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Apps Transform the Taxi Industry, a Case from Austria and Slovakia

Michal Bero
Vysoké skola manazmentu v Trencine

Abstract:

Digitisation influences our life more and more. The rise of the so-called “sharing economy” has created
new competition across a number of industries, most notably hotels, through Airbnb, HomeAway,
HomeToGo, and taxis, through ride-sharing services like Uber, Lyft, Sidecar and others. As modern
transportation systems become more complex, a need has developed for mobile applications that allow
travellers to navigate efficiently in cities. The app service providers offer advantages and disadvantages
for the customers as well as for the drivers, e.g. creation of transparency in the price, better quality and
improved efficiency, and higher earnings. We examine shortly application’s development and
deployment in two cities, Vienna and Bratislava, and analyse the services of the app providers. We try
to show the similarities, differences and uniqueness associated with the growth of the taxi apps.

Keywords: digitisation, sharing economy, taxi apps, Vienna, Bratislava, market analysis

Introduction

The market for transport services, which originated in the streets of London and Paris in
the 17" century, did not lead to rapid technological change (Fischer, 2016). The taxicab has
long been one of the key forms of transportation in cities worldwide. The earliest car-
sharing has actually been traced to a cooperative known as Sefage (in English
SelfDriveCommunity) in Ziirich, Switzerland, in 1948, and was very popular especially in
Northern Europe in the 1980s, where it was operated by many small and community-based
not-for-profit cooperatives (Shaheen et al., 1999).

Information and communication technologies (ICTs) have enabled individuals to share
many modern aspects of their lives, ranging from cars (e.g. Uber, Lyft, Sidecar) to their
homes (e.g. Airbnb, HomeAway, HomeToGo). These practices have been described as the
“sharing economy”. There is no united consensus on what activities this term is comprised of.

Today’s e-commerce has developed modern forms of markets. The past decade has been
characterised mainly by B2C (business-to-consumer) e-commerce (Geffen & Straub, 2004).
Hawlitschek et al. (2016) emphasise that we are now encountering the rapid growth of
consumer-to-consumer market platforms, where private persons come together to share goods
as well as services in large scale peer-to-peer networks that often promise a more social,
sustainable, varied, convenient, anti-capitalistic or inexpensive alternative to the usual means
of consumption (Sundararajan, 2014; Teubner & Hawlitschek, 2017).

At the present time, with all the ICT progress and development, the smartphone is playing
an important part in daily life. Different applications change the way of life in many forms,
taxi apps being among the most popular of them (Bloomberg, 2016; Beebom, 2017).
According to data from Statista (2018), consumers downloaded 149.3 billion mobile apps to
their connected devices in 2016, and 197 billion in 2017.

Fischer (2016) highlights that an individual can now be a taxi driver thanks to intelligent
customer referral apps, travel services at low cost, using a smartphone and a vehicle. Thanks
to cheap and user-friendly service, these apps are popular among users throughout the world.
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However, we have noticed conflicts in many countries regarding the licences, e.g. Uber is
banned in London and is encountering legal difficulties in Spain, Italy, Greece, France and
elsewhere (Dent, 2017).

The purpose of this paper is to provide a comprehensive market overview and analysis of
the situation in two cities that have been chosen because of the geographical proximity of
their locations and because both cities have airports. Generally, taxi drivers and companies
have protested against the efforts of app service providers. The study intends to identify the
advantages and disadvantages of innovative services on the taxi markets and the main reasons
for choosing taxi apps instead of taxi drivers.

The first section describes the methodology used in this paper. The second one gives a
brief overview of the evolution of taxi services. The third section briefly examines the sharing
economy. In the fourth section, worldwide taxi app markets are presented, and the next
section relates to the data of the taxi app providers for the two chosen cities, where the
analysis and results are also presented. Our discussion and conclusions make up the final
section.

Methodology

In order to obtain more insight into taxi apps in both cities, we used primary and
secondary research to gain useful information and analyse the target in detail. The purpose
of the primary research was to learn about the situation in relation to taxi apps in other
countries. The global market research covers taxi apps in the US, the European Union and
China. We evaluate typical taxi apps in these markets and investigate their advantages,
disadvantages and characteristics on the basis of internet data. The purpose of the secondary
research was to accumulate information, opinions and reasons from the taxi app providers in
both countries, as well as to learn about their demands. On the basis of these results, we are
able to define the advantages, disadvantages, issues, similarities, differences, unique
qualities and growth.

We chose to analyse the cities of Bratislava and Vienna due to their geographical
proximity and because both cities have international airports. Therefore, there is the potential
of people using taxis for travelling in the capital cities, between the capital cities and the
airport, or across the borders.

Evolution of Taxi Services

In the past, humans did not feel the need to record everything in detail. Therefore, the
first references are only fragmentary and probably not relevant. We believe that animal-
drawn carriages used for people could be considered to be taxis. Of course, there was no
money being exchanged, no taximeter and no regulations. However, the first taximeter used
was the device installed in carriages in ancient Rome as shown in Figure 1.

Figure 1 Ancient Roman Taxi Meters — Ancient Inventions

Source: Youtube, 2013
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The first form of taxis can be traced back to London, in 1605, with the horse-drawn
hackney coaches. In 1634, the first stand was established in London. In 1635, the Hackney
Carriage Act was passed by the British Parliament, thereby becoming the first legislation to
control vehicles for hire. The number of such coaches increased rapidly, as illustrated in
Figure 2 (Gilbey, 1903).

Figure 2 Hackney Coaches in London, 1637

Source: Gilbey, 1903, p. 29

In 1640, Nicolas Sauvage, a French entrepreneur, began his hackney-carriage services
(a.k.a. horse-drawn carriages for hire), establishing his business in rue Saint-Martin, Paris.
He started with a fleet of 20 carriages and called his vehicles fiacres (Saint-Fiacre)
(Chabanel, 2007).

Over the next hundred years, taxis did not change much. In 1891, the German Wilhelm
Bruhn invented the taximeter (Digitalstaatsbibliothek, 1937). A significant innovation came
in 1897, when a Bersey taxi developed by Walter Bersey became London’s first self-
propelled vehicle (electric car), and horses were replaced by electric-powered taxis (Clark,
2012). Gas-powered taxicabs began operating in Paris in 1899 (Plot, 2015), in London in
1903 (LTVA, 2018), and in New York in 1907, when Henry Allen imported taxis from
France (NY Times, 2007). In the late 1920s, Henry Ford’s new automobile, the Model T,
entered the taxi industry (Casey & Dodge, 2010). The developmentof taxi services was
dependent on the development of the motor-transport industry. One of the first taxicabs
driving down the streets of London was an Austin vehicle (nicknamed High Lot) in 1929
(LTVA, 2018). Taxis were also expanding in other world cities, e.g. in New York, with the
one difference that, according to law, from 1967 (Stewart, 2013) all registred cars with a
licence to operate as a taxi service had to be yellow (DupontM6284 or its equivalent).

Nowadays, modern technologies improve our lives every day. We are in a world where a
taxi any time and anywhere is possible. Modern business models (also called ride sharing)
like Uber, Lyft and others are likely to expand to other transport systems.

Sharing Economy

We divide the evolution of the sharing economy into three phases: 1) communication
(e.g. Yahoo, Aol), 2) Web 2.0 and social media (e.g. Google, Facebook, Twitter) and 3)
sharing economy. Sharing-economy workers drive you home, deliver groceries and office
lunches or rent your home.

According to Stephany (2014), sharing economy can be a confusing term. In practice,
various definitions of this term are found, e.g. gig economy or on-demand economy,
collaborative economy, access economy, peer-to-peer economy (Steinmetz, 2016; Selloni,
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2017). Stephany (2015, p. 9) has provided a concise definition with five main limbs: “The
sharing economy is the value in taking underutilised assets and making them accessible
online to a community, leading to a reduced need for ownership of those assets.”

We believe that the sharing economy will experience significant growth in the future.
According to a PricewaterhouseCoopers report (2015), five key sharing sectors (travel, car
sharing, finance, staffing, and music and video streaming) have the potential to increase
global revenues from roughly $15 billion today to around $335 billion by 2025. China is
leading the sharing-economy revolution with 600 million people involved in the sharing
economy; the transaction volume of China’s sharing economy topped $500 billion in 2016
(Pennington, 2017). An incomplete list of the known sharing models in transport,
accommodation, goods, services, finance and media/entertainment is displayed in Table 1.

Table 1 Main Areas of Sharing Economy

Transport Accommodation  Goods Services Finance Media/ .
Entertainment

. Kleider- .

Uber AirBnB Kreisel Upwork Auxmoney Spotify

BlaBla Car InstantOffices Patagonia TaskRabbit Cashare Netflix

Shared Parking  Housetrip Kleiderkorb Helplinge Bondora Amazon Prime

Igzrarly New HomeAway Preloved Diplomero TransferWise  Aldi Life

Lyft wework Ebay Freelancer.com LendingClub ~ Joox

Ola Wimdu Etsy GOGET bitcoin

Getaround trademe fiverr Kickstarter

Source: Author’s own compilation according to Deloitte, 2015; PWC, 2015

Sharing-economy flag-bearers like Uber essentially provide average cars in a premium
way but own no cars themselves (Goodwin, 2015). Airbnb makes ordinary apartments look
luxurious on its site to drive higher booking rates (Crook & Escher, 2015). Homejoy gives
the population easy, cheap access to products and services that would otherwise go unused,
free of the burden of ownership (Bloomberg, 2015) (see the Eckhardt & Bardhi (2015)
headline saying “The Sharing Economy Isn’t About Sharing at All”). In 2017, Airbnb had
150 million users, an average of 500,000 stays per night, and in 2015 it operated in 65,000
cities in 191 countries (Smith, 2017). In 2017, Uber recorded 50 million rides and 7 million
drivers in 450 cities (Smith, 2018).

Ride-sharing services were born out of the desire to create an alternative to taxis in big
cities, where cabs were difficult to hail, especially out of the city centre. This process is
understood as an individual sharing a ride with someone else and arriving at the same
destination together. Apps are better described as a service where an individual requests a ride
for hire via a smartphone and pays the driver for the service. Once the driver drops the
passenger off, he will look for his next passenger, much like a taxi does.

Taxi App Market Worldwide

The global taxi markets, especially in the US and the European Union, are well
developed. China is also noted for its uniqueness. Through the analysis of these markets, we
have gained valuable information.

We understand this market falls between the traditional taxi dispatch centre and modern
technology applications. Generally, many platforms have built their success by relying on
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smartphone apps, but large dispatch centres have also developed their own apps. The main
advantage of the largest web apps is that they operate in various cities and countries.

Uber was founded by Travis Kalanick and Garrett Camp in the US in 2009, with the
initial business being the hiring of luxury cars. Uber started operating in San Francisco, has
spread to 632 cities in 83 countries, and has become the most influential taxi app
worldwide. It is a smartphone-enabled ride-hailing service that functions as an alternative to
taxicabs. This app is intended to be easier than hailing a taxi through an application text
message or mobile website (Uber, 2018). Uber’s most popular ride options are UberX,
UberXL (both are performed by ordinary drivers using their eligible privately-owned cars),
and Uber Black (the classic Uber ride with a professional chauffeur in a livery and a
registered black luxury sedan). In Los Angeles, you can also choose UberLux, which is like
UberX but with high-end automobiles (Mercedes, Rolls Royce, Tesla). We have found that
Uber did the marketing strategy well at the beginning, focusing on target cities and being
dedicated to solving the problems of urban living. Generally, this provider is 25% to 50%
cheaper than taxicabs. Uber has understood local markets, e.g. in the early years, a focused
strategy in target cities with booming nightlife and severe weather conditions solved that
problem. Uber benefited a great deal from word-of-mouth advertising in terms of market
share and user loyalty (Bentley & Ehrenberg, 2014). Lyft is known as a ride whenever you
need one, a ride in minutes, serious about safety, happy drivers, happy users — Lyft is
available on Amazon, AppStore, Googleplay, Microsoft, Lyft in Chrome. Lyft was founded
by John Zimmer and Logan Green (Gallagher, 2013; Lyft, 2018). This provider operates in
200 cities and at airports in the US (Lyft, 2017). Like UberX, individuals who choose Lyft
will be driving with an ordinary driver in his privately-owned eligible car. LyftPlus is for
rides with up to six passengers. Notable features are a good response time and better overall
safety.

