
v jiném periodiku. Redakéni rada si vyhrazuje pravo pfispévek odmitnout. O otisténi pfispévku rozhoduje
redakéni rada ¢asopisu. Autordm pfispévk( doporuc¢ujeme, aby definovali tématickou oblast, do které by sv{j
pFispévek zaradili. Kone¢né rozhodnuti o zafazeni do rubriky si v§ak vyhrazuje redakéni rada ¢asopisu.

Prijeti pfispévku do recenzniho fizeni od autora, ktery neplsobi na nékteré z fakult podilejicich se na
vydavani Casopisu, je mozné pouze za editorsky poplatek 100 EUR (2 500 CZK). Poplatek je nevratny.
V pfipadé zajmu, kontaktujte redakci ¢asopisu (casopis @tul.cz).

Prohlaseni o pulvodnosti pfispévku — spoleéné s prispévkem odevzda autor ¢lenovi redakéni rady
prohlaSeni o tom, Ze pfispévek je originalni a nebyl dosud nabidnut k publikaci jinému vydavateli. Text
prohlaseni je k dispozici na webové strance: www.ekonomie-management.cz/prohlaseni.doc.

Prispévky jsou pfijimany vyhradné v elektronické podobé, ve formatu MS Word. Prispévatelé z fakult,
které se podileji na vydavani Casopisu, predaji pfispévek Clenu redakéni rady své fakulty. Prispévatelé
z ostatnich fakult se mohou obratit na redakci.

Nadpis prispévku je psan velkymi tuénymi pismeny (velikost pisma 16), zarovnan k levému okraji.

Jméno autora (autor() se uvadi bez titult a je psano tuénym pismem (velikost pisma 12). Pod jménem
autora je opét vynechan jeden fadek (o velikosti pisma 10).

Vlastni text pfispévku je vhodné ¢lenit do kapitol. Nazvy kapitol se Cisluji (s vyjimkou Gvodu a zavéru), pisi
tuénym pismem a zarovnavaiji k levému okraji. Je nutno dodrzet nasledujici nastaveni:

= zarovnani do bloku, ®  odsazeni nového odstavce 0,5 cm,
®  druh pisma: Arial, ®  fadkovani: jednoduché,
= velikost pisma: 10, = stranky necislovat.

Tabulky a grafy se Cisluji a v textu na né musi byt odkazy. Nazev tabulky (Tab. 1:) nebo grafu (Obr. 1:) je
psan tuénym lezatym pismem, velikosti 10, zarovnava se vlevo a nepodtrhava se. Obrazky i grafy musi byt
zfetelné i v Gernobilém provedeni. Pod kaZzdym obrazkem i grafem musi byt uveden zdroj, ze kterého autor
data Cerpal. Tabulky a grafy zaSlete rovnéz jako samostatny soubor ve formatu MS Excel.

Vzorce se oznaduii &islem v kulaté zavorce. Ciselné oznaéeni je psano v Arialu velikosti 10 a zarovnava
se k pravému okraji vedle vzorce.

Délka prispévku by neméla pfesahnout 15 stranek A4.

Identifikace vyzkumného projektu. V pfipadé, Ze ¢lanek publikuje vysledky konkrétniho vyzkumného
projektu, uvedte na zavér pfispévku kod a nazev projektu a oznaceni poskytovatele. Napt. élanek byl zpraco-
van s podporou projektu GA CR &. 999/99/9999 ,Nazev projektu®.

Odkazy na literaturu se uvadi sefazené abecedné dle pfijmeni autora a upravené die CSN ISO 690.
Seznam musi obsahovat jen v textu vyuzité zdroje. Na pfisluSném misté v textu se uvede Eiselné oznaceni
v hranaté zavorce [ ]. Poznamky pod ¢arou nejsou pfipustné. Pod timto islem je potom dilo uvedeno na konci
pfispévku v seznamu literatury — viz vzor:

[1]1JAC, I., RYDVALOVA, P. a ZIZKA, M. Inovace v malém a stfednim podnikéni. 1. vyd. Brno: Computer
Press, 2005. ISBN 80-251-0853-8.

[2] PITTNEROVA, R. Revitalizace textilnich brownfields [online]. Liberec: Technicka univerzita v Liberci,
2005. [cit. 2007-07-04]. Dostupné z: <ndz.hf.tul.cz>.

[3] SIMOVA, J. Zpiisob diferencovaného fizeni vztah(i se zékazniky podle jejich hodnoty pro podniky
v sektoru sluzeb. E+M Ekonomie a Management. 2007, ro¢. 10, €. 2, s. 118-127. ISSN 1212-3609.

Adresa autora (autortl) je uvedena pod seznamem literatury. Obsahuje jméno a pfijmeni (v¢. titul(),
nazev VS, nazev fakulty, nazev katedry (Gstavu) a e-mailovou adresu.