The main and largest EU players are the following: Taxify was established in Estonia in
2013 and currently operates in various countries’; its mobile app is available for Android
and IOS phones. Users just tap a button and a car that fits the style and budget they choose
will come to pick them up. Upon request, users can see the ordered car arriving on the map
in real-time and pay for the service via the Taxify app (no cash, no hassle). This provider
offers personal or business trips (Taxify, 2018). Mytaxi was founded by Niclaus Mewes
and Sven Kiilper in Hamburg, Germany, in 2009. It was developed by the industrial group
Daimler AG and is available in over 50 cities in nine European countries. It has had 10
million downloads and has 100,000 taxis. The customer can process the order through the
website or mytaxi App, paying with cash or by app. It is a first-world taxi app (Mytaxi,
2018). Hailo and mytaxi joined forces in late 2016, creating Europe’s largest taxi app
(Uk.mytaxi, 2018). Taxi.eu on the road of you was founded by Hermann Waldner and
Michael Weiss in 2012 as the largest association of European taxi companies. This provider
stated in 2015 that it had 62,000 taxis, 160,000 taxi drivers, 140 dispatch centres and a 3.3
minute approach time. Cooperation between taxi dispatch centres is the basis for a strong
relationship. The customer reaches the taxi.eu call centre 24/7 with a unique taxi app. This
provider operates in 100 cities in 12 countries? (Taxi.eu, 2015).

Gett is an Israeli-based software company that connects customers with taxi drivers by
website, iPhone or Android. Customers can book in more than 100 cities, including the

! Australia, Austria, Azerbaijan, Canada, the Czech Republic, Estonia, France, Georgia, Hungary, Iraq,
Kenya, Latvia, Lithuania, Malta, Mexico, Nigeria, Poland, Portugal, Romania, Saudi Arabia, Serbia, Slovakia,
South Africa, Tanzania, Uganda and Ukraine (Taxify, 2018).

2 Austria, Belgium, the Czech Republic, Denmark, Germany, Greece, France, Luxembourg, the Netherlands,
Serbia, Switzerland and Turkey (Taxi.eu, 2015)
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largest ones, New York, London, Moscow, Tel Aviv, in four countries (the USA, the UK,
Russia and Israel) through the company’s website or a smartphone app. Gett and Juno are
joining forces in the US (Gett, 2018).

China’s market is different. Didi Dache and Kuaidi Dache belong to the big
technological corporations Tencent and Alibaba. Instead of aiming for profit, these two taxi
apps are dedicated to promoting the payment systems of their parent companies in order to
extend their virtual empire over the entire mainland of China. Tencent and Alibaba have
embedded their own electronic payment features in Didi Dache and Kuaidi Dache. The use of
such payment methods could be utilised for future development. For example, it would be
helpful to Alibaba and Tencent to build an ecosystem of electronic payment to gain ownership
of the new era of consumption. The use of Didi Dache and Kuaidi Dache is completely free of
charge, both for drivers and users. DiDi Dache is a provider (founded by Cheng Wei in
Beijing in 2012) with an on-demand app for booking taxis, private trips, buses and much
more. It has more than 250 million registered users in 380 cities across China. Kuaidi Dache
was founded by Joe Lee and Cheng Wen in Hanzhou in 2012. In 2015, these two providers
merged to create Didi Kuaidi (Crouch, 2016).

Bratislava and Vienna

These cities were selected due to their geographical proximity and because both have
airports. We believe that this area has a great potential for people travelling in the cities and
across the borders who may use taxis or taxi apps. Public transport is a major expense for
these travellers. Table 2 provides the prices in USD for public transport in these cities for
2012 and 2015, based on the price of a single ticket on a bus, tram or the metro, for a
journey of approximately 10 km or at least 10 stops. Prices for a taxi include a 5 km trip
during the day within the city limits, and a train ticket represents a 2™ class single ticket for
a journey of 200 km (UBS, 2012, 2015).

Table 2 Public Transport 2012 and 2015

Bus, Tram or Metro Taxi Train
. (USD) (USD) (USD)
City
2012 2015 2012 2015 2012 2015
Bratislava 1.08 0.90 5.61 6.31 22.97 8.96
Vienna 2.59 2.34 17.27 | 14.42 | 42.03 | 43.36

Source: Author’s own compilation according to UBS, 2012, 2015.

Vienna’'s fixed fares (including journeys from Vienna to the airport) can be described as
follows: normal taxi start tariff €3.90, taxi 1 km €1.46, taxi 1 hour waiting €27.80
(Numbeo, 2018b) compared to Bratislava’s fares: €3.10, €0.59 and €15.00 respectively
(Numbeo, 2018a). We note that Bratislava offers cheaper public services than Vienna does.

Generally, many travellers to Bratislava use the Vienna airport, which is 45 minutes
away by car, taxi or bus, mostly for those destinations which are not catered for at the
Bratislava airport. We have found that taxi journeys are mainly provided for passengers
who arrive at or depart from the airport of one of the two cities and then transfer to the
other. The taxis then come back empty. A taxi app could be a useful tool to solve this
problem if the apps from the different countries were connected.

Since the boom of the taxi apps in both countries, the inhabitants have been divided into
two camps - those who welcome the apps enthusiastically and those who are opposed to
them. The latter are the taxi drivers who are afraid of the competition. The taxi is a part of

8
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public transport, probably the most innovative one. Smartphone penetration in Austria grew to
86% in 2015 (Stenger, 2015), compared with 54% in Slovakia (eshopworld, 2015). This
means that the potential of digitisation in Slovakia has not yet been exploited as much as in
other countries. However, we have noticed two different taxi app providers in the two cities,
and two identical ones, Uber and Taxify, as highlighted in Table 3.

Table 3 Taxi App Providers in 2018

City Provider (country of origin)

: 3
Bratislava | Uber (USA) Hopin® (Slovakia) Taxify (Estonia) Llfsegguégcz)%h

Vienna Uber (USA) | MyTaxi (Germany) | Taxify (Estonia) 31300/40100 (Austria)

Source: Author’s own compilation

In Table 4, we present a comparison where we have highlighted the essential features of
all providers.

Table 4 Comparison of the Features of Providers’ Apps

Provider Uber Taxify Hopin Liftago | MyTaxi | 31300/40100
City Br\a,tii;ﬁa/ Br\";‘?eiiza/ Bratislava | Bratislava | Vienna Vienna
Free app 0 o 0 Q 0 0
App in mother tongue Q o 0 a a 0
Geolocation 0 a o G 0 °
Booking in advance 0 o ° Q 0 °
Extra fee in traffic jam o o 0 o o 0
Card payment 0 o 0 G 0 0
Cash payment ° o o @ 0 °
Driver with taxi licence o Q o 6 0 °
Driver and vehicle selection 0 0 o 0 0 0
Phone support 0 0 0 o 0 0
Support in app (/) (/) O O & a

Source: Author’s own compilation

We have discovered that these providers offer fair conditions, easy utilisation through
downloading of the app and registration, and better service than traditional taxis, where
drivers typically have a bad image, higher prices are charged, no taximeter is used,
operators are arrogant, vehicles are in poor condition or dirty and sexual harassment
occurs. The taxi app providers try to avoid such an image because a good reputation is the
basis for success in this industry. We assume that knowing the fares in advance is the basis
for fairness, trust and politeness. As a result, there are no unexpected surprises for users,
and because the payment is made via an app system, there is no possibility of manipulation
with cash, nor unpleasant excuses or tips.

3 Created in 2012 to facilitate travel by taxi in Slovakia and in due course also beyond its borders (the Czech
Republic, Slovenia, Ukraine), (Hopin, 2018).

4 Founded in 2012, available in the Czech Republic (Prague, Brno, Ostrava, Zlin, Liberec) and in Slovakia in
Bratislava (Liftago, 2018).
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In our view, the main advantage of the taxi apps is avoiding phone calls and arguing
with operators. For this reason, we believe that this system offers fast, easy utilisation,
more security with the choice of a driver option, booking the service and better taxi culture.
Other reasons are politeness and punctuality of the driver because of the rating system in
the apps, which looks not only at the behaviour of the driver but also at the quality and

cleanliness of the car. The providers are therefore aware of the importance of good and

positive ratings. This also applies to the customers, who are given a rating by the driver. In
case of a negative rating, the customer can be excluded from the system. These actions
improve the taxi culture, especially for female customers, as they feel safer because of GPS
tracking technology. In Table 5, we list the main advantages and disadvantages of six
chosen app providers in both capital cities.

Table 5 Advantages and Disadvantages of the Taxi Apps

Provider

Advantages

Disadvantages

Uber

Easy and fast app, online payment,
use of the app in many cities
worldwide

No cash payment, no taxi
licenced drivers, guarantee of
security, higher prices in traffic
jam, low car availability

Taxify

Easy and fast app, security codes,
moderate prices, initial discounts

Small number of taxis limits
availability, —no  integrated
mobile money payments, poor
response times

Hopin

Many cars, easy app, no registration
needed, setting filter by ordering,
both payment options, growing
network abroad, business rides, web
interface, option to order three cars
on one order and enter special
requests

Limited availability abroad, app
does not function smoothly,
price is not fixed in advance,
high wvariability of drivers,
mostly smoking drivers but you
can set this in advance

Liftago

Possibility of selecting a taxi after
entering the order, discounts &
promo codes, special services (taking
children to school)

Not many cars, fewer settings
for choosing a car or driver,
extra fee for paying by credit
card

MyTaxi

Mobile payment system, myTaxi app
on Google Maps, where you can see
a free taxi and the brand of the
vehicle, the app is customer-friendly
and clearly structured, saving the
regular driver

High variability of drivers

31300/40100

Extras: English-speaking driver, pets
can be included, eco taxi combi
vehicle, phone support

High variability of drivers, no
integrated  mobile money
payments, no selection of
drivers only vehicle
characteristics, taxi drivers in
Austria may belong to only one
taxi service

Source: Author’s own compilation

Mobile apps improve passenger experience. We confirm that there is no more haggling
over prices, and the drivers are honest, satisfied and earn more. For the customer, it is
important that there are better rates compared to traditional taxis and precise location of the
vehicle on the map instead of not being well informed about the arrival of the taxi.
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Discussion and Conclusion

In the sharing economy, it has been proven that the rapid pace of technology and social
change are powerful tools of business models and value innovation. Taxi driving has meant
mobility for over 100 years, ranging from the horse-drawn cab to modern technology apps.
Based on the analysis, the taxi app market has promising potential. Yet, the taxi market is still
in transition from a traditional to an app-ruled one. Foreign experience has shown that it is
possible and desirable to deregulate the taxi sector, to the benefit of consumers on the one
side and of people wishing to join this industry on the other.

In 2016 (CBC News, 2016), taxi drivers in many major cities staged protests against Uber,
the global leader in taxi apps, which allows people to call taxis driven by unlicensed operators
using their personal vehicles. Due to the absence of regulation, taxi apps such as Uber, Lyft,
Get Taxi and Hailo are able to undercut the prices of traditional taxi companies. In our
opinion, this protest signalled the arrival of a new digital platform to transform inner-city
transportation and innovation. But the rules exist and must be obeyed by all; therefore, the
European Commission must give a clear signal by adapting the rules that apply to the
profession. We emphasise that instead of trying to limit innovation, regulators should take
advantage of the opportunities presented by the current situation to provide more efficient
systems for the general public.

The results from Vienna and Bratislava are consistent with the idea that taxi apps respond
to the competition by improving quality, offering better rates, providing a taxi at any time and
anywhere, giving better security and saving money. The taxi is a part of public transport,
probably the most innovative one. Driver ratings through the apps are an incentive to offer
good service.

To conclude, there are numerous factors involved in the success of all the mentioned app
providers, which focus on networking, payment methods, services and others. The
installation of a taxi app is undoubtedly a reasonable option and, compared to the classic
method of requesting a taxi by phone, has many advantages that make taxi ordering faster
and more transparent. In our analysis, all the app providers offer customers a modern
service through saving of money and by offering more security.

Taxi apps occupy a very valuable space in the personal transportation market compared
with traditional taxis. The providers of the apps supply most of the benefits arising from a
large number of providers, create more competition, and increase the supply of cars and
drivers in the market. But price competition is destructive for any industry, even for one that
is already providing an invaluable service and many value-added benefits. However, we
believe that these apps help to solve problems in the taxi industry in many respects: 1)
safety concerns for women, 2) solving supply and demand mismatch, 3) drivers’ earnings
and 4) customer savings.

Mgr. Be. Michal Berio

Vysoka skola manazmentu v Tren¢ine/City University of Seattle programs
Panonska cesta 17, 851 05 Bratislava, Slovakia

E-mail: michal.beno@vsm-student.sk
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Challenges in Public Administration and Examples
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Abstract:

The discussion focusses on current challenges and gives examples. To optimize work of employee
digitalization offers a lot of opportunities. Google as one of the biggest service providers is nearly
used by every employee working in a digital form, at least as search engine. Google offers more
possibilities to entrepreneurs. They can control the acts of their employees (how many documents
they have created in a specific time, ...), so they get more transparent. But it is questionable if all
possibilities are considered to improve work processes. It seems like there is a big imbalance
between available possibilities and used options. One problem could be that to implement new
digital options one has to make a bigger effort (to get to know and understand the new service,
explain it to the colleagues, ...). To show the interesting possibilities of digitalization I want to
present Medifox, a system improving working processes in the ambulant care sector and the
consequences of using this service for nurses and their patients in daily work.

Keywords: Industry 4.0. Administration. Innovation. Processes.

The consequences of problems in administrations showed on result of case studies

In Germany we can find a special form of entrepreneurship as the personal budget. The
aim of the personal budget is to improve the situation of people with disabilities receiving
support to integrate in society. The classic form of support by the social security offices
contains a contract between competent ministry and the service provider, so that the
appropriate person with disabilities has poor influence on the quality of the service. That
means that service providers have a lot of possibilities to follow on interests by using their
clients, as we will show in the more developed paper. With the personal budget people with
disabilities change to clients that are more aware of service quality. They close a contract with
the responsible administration and can easily change the service provider if they are not
satisfied with the service quality. They even can assure their approved support in form of a
personal budget by employing one person.

That means, that an entrepreneurship of a budget taker doesn’t follow the classic goals of
entrepreneurs (doing profit, ...) but lies in an improvement of the received service quality. In
addition, not every budget taker is entrepreneur because he can buy the needed services as a
client. Furthermore 60% of the budget takers are under legal guardianship (MEYER, 2011).
By examining personal budget takers that receive a lot of support by legal guardians we can
find out which elements of support are conducive for the independence of people of
disabilities in which elements are counterproductive. These results can be considered to
examine the entrepreneurship of disadvantaged people and advice can be given. One of the
most important elements of interactions are the administrative ones.

That’s why after presenting the methodology of the exploration we will focus on the results
on the administrative interactions. Thus, the operational question of the research design is:

How is the decision-making process for or against applying for a personal budget by
considering the background of the individual life story?

The answer to this question should be dealt by using qualitative research methods, because
of the lack of information about people with disabilities in applying processes and to keep
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open minded while collecting a maximum on information that can be analyzed in the next
step.

Overview of the Research Design
Design:

The design of the exploration contains 7 autobiographical-narrative, 7 case-historical-
narrative as well as 3 professional biographical-narrative interviews with 4 different phases
(decision-making process, decision, application, decision of the payee).

Survey:
e Autobiographical narrative interviews with 7 potential budget takers.
e Case-historian-narrative interviews with adult guardians.
e Professional biographical-narrative interviews.

The audio data are transformed in a written form (Transcription).

The evaluation contains 4 steps:
Step 1: sequence analysis;
Step 2: contrastive comparison;
Step 3: theoretical sampling;
Step 4: perform steps 1 and 2 until theoretical saturation by using interviews.

Results of the interview analysis:

Administrative deficits have an important influence on the received service. In cases where
institutions have deficits in administrative processes a lot of unprofessional interactions
happen (see the interactions listed in the table in the appendix). Problems in administrative
processes are not only based on deficits but have a political background and can be seen as
barriers (barriers (look at the table “Results of the exploration” in the appendix, the case ma4,
the position of the legal guardian, branch “grade of satisfaction”, p. 15). But complex
administrative processes can be used by established service provider to create dependencies of
clients to control the market (see the remarks to the service provider in the case kp or A10).

Nevertheless, there are also positive examples, where administration run without problems
like in case R9. So technological development has no worth to establish a service if
established administrative procedures don’t run in a efficient way. This is important for cross
border mergers, for enterprises wanting to establish innovative products, for firms trying to
achieve a new market with already established competitors or wanting to invest in countries
with high political regulations protecting their own national companies like Russia and the
tendencies that are happening in the USA.

Influence of institutional deficits on global competitiveness

An enterprise that has structural problems especially in administrative procedures will not
have a real advantage of new technology and must first solve this problem. That is an
important factor that an enterprise owner can control. But it is hard to manage administrative
deficits of the environment, especially of a state (as discussed before). However, an enterprise
with good and clear procedures has an advantage of better analysis of the confronted
problems like: Do I have the wrong partner as a supplier for my product? Is the market I want
to reach protected by a policy? Do I need the help of lobbyists? Do I need the support of
attorneys to claim my rights as an entrepreneur? Or, can I improve my service in such a way
that I will have an advantage over my competitors?

The 12 pillars of competitiveness are (SCHWAB 2017, p. 24):
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- institutions, infrastructure, macroeconomic environment, health and primary
education, higher education and training, goods market efficiency, labor market
efficiency, financial market development, technological readiness, market size,
business sophistication, and innovation.

One can say that administrative processes are significant for every pillar, but they are very
important in the context of institutions and innovation. These pillars have big influence on the
two sub-indexes. Basis requirements (institutions with 25 % of influence) and innovation and
sophistic factors (innovation 50 % of influence).

So, entrepreneurs need strategies to confront especially administrative barriers. Based on
this circumstances, new technologies can be effective instruments. The solution lies in
combining administrative procedures, that runs already in an efficient way in an enterprise
with new technologies.

Medifox - an example of combining administrative processes with technologies from the
industry 4.0

Medifox offers solutions for the health care sector and is one of the biggest provider of the

health care sector. They offer these service:

¢ Billing and administration
Human resource planning
Mobile applications
Documentation of the health care processes
Management information systems
Specific services for outpatient care
Finance administration

The health care sector is big need in Germany. The service provider has no need to get
clients and so the hole sector has organizational problems and no real performance need
because the control of them needs improvement. One distributor of the software Medifox has
told me that there are few health care services using all options of their software. As long as
this situation (not enough service providers and no political solution) holds on health care
organizations aren’t under pressure to get clients and so have no need to use all the software
options. But very performant services are depended on the offered features to control the
processes, especially the administrative one, because they know, that in cases of failures, the
efficient handling of administrative processes is their main chance to fix the problem and find
a solution. A lot of services being not able to do so, take big damages in case of failures and
risk even their further existence.

4. Conclusions

In summary this paper has shown how important the efficient management of
administrative processes is and that an enterprise can find a lot of information in case of
administrative barriers or deficits. The use of technology alone can’t handle that, but it is
possible for enterprises to combine technologies with efficient administrative procedures. In
such cases there are a lot of interesting service provider like Medifox in the health care sector.
Entrepreneurs should take that into account, analyze their procedures and make the good
choice by applying new technologies.
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Appendix
Interviewee Case Course of Interactions/reactions Type of Important elements Course of offered Grade of satisfaction
application intervention for the application service
Applicant Kp X Help adoption (active I1, 12, I3, R1 X X Expectations not
application supporting realized (dissatisfaction
interaction (I1)), retreat with help, Z1)
(deficit-oriented interaction
(I2)), persistence (help
complicating interaction (I3)),
lying (I13), bad communication
(I3), working with information
asymmetries (I3), Satisfaction
(RD)
Legal Kp No Problems Adding further help (actions poor control of the Change of provider | Expectations not
to improve situation after a service provider by when switching to realized, no
Guardian (A0) rejection of a personal budget, adult guardian classic service dissatisfaction but
S1), Change of application (control deficits, F0), | (H1), Change to distancing, - distrust and
form from personal budget to - many involved inpatient service recommendation to do
classic service (L1), detailed specialists in the PB (change of so to colleagues dealing
analyze (S1) (complexity measure, H2), adult | with PB, desire for
difficulty, F1), - advisor feels in external control,
feeling of adult distress possibilities of
S1,L1 guardian to be (inconvenience performance fraud by
obliged bringing adult guardian, service providers,
proofs for clerks H3), adult guardian | desire: specified clerk,
(danger of beeing as control supporter | signaling the willingness
exploited, F2), too of administration to cooperate
little control (FO) (H3) (dissatisfaction with
help and application,
72)
Provider Kp X Working with dependencies X X X
(I3), working with information 13

asymmetries (I3), cheating
(I3), bad service quality (I3)
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Applicant GR Rejection wish for | Conscious decision for Change of personnel | More Braking of the PB
inpatient help (A2) | livelihood (I1), observing (F1), communication | communication less | coupled with
application (I1), lying (I3), problems (F1), - alcohol competence problems
rejection of help as danger for Several applications consumption on administration
livelihood (I3), retreat (I3), (F1), information (outside PB) (dissatisfaction with the
mistrust (I13) misunderstandings in | (Positive prior application, Z3)
.13 application (F1), experience outside
’ mistrust caused by PB, H4)
long processing times
(Faulty application
processing, F4), -
Antipathies and
feeling of neglect
(not in PB) (negative
prior experience F5)
Legal GR Application for Use of psychological I1, 14, 13, Assumption that legal | X Desire for clear
inpatient help (A1), | knowledge (I1), application advisors shy away responsibilities in
Guardian + switch of of further assistance (14), from complicating application process,
application in application to two authorities and protracted proposal application
outpatient help, (I3), written communication application and then application
failure of with client (I1), fax sending approval (F1), low examination then clerk
application of (I1), reflection on work guardianship fee determination, positive
personal budget efficiency (I1), reduce (F2), experience with services
(A4) and exchange | frequency of visits (I1) - lack from PB (dissatisfaction
to another of cooperation on processing application, satisfaction
administration by clerk (I3), - no service provision, Z4)

(A4.1), reminder
on application
because of health
worsening (A5),
exchange with
clerk on phone
(A6), application
on further help
services (A7),
information
asymmetries
between legal
guardian and clerk

consideration of the specifics
of client (I3), - time-delayed
and inadequate processing of
applications (I3), - fear of
suicide attempts (13), -
complicated and difficult
application (I3 ), - Ambivalent
relationship with client
(because of personal budget
application coupled with
mental illness) (I3), - Border
crossing in the application
process (13), + good
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(A8), No definitive
responsible clerk
and disappearing of
the application

relationship between adult
guardian and his client (I1), +
personal information from
adult guardian to his client

(A9) (I1), + Transparency in the
application procedure in favor
of relationship adult guardian
and his client (I1)
Provider GR X - too little empathy (not in the 13,15 X X
personal budget PB) (13), -
service provider has made
application by himself (IS) in
another case
Applicant ka Worsening position | Adding further help (I1), I1, 12, I3, R1 Long assessments VA]
of clerk because of | persistence (I1), exhaustion of (F4), no
complain by all offers (I1), ignore letters consideration of the
teamleader (A10), | (I3), perform therapies (I1), specifics of the
Rejection doing application (PB applicant (F4), - No
application application) (I1), rejection by local assessments
personal budget administration (I3), (F4), no professional
(A4), Rejection unauthorized assignments assistance with
opposition (A4.2), | (administration on Probation application (F1)
Legal action (A4.3) | Authority) (I3), Conflicts
between specialists (I3), Non-
Reliable Unreliability (12),
client sees adult guardian as
support (R1)
Legal Ka Temporary delay in | risk of loss of life partner due 11,13 X Desire for clear
treatment of to technical intervention (I3), responsibilities in
Guardian application without | assumption of duties by legal application procedure,

consequences for
the relation legal
guardian and
applicant (A11)

guardian beyond competences
(I1), sympathy (I1)

proposal application
acceptance then
application examination
then case officer
definition, bad
experience with the
application procedure
for PB, item experience
with service provision
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(Z4)
Applicant P16 X Admission of help (I1) 11 X X
Legal P16 Application three assumption of unpleasant I1, S2 rejection of PBs by Refusal of PB by clients
months before tasks in help setting (I1), a lot adult guardian for due to
Guardian (A12), extension of | of time and room for emotions reasons of institutionalization,
the admission (2,5 | (situation improvement with remuneration and initially little evidence
years) (A13), PB, S2), better understanding expenses (F1), of quality, prevention of
Growing of of role of big service provider previous knowledge inpatient housing via
complexity in compared to freelancers (I1) in PB as opposed to PB, mentally disabled
application (A14) colleagues people as the only target
(application- group in PB, exclusion
promoting factors of difficult clients where
legal guardian, F3), professional help fails,
Empathic Social and emotional access
Welfare Office (other would be appropriate in
application- case of danger creation
promoting factors, of dependencies (Z3)
F6)
Applicant AlS X X X X X
Legal AlS X Initiation of legal action (I1), I1, 13, S2 X Wish of improvement
empathy (I1), decision transfer (Z4)
Guardian (I1), pressure on

administration for further
payment (I1), support of the
assistant with regard to
recognition as a specialist (I1),
no consideration of the
peculiarities of the person
being cared for (I3), official
Interventions do not work (13),
rejection of responsibilities on
the part of the authorities (I13),
relocation to adult guardian
(I3), conflict of interest in the
suggestion for help setting
(I3), - Excessive expectations
from the administration (I3), +
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activation of the client (S2),
pleasant living environment