Recenze. Recenzi zajistuje redakéni rada. Recenzni fizeni vaéi autorovi pfispévku je anonymni. PFi hod-
noceni pfispévku bude posuzovana skute¢nost, zda autor pracuje také se zdroji z impaktovanych ¢asopisu.

Anglicky nazev a abstrakt pfispévku. Na konci pfispévku je na samostatné strance uveden anglicky
nazev pfispévku a abstrakt v rozmezi 250-300 slov v angli¢tiné. Pod abstraktem jsou uvedena kli¢ova slova
(key words) v angli¢tiné a kody klasifikace JEL (viz http://www.aeaweb.org/jel/guide/jel.php).
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Instructions

Instructions

Preferably, submissions should be in English; Czech or Slovak is acceptable as well. The author is responsible
for scientific accuracy, originality, and the formal appropriateness of the article. If the submitted article has been
published in another journal, it cannot be accepted. The editorial board has the right to refuse publication of
the article. We recommend that the author(s) define the thematic field in which the article fits, but the board of
editors makes the final decision regarding its positioning.

Accepting a contribution to a review procedure from an author outside the faculties involved in publishing
the E&M Economics and Management journal will be charged a submission fee of EUR 100 (CZK 2,500). The
fee is nonreturnable. In case you are interested, please, contact the editorial office of the journal (casopis @tul.cz).

Statement about the originality of the article — the author will submit a statement about the originality
of the article and whether the article has been offered to another publisher. Both the statement and the article
will be submitted to a member of the editorial board. The statement form can be found on the web site
http://www.ekonomie-management.cz/statement.doc.

The articles should be submitted electronically using MS Word and in doc format. Contributors from
faculties dealing with the publishing of E&M Economics and Management will submit the contribution to
a member of their editorial boards. Those from other faculties can submit their papers to the editorial office.

Article headline should be written in font size 16 bold capital letters and aligned to the left margin.

The author’s name should be written without titles or degrees and in font size 12 bold with a single space,
size 10, between it and the text of article.

The text of the article should be divided into chapters. Titles of chapters must be numbered (with the
exception of the introduction and conclusion), written in bold type, and arranged from the left margin. It is
necessary to follow the format described below:

= Arrangement into blocks ®  |ndent each new paragraph 5 spaces
= Font style: Arial = Spacing: single
= Font size: 10 = Do not include page numbers.

Charts and graphs are to be numbered and the references must be in the text. The name of a chart (Tab. 1:)
or a graph (Fig. 1:) should be written in font size 10 bold italics, aligned from the left margin and without
underlining. Pictures and graphs must be visible and clear even in a black and white version. The source from
which the author obtained the material should be written under every chart and graph. Tables and graphs are
to be sent as a separate file in MS Excel.

Formulas are to be numbered. The number should be written in font size 10 Arial in parentheses, aligned
to the right margin and next to the formula.

Length of article: maximum length should be 15 pages of A4 format.

References to literature should be presented according to ISO 690. The list must contain only sources
used in the text. References should be presented in the text in its respective place with an indication number
in square parentheses. Footnotes are not allowed. At the end of the article in the bibliography, the indicated
number should be written. See the following example of how to complete references:

[1] HAJEK, L. Economics: an overview of basic concepts and problems. 1st. ed., Hradec Krélové:
Gaudeamus, 2000. ISBN 80-7041-004-3.

[2] LOW, CH. and LUNGOVA, M. The ethical approach to private sector property development:
A comparison between the UK and the Czech Republic [online]. Liberec: Technical University of Liberec, 2006.
[cit. 2007-07-04], <http://ndz.hf.tul.cz>.

[3] ZAMECNIK, R. Personnel controlling as a part of the management controlling system in an enterprise.
E+M Ekonomie a Management. 2007, Vol. 10, Iss. 2, pp. 29-36. ISSN 1212-3609.

Author’s address: The author should present his/her contact information and co-authors as well below
the list of references. It must consist of a first name and surname (including titles and degrees), name of
university, name of faculty, name of department (institute) and E-mail address.

Review. A double-blind peer review is arranged by the editorial board. When evaluating, the contribution
will be assessed whether the author is also working with the sources of impact journals.

The title and abstract shall be in English. At the end of the article, on a separate page, there will be an English
title of the article and an English abstract ranging between 250 to 300 words. Below the summary there will be given
key words in English and JEL Classification codes (see http://www.aeaweb.org/jel/guide/jel.php).

1, XVII, 2014 EM

187

—



EM 01 14 zlom 3.3.2014 13:24 Stréanka 188$

Tiraz
Upozornéni pro ctenare

Prispévky v ¢asopise jsou anonymné recenzovany dvéma hodnotiteli. Pfispévky neprochazeji jazykovou redakci.
All articles in the journal have been double-blind peer reviewed by a minimum of two independent experts
in the relevant field. Authors are responsible for the linguistic accuracy of their manuscripts.
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