(1)

Applicant BR X Conscious decision to secure a 11,13 X X
livelihood (I1), exclusion (I3),
Exploitation of specialist (I3),
sympathy (I1), unreliability
due to lack of reflection (I3),
Inability to absorb the
consequences of manipulation
d3)
Legal BR Legal guardian has | Involvement of a nursing 16, 11, 13, Expectation of target X
planned the helping | service at its own expense achievement as a
Guardian aims by himself (non-specialist personal prerequisite for PB
(A15), Growing of | interactions to improve the grant (F2), -
complexity of situation, 16), use of its own Exclusion of difficult
application (A14) outpatient service (16), clients from the
provide clothing and food (16), service providers
De-escalating measures (I1), (F4), - Reduction of
inpatient accommodation (I1), the PB on payment of
Threat of abandonment (11), monthly cards, gym
PB as a way to find suitable studio contributions
service providers (I1), lack of and small extra
cooperation on processing supplementary
(I3), review of the adult service (F4)
guardian by consultation of
the client (I3), - demarcation
problems of the environment
(I3 ), - unfavorable regional
environment due to the lack of
specialists and poor public
transport (13),
Applicant R9 No problems (A0) | Conscious decision to make a 11,13, S2, No consciousness of Situation deterioration

livelihood (I1), cold
withdrawal (I3), use of
inpatient care (I1), share
experience in lectures (S2),

the client about his
position as client in
PB (F1)

without help
(satisfaction with
service provision, Z0)
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exaggerated expectations of
administration (not in PB)
(I3), improvement of Situation
with help of service (S2), low-
level conversations (S2),
professional interventions
(S2), consent to the PB (I1)
picked up application form of
the legal guardian by the client
(I1), outside activities (S2), no
need to go to mailbox
because of support by adult
guardian (I1)

Legal R9 X Initiate legal action (I1), I1, 82 Successful Good experiences with
transparency (I1), sympathy Opposition to the services (Z4)
Guardian I1, S2) sanctions of
recruitment agency
(F3)
Applicant ma4 X Pressure on adult guardian 13 X X
(13)
Legal ma4 Notification only Transparency (I1), claim for 11,13 Long processing Cheating of large
on service provider | perfectionism for liability times for further institutions in the
Guardian (A8), No reasons (I3), sympathy (I1) approval, which leads application process,

information about
admitted time
period for help
(A9), exclusion of
legal guardian (A9)

to the cessation of
assistance (F4),
mistrust development
by long processing
times (F1), refusal
PB by caregivers for
reasons of
remuneration (F2),
duration between
application and
approval usually
leads to the maturity
of the assistance and

easier handling,
politically desired
displacement of small
service provider to the
detriment of the freedom
of choice of budget
taker, lack of
competition between
established providers,
Detection, less
psychiatric
accommodation, desire
for external control,
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consequently
inpatient
accommodation (F4)

recommendation, good
experience with the
service provider (Z4)

Applicant

AB

demarcation (I3), mistrust
(I3), public interest in the
budget recipient (I13),
assistance from integration
assistants (I1), due to the
absence of adult guardian
support of the client in
administrative procedures (I1),
due to conflicts in contact with
administrative staff, handling
of applications for processing
),

Attorney for the purpose of
promoting co-operation in
application process (I1)

11, 13

No adult guardian
(F1)

Rejecting behaviour
because of complicated
personality (Z0)

Legal

Guardian

Al0

Talking about problems with
client (I1), lies (I3), Lack of
cooperation from clerk (13),
Conflicts between
professionals (I3), mistrust
(I3), Institutions and
environment exert pressure on
adult guardian (I3)
involvement of an attorney in
the application of an adult
guardian (aggravating factors
in the implementation in PB,
S3), signaling of cooperation

(1)

11, 13, S3

Professional
interactions (F6)

termination of the
measure by the
legal guardian
(termination of
service by legal
guardianship, HS),
House ban for adult
guardian by the
client (H3),
cessation of adult
guardianship (H3)

Rejection PB due to
quality defects, desire
for external control (Z1)

Provider

Al10

Misuse of dependency
relationships (I3), poor
communication (I3), poor

I3

Influencing of the
budget taker
against the adult
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qualitative service (I3) guardian (H3)
Legal PZ14 No notification Time-delayed processing of I1, 13 Addiction of the The adult guardian | Rejection of the PB by
about rejection applications (I3), notification budget taker (F2), PB | as supporter of clients due to
Guardian (A17), Rejection of rejection (I3), disagreement as a financial benefit | control in the PB institutionalization,
medical documents | with the opinion of the expert to the federal state, (H3) adult guardians avoid
(A18), Legal 1) adult guardians are PB, withdrawal of the
guardian has has encouraged to apply PB application by adult
planned the helping PBs (F7), Rejection guardians, PB as another
aims by himself of assignment form of billing modality
(A15) statements (F1), - with the same
Lack of experience in incumbent service
PB as possible reason providers, caring
for refusal of adult assistance as
guardians (F1), - insignificant additional
Criticism of pure expenses, exclusion of
medical assessment certain persons (without
(F4), need for closer guardianship and
examination of the inability to manage own
suitability of possible finances) (Z4)
budget takers (F4),
Exclusion of addicts
(F2)
Provider PZ14 X Bad service quality (S3) S3 X X X

Notes:

X means no information

The abbreviations of the cases are used to distingish each case (see under branch ,,case* of the table)

There are different items summarized under one main category. So, the items are listed and linked to the specific category as shown in branch
(interactions/reactions)

Under the category A9 (Poor treatment of application) are summarized more items because of their similarity. These are:

- No information about admitted time period

- exclusion of legal guardian

26




10" International Research Conference, Bratislava, April 25th, 2018

Vplyv digitalizacie v procese finanéného riadenia nadnarodnych
korporacii

Slavomira Blahutova
Vysoka skola manazmentu v Tren¢ine/City University of Seattle programs

Mariana Sedlia¢ikova
Technicka univerzita Zvolen

Anotacia:

Finan¢né riadenie podnikov je najdolezitejSia a zaroven neoddelitelna sucast’ riadenia nadnarodnych
korporacii. Cielom prispevku bolo zadefinovat' potrebu digitalizacie ako podporného nastroja
finan¢ného riadenia, planovania a manazérskeho rozhodovania malych a strednych podnikov, ktoré
su sucastou nadnarodnych korporacii. Uvedend problematika bola preskimana pomocou
empirického kvantitativneho prieskumu metédou dopytovania v prostredi korporatnych malych a
strednych podnikov na Slovensku. Pouzitim metéd analyzy, syntézy, dedukcie, komparacie a
sumarizacie boli spracované sekundarne zdroje ¢erpané z domacej a zahrani¢nej vedeckej literatary.
Vysledky vlastného vyskumu boli vyhodnotené opisnou S$tatistikou pomocou tabulkovych a
grafickych prezentacii. Vysledky analyz primarnych a sekundarnych zdrojov boli pouzité ako zaklad
modelu predstavujtici Struktiru a obsahovi naplii procesu zberu, prenosu a spracovania informacii
pre potreby finanéného riadenia podnikov. Zhrnutim kl'ucovych poznatkov z vedy a praxe je
prispevok prinosom pre rozvoj digitalizcie vo finanénom riadeni podnikov aj pre malé a stredné
podniky, ktoré nie st suc¢astou TNK.

Kruacové slova: digitalizacia, inovacny proces, finanény manazment, prenos informacii.

Abstract:

Financial management of companies is the most important and at the same time an inseparable part
of the supranational corporations management. The objective of the contribution was to define the
need of digitalization as a tool of financial management, planning and managerial decision-making
in small and mid-size businesses forming a part of supranational corporations. The issue was
examined by means of empirical quantitative research using the inquiry method in the environment
of corporate small and mid-size businesses in Slovakia. Using analysis, synthesis, deduction,
comparison and summarisation methods secondary resources taken from domestic and foreign
technical literature were processed. The outcomes of own research were evaluated by descriptive
statistics using graphical presentations. The results of the analyses of primary and secondary
resources were used as a basis of the model representing the structure and content of gathering,
transmission and information processing procedures for the needs of search in the area of financial
management of companies. Summarizing the key knowledge from science and practice the
contribution can be helphull by development of digitization in corporate financial management for
small and medium-sized enterprises that are not part of TNK.

Keywords: digitalization, innovative process, financial management, information transfer.

UvVoD

Ekonomické napredovanie spoloc¢nosti je historicky spojené s existenciou obchodu.
Tradicnym poslanim obchodu bola vymena tovarov a sluzieb pricom sprostredkovatel'om
tohto obchodu boli vzdy peniaze ardzne peniazné ekvivalenty. Vysledkom tychto vztahov
bolo okrem iné¢ho aj vyc€lenenie zahrani¢ného obchodu ako cCasti narodného hospodarstva
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krajiny. Globdlne zmeny vo svetovom hospodarstve priniesli posun v podnikatel'skom
prostredi hlavne vo sfére ekonomického a technologického pokroku. Prirodzenym vyustenim
silnejucich globaliza¢nych procesov bol zvacSujici sa pocet transnacionalnych korporacii
(TNK), ktor¢ sa stavali dominantnym subjektom vo svetovom hospodarstve. Napriek tomu, ze
niektoré z nich uz existuju storocia, v ziadnom obdobi nedoslo k takej silnej expanzii ako za
poslednych 30 rokov. V stvislosti s narastajuicim poctom TNK sa zosililuje aj potreba
efektivneho a strategického finanéného riadenia jednotlivych podnikov - afilacii, ktoré su ich
sucastou ako aj celku ako takého .

Cielom predkladaného prispevku bolo zadefinovat’ potrebu digitalizacie ako podporného
efektivneho nastroja finan¢ného riadenia TNK.

1. TEORETICKE VYCHODISKA

Podrla Ferencikovej (2013) sa medzinarodné obchodné vztahy realizuji formou :

e portfoliovych investicii (PI) — ktor¢ sa realizuju formou nakupu cennych papierov
v zahrani¢i, zvy€ajne na kapitdlovom trhu a

e priamych zahraniénych investicii (PZI) — kedy investor umiestiiuje svoje
prostriedky v zahranici, s ciel'om ziskat’ kontrolu nad podnikom, do ktorého
investoval.

V pozicii investorov najcastejSie vystupuju transnacionalne korporacie. Konferencia OSN
pre obchod a rozvoj (World Investment Report, 2006 ) definuje TNK ako pravnické osoby bez
pravnej subjektivity, ktoré pozostavajii z materskych podnikov aich zahrani¢nych afilicii.
Matersky podnik sa definuje ako podnik, ktory kontroluje aktiva inych subjektov v krajinach
inych ako materska krajina, a to zvycCajne tym, Ze vlastni urcity kapitalovy podiel. Zahrani¢na
afilidcia je pravnickou osobou alebo osobou bez pravnej subjektivity, v ktorej investor je
rezidentom inej ekonomiky, vlastni podiel, ktory umozituje dlhodoby zdujem na riadeni tohto
podniku. V Slovenskej republike je vstup PZI spojeny s transforméciou centralne riadenej
ekonomiky na trhova ekonomiku. Odborné literatira uvadza pozitivny ale aj negativny vplyv
PZI na ekonomiku hostitel'skej krajiny. Workie (2010), Feldstein (2000 ) uvéadzaji nasledovné
pozitivne efekty PZI pre hostitel'ska krajinu:

e transfer technologii,

e transfer Specifického know-how,

e zisk generovan¢ho zahrani¢nym investorom je zdaneny v hostitel'skej krajine,

e rast produktivity préace, zlepSenie podnikatel'ského prostredia, rast zamestnanosti,
exportnej vykonnosti a celkovej produkcie.

Sestdakova (2008), Workie (2010) uvadzaju aj negativne vplyvy PZI ako
napr. :

e negativny vplyv na nezamestnanosti v ramci racionalizacie,

e negativne efekty na bezny tcet platobnej bilancie v pripade prevodu dividend,
¢ riziko vzniku dudlnej ekonomiky,

e kupa konkuren¢ného podniku so zdmerom jeho likvidacie.

Slovensko patrilo medzi krajiny Eurdpskej tnie s nadpriemernou dynamikou PZI ale
s minimalnymi investiciami v zahrani¢i (Workie 2010, Sestikovd, 2008).S prilivom
zahrani¢nych investicii na Slovensko sa menia aj pristupy v oblasti finanéného riadenia
podnikov. Materské podniky sa snazia priamo ¢i nepriamo transformovat’ riadenie filidlok
a prisposobovat’ ho vlastnym metodam. Podl'a Sedliac¢ikovej a Volcka (2013) spolocnosti
opustaji tradicné metddy merania vykonnosti podnikov a implementuji moderné pristupy,
kde sa snazia o prepojenie vSetkych Cinnosti podniku a jeho ucastnikov. Kotuli¢, Kiraly
(2007) a Mann, Mayer (1992) tvrdia, ze k najddlezitejsim faktorom, ktory velakrat rozhoduje
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o prosperite alebo upadku podniku, patri schopnost spravne sa rozhodnit' v otazkach
finan¢ného riadenia. Podla nich kazdé rozhodovanie, ako aaj rozhodovanie na urovni
finan¢né¢ho riadenia, musi byt podloZené podrobnou a kvalitnou financnou analyzou.
V procese financného riadenia TNK je preto podl'a Huseinbasica (2016) a Fibiovej (2003)
potrebné viac ako v inych podnikoch presne zadefinovat’ :
e Co su meratel'né vystupy,
e ako ich merat’,
e ako pretransformovat’ dita na informécie potrebné pre rozhodovanie.
Konkretizaciou meratel'nych vystupov a vyuzitim analyzy ako metddy poznania vo vzt'ahu
k financnej situacii podniku sa uskutociiuje financna analyza podniku (Zalai 2000,
Viachynsky 1996 ). Podla Kraftovej (2002), Potkdnyho, Sedliacikovej, Volcka a Sopkovej
(2015), Kubickovej a Jindfichovskej (2015) je finan¢na analyza prepracovanou sucastou
financného riadenia a metéd hodnotenia finanéného hospodarenia firmy, pri ktorom sa
spracivaju udaje zachytavajice podnikové cinnosti prevazne v peniaznych jednotkach.
Ziskané udaje sa triedia, agreguju, pomeruju sa medzi sebou navzajom, kvantifikuji sa
vztahy medzi nimi, hl'adaja sa kauzalne suvislosti medzi nimi a uruje sa ich vyvoj. Za
pomoci uvedenych postupov sa podla Zalaia (2000) zvysuje vypovedacia schopnost
spracivanych tidajov a tym sa zvysuje ich informac¢na hodnota. Sedliacikové a Volcka (2013),
Sedliacikova a Drabek (2005) tvrdia, Ze informécie ziskané finan¢nou analyzou a nasledné
vydedukované zavery o hospodareni a finan¢nej situacii podniku slizia ako podklad pre
rozhodovanie manazmentu. Pre potreby finan¢ného riadenia podniku Potkény, Sedliacikova
et al. (2011) a Sedliacikova a Drabek (2005) definuju financna analyzu ako stibor metdd,
ktoré umoznuji urcit’ a ovplyvnit’ postavenie podniku na zéklade analyzy jeho ekonomicke;
situacie. Kraftova (2002) oznacuje financnu analyzu ako ucinny diagnosticky prostriedok,
ktory umoziiuje posudit finanéné zdravie podniku. Vlachynsky (2006), Tamousiuniene
(2008), Pham, Suchard a Zein (2011) uvadzaju, ze predmetom financnej analyzy je financna
situacia podniku. Podl'a nich finan¢nd analyza umoziiuje komplexne zhodnotit' Uroven
hospodarenia, tuspeSnost’ na trhu, efektivnost, rentabilitu, adaptabilnost’ a flexibilnost’
podniku, uroven a kvalitu manazmentu, vonkajSie podmienky podniku a odhadovat’ buduci
vyvoj na zaklade signdlov z minulosti a pritomnosti. Prezentuji myslienku, ze financnu
analyza podniku je vykonavand za pomoci odbornikov - finan¢nych analytikov. Vo vic¢sich
podnikoch existuji samostatné oddelenia, ktoré sa staraji o vSetky c¢innosti spojené
s finanénymi analyzami. TNK zavadzaji oddelenia finan¢ného riadenia alebo kontrolingu.
Zalai (2002), Sedliacikova a Volcko (2013) uvadzaju dva typy financnej analyzy podla
Casovej orientacie a to :
¢ Financ¢na analyza ,,ex post®, ktora vysvetluje si¢asna finan¢no-ekonomicku situaciu
podniku pohl'adom do minulosti, kde hl'ada jej pri¢iny. Za pomoci minulosti
umoziuje pochopit’ sicasnost’ a formulovat’ rdzne opatrenia pre buducnost’.
Nevyhodou tejto analyzy je, Ze na dosiahnutych vysledkoch uz nie je moznost’ zmeny,
pretoze uz boli realizované.
e Financ¢na analyza ,,ex ante*, ktora ma za tilohu vyvoj podnikovych financii
predikovat’, progndzovat’ budicu finanént spdsobilost’ podniku,
Podl'a toho, do akej miery alebo hibky finan¢na analyza siaha, Potkany a Sedliatikova
(2011), Kotuli¢ a Kiraly (2010), rozoznavaja finan¢nt analyzu :
o Uplna (komplexnit), pri ktorej sa analyzuju vietky oblasti podniku a vietky vztahy.
o Ciasto¢nu (parcialnu), pri ktorej sa analyzuje iba uréita oblast’ podnikovej innosti.
Podla Breleya (/991) a Davila (2009) ddlezitou a neoddelitel'nou ulohou v oblasti
finan¢ného riadenia TNK je prenos informacii potrebnych pre rozhodovanie. Elementarnym a
najbeznejSim nastrojom prenosu informdcii st finanéné reporty finanénych ukazovatelov
podniku. Davil (2009), Brealey a Myers (1991) tvrdia, Ze je potrebné financné reporty
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koncentrovat’ na kl'acové indikatory, ktoré ovplyviiuju vykonnost’ a hodnotu spolo¢nosti.
Podl'a Fibiovej (2003), Kraftovej (2002) a Hueseinbasica (2016) je pre financné reporty
dolezita kvalita a relevantnost’ reportovanych dat a nie ich rozsah. V opa¢nom pripade neplnia
svoju ulohu a nepom6zu manazmentu identifikovat’ problémy a prijimat’ rozhodnutia. Davil
(2009), Kraftova (2002), Tamousiuniene a Petravicius (2008) tvrdia, ze vysokokvalitné
informacie tykajuce sa financii vyzaduju jasne stanoveny ramec a spolo¢ny subor zasad pre
finanéné UcCely v zdujme zabezpeCenia spolo¢ného zakladu pri prezentovani, merani,
hodnoteni a monitorovani financnych vysledkov. Podl'a Davila (2008) a Fibiovej (2003) je
hlavnym cielom finan¢ného reportingu vytvorit komplexny systém informdcii a
ukazovatelov, ktoré¢ charakterizuji hospodarsku c¢innost podniku zrozumitelnou a
uzivatel'skou formou. Tvrdia, Ze informécie poskytované prostrednictvom finan¢nych
reportov maju vyznam iba v pripade, ak maju vplyv na ekonomické rozhodnutia uzivatel'a
tym, ze mu pomdzu zhodnotit’ minulé, sticasné a buduce udalosti, alebo Ze potvrdia alebo
opravia ich minulé hodnotenia. U¢innost’ finanénych reportov suvisi aj s ¢asovym hladiskom
podavania reportov. Podl'a Huseinbasica (2016), Pham, Suchard, Zeina (2011) a Fibiovej
(2013 ) je Standardny cyklus vykaznictva primarne postaveny na troch zlozkach:

e mesacny aktualny finan¢ny reporting, zaloZeny na mesa¢nom cykle aktualnych
reportovanych dat spojeny s podavanim Stvrtrocnych a ro€nych rozsiahlejsich sprav,
zameranych na pripomienky k finan¢nej vykonnosti podniku,

e pravidelné prognozy tzv. forecasty, pricom forecasty trzieb je vhodné reportovat’ na
mesacnej baze, zatial’ ¢o prognozy financnych vysledkov a inych finan¢nych
indikatorov su predkladané Stvrtrocne.

e dlhodobejsie finan¢né plany, pre nadchadzajiuce obdobie ako aj finan¢né predbezné
plany pre dlhsie obdobia sa predkladaji rocne.

Finan¢né reporty su pravidelne predmetom manazérskych pordd a stretnuti vrcholového
manazmentu firmy (Huseinbasic, 2016, Davila 2009, Brealey, Myersa 1991 ). Forma, druh a
Casovy harmonogram finanénych reportov su Standardne upravené internou smernicou
spolo¢nosti. Medzi najCastejsSie formy finan¢nych reportov patri:

e vykaz ziskov a strat ako analyza trzieb a ndkladov podniku v ¢leneni podl'a
jednotlivych druhov, funkcie a povahy reportovanych poloziek. Sucast'ou vykazu
ziskov a strat je vypocet vyrobnej resp. obchodnej marze, vypocet ukazovatel'a EBIT,
EBT, pripadne d’alSich ukazovatelov,

e suvaha - v prehl'adnom ¢leneni na neobezny majetok, obezny majetok tzv.

prevadzkovy majetok,

vykaz peniaznych tokov,

report o stave zaviazkov a pohladavok,

reporty o stave zasob,

reporty trzieb,

d’alSie reporty podla stavu a charakteru uctovnej jednotky,
pravidelné prognozy,

pravidelné finan¢né planovanie.

Charakteristickou ¢rtou pre TNK je velky objem analyzovanych dat. Na to, aby data
efektivnym spdsobom prispievali k finanénému riadeniu podniku, musia byt zosumarizované
vcas, prehladne a zrozumitelne a musia mat’ vypovedaciu hodnotu. Dolezita ulohu zohrava
digitalizacia dat. Pod digitalizaciou dat sa podl'a Tratz-Ryana, Duersta (20/8) rozumie prenos
informacii z analégovej formy do digitadlnej. Tvrdia, ze najdolezitejSou vlastnost'ou
digitalnych informacii je rychlost’ a jednoduchost’ spracovania dat. TNK vyuzivaji na prenos
dat v digitdlnej forme tradiCne intranet. Podla Poor, Pitta, Ewinga (2002) je intranet
pocitacova siet, ktord pouziva rovnaké technolégie (TCP/IP, HTTP) zaloZzené na
Klient/Server architekture aje urceny iba pre malé skupiny, napriklad pre pracovnikov
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urc¢itého podniku. Intranet dokaze v relativne kratkom c¢asovom horizonte zlepsit’ vztahy a
komunikiciu medzi zamestnancami, ako aj zefektivnit' organizaciu prace. Intranet je
zostaveny na modernych technologiach, ktoré spolocnosti alebo organizacii umoZznia
autonomnu spravu celé¢ho systému bez nutnosti odborného vzdelania alebo programatorskych
skusenosti. Podnikovy intranet zabezpecuje podnikom archivovat a spravovat internu
firemnt dokumentéciu, interna firemna komunikaciu, interni obchodntt komunikéciu, spravu
firemného majetku, integraciu vzdelavacich e-Learning modulov, evidencia Specifickych dat,
Specidlne Sifrované komunika¢né kandly, interné¢ video konferenéné kandly. Zavedenim
intranetu podnik ziskava pristup k informacidm z akéhokol'vek miesta na zaklade nastavenia
bezpecnostnych parametrov, rychle vyhl'addvanie firemnych dat, centradlny zdroj dokumentov
a informdcii, bezpe¢nu archivaciu internych dat a na viacerych urovniach, efektivny a
bezpecny komunikacény systém, inteligentny reporting, merianie vykonosti jednotlivych
oddeleni a procesov.

Dal§im prvkom finanéného riadenia TNK v procese digitalizacie je Cash pooling. Podl'a
Baldza (2010) Cash pooling predstavuje cezhrani¢nii konsolidaciu kreditnych a debetnych
zostatkov bankovych Uctov vzdjomne prepojenych firiem. Prostrednictvom tohto produktu
mozu nadnarodné spolocnosti medzi svojimi firmami zabezpecovat cezhrani¢ny transfer
kapitalu na zaklade vopred ur¢enych limitov. Tymto spésobom sa zniZzuje pocet pripadov,
kedy dcérska spolocnost” podnikajuca v jednej krajine Cerpd uver za relativne vysokych
docasne deponuje vlastné prostriedky.

Vyuzitie digitalizacie v procese riadenia TNK bol preskimany pomocou primarneho
kvantitativneho vyskum metédou dopytovania za i€elom zadefinovania potreby digitalizacie
v procese finan¢ného riadenia TNK.

2. METODIKA

Z metodického hladiska je prispevok rozdeleny do troch Casti. V prvej Casti prispevku
bolo potrebné pouzitim vedeckych metdd ako deskripcie, syntézy, sumarizacie, analdgie a
dedukcie realizovat’ literarnu reSer§ vedeckych domécich a zahraniénych zdrojov. V druhej
Casti prispevku bol vykonany empiricky prieskum metdodou dopytovania. Dotaznik bol
zamerany na zadefinovanie potreby zavedenia digitalizacie v oblasti finan¢ného riadenia
TNK. Pomocou empirického dotaznika boli identifikované oblasti vyuzivania digitalizacie
v procese financného riadenia. Dotaznik bol rozposielany podnikom — pravnickym osobam,
ktor¢ maji sidlo podnikania na Slovensku. S tuzemskou aj medzinarodnou formou
vlastnictva. Spolu bolo oslovenych 745 respondentov a navratnost’ bola 134 dotaznikov co je
18%. Vysledky prieskumu boli vyhodnotené popisnym sposobom. V tretej etape prispevku
bola za pomoci vyuzitia metdd komparidcie, syntézy a analdgie nacrtnuty model
digitalizovanych procesov v oblasti finan¢ného riadenia TNK. Uvedeny model moze sluzit’
ako pomdcka pre podniky v procese digitalizacie internych procesov v oblasti finan¢ného
riadenia malych a strednych podnikov. V zaverecnej etape boli definované teoretické a
praktické prinosy realizovaného vyskumu.

3. VYSLEDKY A DISKUSIA

Na ziskanie potrebnych tdajov bola pre zber informacii vyuzitd opytovacia metdda
pomocou dotaznika. Dotaznik bol rozposlany respondentom elektronicky pomocou google
dotaznika. Dotaznik bol zloZeny z dvoch Casti. Prva Cast’ predstavovala triediace otazky, ktoré
boli zamerané na charakteristiku podniku. Druh4 cast’ dotaznika obsahovala otdzky vedice
k zadefinovaniu potreby digitalizacie vo vztahu k finanénému riadeniu TNK.
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Podniky boli rozdelené podla velkostnych kategodrii, formy vlastnictva
a podla hlavného predmetu podnikatel'skej Cinnosti. Pri urcovani velkosti
podniku bola pouzita Smernica Europskej komisie podla Obr. ¢. 3.

Obr.¢.3 Klasifikacia MSP podl'a Eurépskej komisie ¢. 2003/361/ES

Typ podniku Pocet Roc¢ny obrat Bilancia
zamestnancov
Mikro podnik
Maly podnik
Stredny
podnik

Vyskumnu vzorky tvorili podniky v Strukture, ako ju prezentuju grafy 1-3.

Graf 1 Podniky podla
vel'kostnej kategorie

Graf 2 Podniky podla Graf 3 Podniky

formy vlastnictva

podla ¢innosti

Podniky Podniky podla Podniky podla
podla formy cinnosti
velkostnej vlastnictva b
vyrobné
katego rie ] SL’Jkromn,é
tuzemské 8%
10% M obchodné
9% m Mikrop u Sukro'mlné
odnik er"nedzmarodn
H Maly Sakromné pOSkYtujL'JC
55% podnik zahrani¢né e sluzby
Stredny miné M zmieSané
podnik

V druhej casti dotaznika respondenti odpovedali na otazky zamerané na problematiku
digitalizécie v oblasti riadenia TNK. Respondenti odpovedali na nasledovné otazky.

Otazka ¢. 1: Mate v podniku zavedeny uceleny systéem financného
planovania, prognézovania?

V suvislosti so zavedenim systému financného planovania 39 % respondentov ma vo
svojom podniku zavedeny systém financného planovania, progndzovania a kontroly, za
pomoci hardwarového, softwarového vybavenia a nastavenia internych procesov. Jedna sa
prevazne o sukromné podniky s medzindrodnou ucastou, ktoré predstavuju 84 % z celkovych
respondentov, ktori si vybrali tito odpoved’. Zvysnych 16 % tvorili sikromné zahrani¢né
podniky a tuzemské podniky. Zistilo sa, Ze 33 % respondentov ma zavedeny systém
finan¢ného planovania prostrednictvom softwarového vybavenia, 22 % podnikov vyuziva MS
Excel ako podporny nastroj finanéného riadenia podniku , 2 % nemaju zavedeny systém
vobec a4 % ma zavedeny systém, ktory vzhl'adom na persondlne a technické vybavenie
neposkytuje relevantné a Casto krat skresl'ujiice informéacie pre potreby riadenia podniku.
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Otazka ¢. 2: Aké zdroje informacii vyuzivate na podporu financného
riadenia vo vasom podniku?
Pre potreby finanéného riadenia podniku 21 % podnikov vyuziva informadcie
z tradi€éného uctovnictva, 42 % tradiéné uctovnictvo skombinaciou finan¢nej analyzy
a kontrolingu, 16 % tradi¢né UCtovnictvo v spojeni s financnou analyzou, 14 % tradicné
uctovnictvo vo vézbe na kontroling, 7 % podnikov uvadza, ze vyuZziva iné informacie ale len
5 znich uviedlo d’al$iu alternativu a tym bol prijem finan¢nych prostriedkov, denné trzby,
vysku dennych ndkladov, cash flow. Tykalo sa to hlavne mikropodnikov, ktory vo
vSeobecnosti neriesia finan¢né riadenie podniku a kontroling.

Otazka ¢. 3 Aké informacie vyuzivate na podporu financného riadenia vo
vasom podniku ? ( mozZnost vyberu viacero moznosti)

Najsledovanejsimi ukazovatel'mi az 82 % je vyska trzieb, 79 % respondetov sleduje trzby
podl'a druhu trzieb, 53 % sleduje trzby podl'a partnerov, 64 % sleduje vysku nakladov, 59 %
sleduje naklady podl'a ndkladovych druhov. Pre 45 % respondentov je ddlezity cash flow. 74
% sleduje stav zavazkov a pohl'adavok a 48 % sleduje stav zasob.

Otazka ¢. 4 Aku formu prenosu informdcii vyuzZivate pre potreby
financného riadenia podniku?

Ako formu prenosu informacii 29 % podnikov vyuziva informacny systém spolo¢nosti. AZ
38 % vyuziva intranet ako nastroj prenosu vnutroskupinovych informacii a reportingu, 14 %
vyuziva Excel, 13 % Business inteligence. 4 % kombinaciu predchadzajticich a2 % iné,
pri¢om ni¢ konkrétne neuvadzaju.

Otazka ¢.5 Aku formu zberu informacii vyuzivate pre potreby financného
riadenia podniku ?

Zber informacii 64 % respondentov vyuziva manudlny prepis dat spojeny so skenovanim,
Len 9% vyuziva skenovanie dokumentov s prepisom informdcii do digitdlnej formy. 24%
vyuziva manualny zber dat prepisovanim dokumentov a 8 % vyuziva iné techniky zberu
informaécii.

Otazka ¢.6 Ktoré z nasledujucich podpornych nastrojov vyuzivate v procese
financného riadenia podniku. ( moznost vyberu viacero moznosti).

Najviac vyuzivanym podpornym nastrojom financného riadenia je skenovanie dokumentov
72 %, archivacia skenovanych dokumentov 54 %, menej Casto sa vyuziva schvalovanie
dokumentov prostrednictvom IS spolo¢nosti vytvaranie elektronickych dokumentov 48 %, 36
% vyuziva cloudové rieSenia pre archivaciu a zdielanie vnutropodnikovych reportov a 24 %
vyuziva finan¢ny reportingovy software na konsolidaciu vnutropodnikovych reportov.

Zhrnutim vysledkov dotaznikového prieskumu ana zaklade analyzy sekundarnych
literarnych zdrojov boli sformulované nasledovné zavery.

Posledné dve dekady 20.storocia a prva dekdda 21.storocia su charakteristické zvySenim
PZI na Slovensko a s tym stvisiacim zvac¢Sujucim sa poctom transnacionalnych korporacii.
TNK nesposobuju len priliv zahrani¢ného kapitalu ale prinaSaju so sebou aj nové techniky
v oblasti finan¢ného riadenia podnikov. Tak ako tvrdia Workie (2010) a Felstein (2000)
predstavuju nielen transfer technologii, ale aj Specifického know-how. Uvedené je
odzrkadlené aj vo vysledkoch empirického prieskumu, ktory potvrdzuje, ze v podnikoch
s medzinarodnou a zahrani¢nou ucastou je zavedenie finan¢ného riadenia, planovania
a prognozy beznou sucastou. Podl'a Sedliac¢ikovej (2013) firmy opustaju tradicné pristupy
riadenia podnikov  aimplementuji moderné techniky riadenia. Empiricky prieskum
potvrdzuje, ze prave medzinarodné podniky a zahrani¢né podniky vyuZzivaji pre potreby
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finan¢ného riadenia uctovnictvo vo vézbe na finan¢nu analyzu a kontroling. Vzhl'adom na
velkost’ a mnozstvo dat, ktor¢ TNK vyuzivaju v procese riadenia je dolezity efektivny zber
informécii a transfer informécii v smere k manazmentu spolo¢nosti. Podl'a Sedliacikovej a
Drabeka (2005), Sedliacikovej a Volcka (2013), je potrebné koncentrovat’ sa na kltcové
faktory, ktoré ovplyvituju vykonnost’ firmy. Aj empiricky prieskum dokazuje, ze predmetom
analyzy dat su hlavne financné ukazovatele podniku ako napr. vyska trzieb, vyska nakladov,
rentabilita vlastného kapitdlu, rentabilita trzieb a pod. V stvislosti s efektivnym vyuZzivanim
dat sa do sféry riadenia podniku zarad’uje digitalizacia dat. Digitalizdcia dat sa vyuziva
prevazne v TNK ako to preukazuje empiricky prieskum. Vyuzivaji sa formy skenovania,
archivécie skenovanych dokumentov, automatického rozpoznavania a vytazovania uctovnych
a bankovych udajov do uctovného softwaru, ndsledny export dat do infomacnych
vnutroskupinovych reportingovych softwarov alebo Intranetov, zdielanie skupinovych
cloudovych rieSeni. Konsoliddciou dat adodrziavanim reportingovych kalendarov sa
zabezpecuje relativny rychly a efektivny prenos infomacii potrebnych na riadenie skupiny ako
celku ako aj jednotlivych filidlok.

Ziskan¢é informacie boli zhrnut¢ do modelu, ktory predstavuje moznosti digitalnych
procesov v procese financného riadenia TNK. Tieto procesy moézu byt aplikovatelné aj
v procesoch riadenia malych a strednych podnikov, ktoré nie si sicastou TNK.

Vyuzitim sekundarnych a primarnych zdrojov anavrhnutim modelu znazoriiujuceho
digitalizaciu vo vztahu k finanénému riadeniu podniku sme zadefinovali potrebu digitalizacie
ako podporného néstroja v riadeni TNK.

ZAVER

Rastuca prepojenost’ technologii, 'udského kapitalu a podnikov meni aj trhovy dopyt. Ak
si chct firmy udrzat' konkurencieschopnost musia sa prisposobit’ novym poziadavkam
a digitalizovat’ svoje procesy a obchodné modely. Sucasné uspechy firmy, nie st zarukou
uspechu v budicnosti. Preto je pre podniky délezité budovat arozvijat’ firemny inovacny
proces, zefektiviiovat’ procesy. Dolezitym podpornym ndstrojom pre podnik v tomto smere je
digitalizacia. Schopnost’ sumarizovat’ rézne druhy dat a ich analyza vedie k novym sluzbam,
produktom, otvara nové procesy a stava sa tak vel'mi dblezitou castou budiceho tspechu
podnikov.
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Obr.1: Model digitalizovanych procesov v systéme finan¢ného riadenia TNK.
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Digitalne sluzby v bankovnictve:
pripad zahrani¢ného investora na slovenskom trhu

Digital banking services: a case of foreign investor in Slovakia

Sonia Ferencikova
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Jana Hrdlickova
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

Uroveit informaénych a komunikaénych technolégii umozituje poskytovat mnohé sluzby
prostrednictvom sieti a tomuto trendu sa prispdsobuje i bankovy sektor. Online banking, mobile
banking, telephone banking su dnes bezne pontkané bankovymi domami na Slovensku §iroke;j
verejnosti. Tradiéné banky rozsirili svoje produkty o digitdlne sluzby, no na trh prisli aj
inStitacie, ktoré klasické bankovnictvo vynechali a svoje sluzby ponukali vylu¢ne online.
V prispevku sa zameriame na digitalne banky, ich ponuku, odliSnosti v porovnani so sluzbami
konzervativnych domov a perspektivy na trhu. Na priklade ZUNO-Bank predostrieme prinos
internetovych bank k rozvoju segmentu digitalnych bankovych sluzieb.

Kruacové slova: Informacné technologie, informacné a komunikac¢né technologie, internetové
banky, digitdlne bankové sluzby, ZUNO.

Anotation:

The current level of information and communication technologies allows to provide with some
service online which is being followed also by banking industry. Online banking, mobile
banking, telephone banking are commonly offered by the banks operating in Slovakia towards
retail clients. The conventional banks introduced digital service, but at the same time the purely
digital banks were established. The paper focuses on digital banks” service, their advantages vs
traditional banks, the perspectives of the segment and ZUNO story. We will discuss the
contribution of the digital banks to the advancement of the digital banking.

Keywords: Information technologies, information and communication technologies, internet
banks, digital banking, ZUNO.

Uvod

Podnikatel'ska stratégia, vyuZzivanie informacnych technologii (IT) avykon firmy st
navzajom previazané. Typoldgia podnikatel'skych stratégii podl'a Milesa a Snowa definuje
Styri druhy spolocnosti: viziondrska, analytickd, braniaca sa a reagujiica. Kazda stratégia sa
prejavuje inym podnikatel'skym spravanim, zapojenim IT do podnikovych procesov a kazdy
pristup vedie k inym vysledkom. Vizionarska stratégia vyznamne zlepSuje vykonnost’ firmy,
pricom stavia na efektivne vyuzivanych IT. Hlavnym zdrojom rastucej vykonnosti su
kreativne myslienky, uvddzanie novych vyrobkov na trh, ochota riskovat’ a pod. a ulohou IT
je umoznit' inovacie a zdokonalenie vyrobkov ¢i procesov. Firma uplatiiujuca analytick
stratégiu sa usiluje Co najlepSie vyuzit' IT za ulelom zlepSenia svojej vykonnosti. Firma
zvykne sledovat’ dianie na trhu, aktivity konkurentov a podla nich vyvija vlastné iniciativy
efektivnejsim spdsobom. IT su kldicovym predpokladom tuspechu firmy, nakolko su
nastrojom rastucej efektivnosti a zdokonalovania. Obrannd ani reagujuca stratégia neveda
k lepSim podnikatel'skym vysledkom, organizécie znizuji néaklady, snazia sa zvySovat
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produktivitu ale nechci menit’ existujuce postupy ani investovat. Tieto stratégie
neprospievaju rozvoju ¢i uplatinovaniu IT (Croteau a Bergeron).

Efektivne vyuzivanie informacnych technoldgii podporuje pozitivne vysledky; firmy, ktoré
aktivnejSie pracujii s vhodnymi IT mavaji naskok pred svojimi konkurentami. Spolo¢nost’
Wal-Mart’s uz pred dvomi desiatkami rokov zbierala informécie o nakupoch svojich
zékaznikov, ktoré detailne analyzovala. Vystupom nésledne prispdsobila vystavenie tovaru
v regéloch, objednavky od dodéavatelov, ¢im dosiahla, Ze tovar bol v predajni pripraveny
kupujicim pred ich ofakdvanou navstevou obchodu. V niektorych odvetviach je vyuzivanie
IT podstatou uspechu firiem vratane bankového sektoru (Bharadwaj). Vyuzivanie modernych
technologii zvySuje ziskovost, napomaha lepSie obsluzit dopyt a poskytnit’ zakaznikom
zvySeny komfort. Zapojenie informacnych a komunikaénych technologii (ICT) zrychluje
Sirenie informécii a sucasne podporuje ziadané technologické inovacie (S. Mandorf 2014).
Internet dovoluje informovat' a obsluzit' Siroku verejnost, online systémy st velmi
praktické (N. A. Samsudin et al 2011) a v dneSnej dobe existuje skupina zakaznikov, ktori
vyzaduju moderné sluzby zaloZzené na informacnych a komunikacnych technologidch.
Rozsirovanie internetu a digitalna revolicia menia technologické moznosti firiem a celkovy
dopad na ekonomiku (S. Mandorf 2014).

V bankovnictve sa dlhodobo stretdvame s rozSirovanim tradi¢nych sluzieb do online —
elektronické banky su subjekty, ktoré vo vel'kej miere alebo Uplne vyuzivaju sluzby internetu.
Zvysuju flexibilitu pre klientov, pretoze im pontkaju moznost’ komunikécie z réznych miest,
v ¢ase zvolenom klientom, bez nékladov spojenych s osobnou ndvstevou pobocky. Bankam
znizuju elektronické systémy rezijné nédklady, vd’aka ¢omu dosahuji vyhodnejSie ceny
produktov pre klientov (Matov¢ikova, 2016). IntenzivnejSie zapajanie modernych technologii
do komunikécie s klientom a vyuzitie technoldgii v samotnych produktoch je prejavom
akcieschopnosti a usilia bank zuZzitkovat technologicky pokrok v prospech dosiahnutia
atraktivnej ponuky. Vdaka digitalizacii su banky schopné klientov oslovit mnozstvom
inovativnych benefitov.

Klasické banky doplnili do svojho portfolia rozne formy digitalnych produktov a sucasne
sa na trhu vybudovali banky, ktoré postavili svoj podnikatel'sky model vylucne na digitalnych
sluzbach. Inovacie bank, posilinovanie digitdlnych sluzieb, su vyvolavané okrem dostupnosti
modernych technolégii aj rastucimi narokmi klientov a konkurenénym tlakom. Digitalizacia
sa javi ,,zdkladnou hybnou silou zmien vo fungovani bank* (Sestakova, 2016, s. 91).

V ¢lanku sa pozrieme na Specificky podnikatel'sky model digitdlnych bank ako aj
zranitelnost velmi zameranej stratégie online bankovnictva. Nakup IT je Tahko
realizovatelny konkurenénymi spolo¢nostami, ¢o sa prejavuje istym kopirovanim
produktovej ponuky digitalneho bankovnictva. K ziskaniu konkurenc¢nej vyhody je potrebné
digitalne bankovnictvo prisposobit’ komplexnym potrebam klientov, vymedzit' jeho poslanie,
zabezpeCit' akceptdciu filozofie ucielovych uzivatelov, zvladnut riadenie novej
podnikatel'skej formy na profesiondlnej Urovni audrziavat jedine¢ni poziciu na trhu.
Prispevok stavia na pribehu ZUNO banky, ktora priniesla na trh progresivne produkty a pro-
klientsky pristup, ¢im vyvolala nutnost’ zlepSovat’ ponuku aj ostatnych bank na trhu.

Ciel’ a metodika

Ciel'om prispevku je urcit’ reakciu bank na digitaliza¢ny trend prejavujucu sa v ponuke
online sluzieb pre verejnost. Na priklade ZUNO banky analyzujeme prilezitosti i rizika
digitalneho bankovnictva a predostrieme napredovanie digitalneho segmentu v podmienkach
Slovenska. Pouzitou metédou je pripadova stidia, ktord popisuje a hodnoti posobenie ZUNO
banky na trhu. Informdcie sme ziskali jednorazovym individudlnym rozhovorom
s predstavitelom banky a doplnili sme ich na zdklade zverejnenych publikacii. Aby sme
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dosiahli komplexny pohl'ad na trh digitdlneho bankovnictva, rozsirili sme pripad ZUNO
o pohl'ad na zmeny v digitdlnom segmente.

Vyvoj digitalneho bankovnictva v podmienkach Slovenska

Prvé internetova banka na Slovensku Eliot vznikla uz r. 2001 a bola lacnym nastrojom na
priblizenie elektronického bankovnictva. Klienti mohli ucet vyuzivat’ spocCiatku bez poplatku.
Eliot umozioval pouzivatelom pohodlne komunikovat' s bankou z akéhokol'vek miesta s
internetovym pripojenim, kedykol'vek ziskat’” prehl'ad o zostatku na ucte, zadavat bezné
bankové prikazy. Sluzby Eliota vyuzivalo v priemere dvetisic klientov, skupina sa sice
obmienala ale nerastla. Ked” v roku 2004 predbehol pocet uzivatel'ov internetbankingu Tatra
banky pocet klientov Eliota, rozhodli sa poésobenie banky Eliot ukoncit’. “Svoju edukacnu a
marketingovu ulohu Eliot splnil a nevidime dovod d’alSej jeho Cinnosti na slovenskom
bankovom trhu vo forme, v akej ho klienti poznali doteraz,” (vyjadrenie Romana Zacku,
hovorcu banky, pravda.sk, 2005).

V roku 2007 vstupila na trh pol'skd mBank a v decembri 2010 aj rakaska ZUNO banka.
Banky rozvijali priame bankovnictvo prostrednictvom online bankovych sluzieb. Klientom
pontikali svoje produkty cez internet a mobilné telefony, operovali 24 hodin denne, 7 dni
v tyzdni. Boli zamerané primarne na tych klientov, ktori chceli komunikovat’ prostrednictvom
sieti (firemnifinance.cz, 2011), I'udi vo vekovej kategorii 30-40 rokov, ktori nielen oceniuju
technologie, ale su aj aktivni vo finanénych transakciach. ZUNO ponukala svojim
zékaznikom najskor vyluéne vkladové produkty: Gcty, sporiace ucty, terminované vklady,
vSetky bez poplatkov a s nadStandardnym urocenim, spoplatiiovala iba vybery z bankomatov.
,,INas prisup je odlisny. Vynikajico rozumieme svojim klientom, pretoze aj my sme boli v ich
kozi. Vieme, Co je pre nich najcennejSie — je to ich Cas. Pontikame online sluzby, ktoré su
prehl'adné a jednoduché a navySe davame vzdy top uroky. Vdaka ZUNO tak maja viac ¢asu
pre seba anemusia si robit’ starosti o svoje peniaze," (vyjadrenie predsedu predstavenstva
ZUNO Andrasa Hamoriho, Susanka, 2011), ktoré priblizovalo krédo banky “Less bank, more
life”. Za rok 2015 ziskala ZUNO od portéalu financnahitparada.sk cenu Stabilnd banka roka,
ked’ze spravila iba jednu zmenu v sadzobniku poplatkov a aj ta bola v prospech klientov
(Kosno, 2016).

V pripade ZUNO banky sa stratégia Specializdcie na vkladové produkty a mladého
aktivneho klienta rychlo ukéazala ako privel'mi obmedzujuca. ZUNO utrpela zlou situaciou na
medzibankovom trhu a opatreniami iniciovanymi centralnymi bankami, v désledku ktorych
klesli urokové sadzby na historické minim4, boli stanovené nizSie poplatky za bankové
sluzby, vratane urcenia stropu na poplatky z kartovych transakcii, ktoré boli rozdelené medzi
kartovll spolo¢nost’ a vydavajacu banku. Opatrenia na jednej strane vSeobecne obmedzovali
vynosy bankdm, na druhej strane hlavne pokles urokovych sadzieb viedol k znizeniu
atraktivnosti vkladovych produktov ZUNO banky a zasiahol tak jej podnikatel'sky model
v kratkodobom i strednodobom horizonte (Arzner, 2017). ZUNO reagovala na situaciu
rozSirenim svojich sluzieb aj o uverové produkty, pdzicky, kreditné karty i refinancovanie
ponukala svojim klientom moznost znizit' si zadarmo splatku Gveru cez. internet (Kosno,
2016).

Ako progresivna banka, ktord chce byt jednoduchd pre klientov, poskytovala
pouzivatelom d’alSie vyhody: ¢islo uctu IBAN mali vytlacené priamo na platobnej karte,
podmienky k uc¢tu bez poplatkov boli najmiernejsSie spomedzi bank, klientom poslala sms
informéciu o doslom inkase, aby si zabezpecili dostatok prostriedkov na ucte, sms spravy o
doslych peniazoch a zaplatenych cCiastkach boli napisané zrozumitel'ne, poplatok za bezplatny
ucet pripisala banka naspit’ v nasledujuci deni, vnutrobankové prevody trvali len niekolko
sekiind, o zmenenych podmienkach informovala transparentne. Nevyhodou bolo, ze v ZUNO
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banke nemohli mat’ ucet podnikatelia a k uctu déavali iba jednu debetni kartu (PCrevue,
2017).

Banka ZUNO vel'mi vela investovala do vstupu na trh, vytvorenia infraStruktary a hoci v
strednodobom horizonte ocakavali postupné splacanie iniciacnych nakladov, napokon sa im
nepodarilo dosiahnut’ vyrovnané alebo ziskové hospodérenie. Spatne je mozné urcit’ niekol’ko
pricin, ktoré sposobili neuspech a stiahnutie danej operacie z trhu. Niektoré su objektivne,
niektoré subjektivne. Ddlezitym faktorom urcite bola finan¢na a ekonomicka kriza a zmena
podmienok podnikania v danom segmente: hoci je vSetkym jasné, ze digitalizacia
bankovnictva musi napredovat’, materskd banka celt operaciu nespravne nacasovala, pretoze
v obdobi financ¢nej krizy sa sice prejavoval nedostatok likvidnych zdrojov, na ktory reagoval
povodny model banky sustredenia operacii na vklady od verejnosti, ale pod vplyvom opatreni
centralnych bank model podnikania stratil svoje konkuren¢né vyhody (Arzner, 2017).
Dodato¢né rozsirenie portfolia sluzieb o p6zicky nebolo pdvodnym pldnom Raiffeisen, ale ani
po nom banka neposkytovala pre verejnost’ komplexnii ponuku produktov, a preto ju mnohi
Slovéci vyuzivali ako svoju druhti banku. Hoci bol pozicioning ZUNA odliSeny od segmentov
Tatra banky a slovenskej Raiffeisen, v konecnom ddésledku stperila ZUNO o toho istého
klienta a konkurovala ostatnym bankam skupiny. K lepSiemu vyprofilovaniu ZUNA bolo
potrebné aj lepSie prisposobit’ sluzby, pretoze aj kamenné banky zacali ponukat’ dobré
podmienky ado istej miery umoznovali klientom vykondvat operdcie cez internet
(Onuferova, 2015). Nedostatkom bolo i riadenie ZUNA, ktoré nebolo prepojené s centralou,
ZUNO nevyuzila vyhody z kooperacie s viedenskou centralou ¢i sesterskou ¢eskou pobockou.
Vedenie chybalo ZUNO timu najmi vo faze, kedy bolo potrebné posunut’ sa z prvotného
projektového Stadia do formy redlneho bankového domu, hoci v internetovom svete (Arzner,
2017).

ZUNO trvalo generovala stratu, ktora zacala byt pre skupinu vyznamna. Materska
spolo¢nost’ zvazovala pocas jeden apol roka d’alSie posobenie ZUNA, v priebehu tohto
obdobia presla banka znacnou reStrukturalizdciou a vyznamnym sposobom znizila svoje
naklady. Prijali rozhodnutie odpredat’ banku vratane ceskej pobocky ale predaj banky v oboch
krajinach sa nepodarilo zrealizovat” (Arzner, 2017), a preto boli pobocky harmonizovanym
postupom integrované do inych bank skupiny, a to Tatra banky na Slovensku
a Raiffeisenbank v Cesku.  Uverové produkty boli presunuté do Tatra banky aj s
podmienkami, ktoré mali klienti dohodnuté¢ v ZUNO, nezmenila sa tak vyska ich pravidelnej
mesacnej splatky, den splatnosti mesacnej splatky, vyska Grokovej sadzby, vySka mesacnej
splatky poistného ¢i datum poslednej splatky (tvnoviny.sk, 2017).

ZUNO motivovala kamenné banky zrychl'ovat’ v online svete, v oblasti uctov a neskor aj
ilustruje prudky ndrast ndvStevnosti portdlu financnahitparada.sk, na ktorom stiplo
porovnanie U¢tov v denl ohlasenia ukoncenia posobenia ZUNA o 1140% (zive.sk, 2016).

Odbornici sa vo vicSine zhoduju, Zze buducnost ma internetovym bankdm priat’.
,Predpovede analytikov medzinarodnych konzultaénych spolo¢nosti hovoria, ze do roku 2020
sa bude 95 percent bankovych operacii realizovat’ online. Ruka v ruke s tym budu banky
zatvarat’ Cast’ pobociek,“ (vyjadrenie Svidrofa z portalu financnahitparada.sk, zive.sk, 2016).
Situéacia vSak nie je jednoznacne v prospech digitadlnych bank, pretoze aj kamenné banky v
mnohom dobehli tie internetové: vyvinuli internet bankingy, mobilné aplikacie, ucty, ktoré
modzu mat klienti zadarmo. Prispelo k tomu rozsirenie smartfonov a skuto€nosti ,.kto nie je na
internete vratane mobilov, akoby ani nebol* (zive.sk, 2016).

Internetové banky ponukli Slovensku nie¢o nové, osviezili ponuku, zaviedli ¢ty zadarmo,
rozbehli moznost' objednat’ si produkty cez internet, zjednodusili komunikaciu s klientmi
prostrednictvom internetu. Kamenné pobocky vSak nad’alej zostanti na trhu, vysledkom bude
skor len pomaly ubytok fyzickych pobociek. Jednak existuje stale velkd skupina klientov,
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ktoré fyzické pobocky vyzaduju, najmé pre rieSenie staznosti, ale tiez existuji komplikované
bankové produkty, ktoré sa nedaju predavat’ cez web (zive.sk, 2016). Predpokladame, ze
digitalne bankovnictvo bude posiliiovat’ v kategodrii rutinnych transakcii, ako s sledovanie
stavov uctov, zadavanie prevodnych prikazov, ale nie pri rozhodovani o financnych
investiciach, investicidch do fondov a cennych papierov. PrekdZkou je nizka finan¢na
gramotnost’ obyvatel’stva, ktord nepokryva sofistikovanejSie financné rozhodovanie, ale tiez
slaba rozvinutost’ finanéného trhu prejavujica sa v zriedkavom obchodovani Slovdkov na
kapitalovom trhu (Sestakova, 2016).

Zaver

Trend digitalizacie neobisiel ani tradi¢ne konzervativne bankové odvetvie. UZ na zaciatku
milénia, v Case ked mali Slovaci pristup na internet spravidla len pomalymi linkami z
pracoviska, priekopnicky pontikala sluzby banka Eliot, ktord ukézala moznosti internetového
bankovnictva. Internetové bankovnictvo, ktoré poskytuje klientom najCastejSie vyuzivané
bankové produkty 24 hodin denne, zadali zahffiat’ do portfolia aj klasické banky. Specialne
digitalne banky, ponukajtce sluzby vylu¢ne online spésobom, zdokonalili ponuku bankovych
produktov cez rdézne siete, v prospech klientov nastavili online komunikiciu velmi
transparentne a navyse sluzby pontkaju vyhodnejsie. Digitalne banky vSak maju Specifické
postavenie, pretoze uzivatelia vo vybranych situaciach vyzaduju osobny styk s bankami a tak
moézeme hodnotit’, Ze digitalne banky dopiiajii bankovy sektor a tladia na modernizaciu
odvetvia.

Do budutcnosti ocakavame pretvravanie trendu uvadzania technologickych inovacii do
bankovnictva a Coraz intenzivnejSie vyuzivanie online bankovych produktov. Trend bude
podporovany prirodzenym vyvojom ICT a ich rozSirovanim medzi uzivatelmi.
Predpokladame, Ze vel'mi aktivnu rolu pritom zohraju prave digitdlne banky, ktoré predstavia
najvacsie inovacie a sucasne najvhodnejSie podmienky pre klienta. Snaha ziskat’” novych
klientov tiez prispeje k rozvijaniu technologickych noviniek a udrzaniu konkuren¢ného
vyvoja v digitdlnom prostredi.
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Abstract:

Slovakia is facing problems of ethics and moral: corruption, plagiarism, deflation of values. They
affect also the Slovak university environment. Many academicians believe that the problem is caused
by their surrounding environment and its changes will automatically lead to the improvement of
university quality in education, research and leadership. In our paper, we demonstrate that the roots
of the problem are much deeper and have both internal and external origins. The progress in tertiary
education quality will require its substantial improvement and has to be a subject of a deeper
analysis.

Keywords: Academic ethics. Quality of university. Tertiary education.

Introduction

The political changes after the fall of the communist regime found institutions of the
tertiary education unprepared. The previous regime of then (Czecho-)Slovakia expected
academicians to build their university environment in accordance to its requested “spirit of
loyalty”. The obedience could be just imitated but — even in such a deformed version — it was
valued above all the academic standards. To control it, the universities adopted a highly
hierarchical organizational structure. A strong and well-specified hierarchy has some
advantages, especially in the beginning stages of the institutional development. Clark (1986)
quotes a historian A. B. Cobban: “The history of medieval universities reinforces that
institutional response must follow quickly upon academic achievement if the intellectual
moment is not to be dissipated. The absence of regular organization may initially provide a
fillup for free-ranging inquiry, but perpetuation and controlled development can only be
gained through an institutional framework.”

The citation speaks in support of the inherited strong hierarchy. On the other hand, the
organizational framework also affects its organizational culture. As the academic standards
were not facilitated in the past, they starved. We show below that they still do due to
continuing strong control and implementation of a unified model of the assessment of their
quality. The social and political situation does not speak for their support. Conversely, the
critical aspects of democracy are not developed enough yet and still demonstrate their
weaknesses. That’s why the first part of our paper is devoted to the relation between the
state of society in Slovakia and its neghbors on one side, and the university worldwide
ranking on the other.

In the second part we show examples of unethical behavior of university representatives.
They illustrate that non-ethical conduct is deeply rooted in the universities’ everyday life and
demonstrate the level of devastation of university moral. As universities are a non-separable
part of their surrounding society, we believe that coordinated internal and external efforts are
necessary to increase the quality of the tertiary education.
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Finally, we outline potential ways which (if properly implemented and controlled) could
lead to change of academic values and shift them closer to the European standards.

Universities and Society in Today’s Slovakia

Let us start our discussion on ethical issues with a quotation of (Macfarlane, 2004):
“Although the logic may seem strange, it has long been presumed that scholarly expertise
alone is sufficient preparation to enable someone to teach effectively in higher education.” In
its narrow interpretation, it points to the importance of various professional skills like
problem solving, communication skills, proficiency in pedagogical approaches, the ability to
motivate the students of a particular subject, etc. In its wider interpretation (i.e. in the one
presented here), it also includes educators’ personal involvement in guiding their students to
their higher achievements in both professional and ethical values.

The universities are not living in a vacuum. They themselves and the processes they
perform willy-nilly reflect the overall social, economic and political situation in their
surroundings. The Global Competitiveness Report (Schwab, 2018) shows that some factors
affecting Slovak tertiary education are not in favor of its quality. The report ranks 137
countries. Let us summarize the key areas in which Slovakia is ranked in the last quartile. We
present deficiencies in four pillars having their direct impact on services of the state and on
the development of human resources.

Institutions:
e 109" — Public trust in politicians;
e 119" — Judicial independence;
130" — Favorism in decisions of government officials;
129" — Burden of government regulation;
131% — Efficiency of legal network in setting disputes;
129" — Efficiency of legal network in challenging regulations;
106" — Reliability in police services;
105" — Ethical behavior of firms.
Some critical functions of the state do not function — and the government does not open room
for communication with its citizens to discuss improvements.

Higher education and training:

e 118™—Quality of education system;

e 105" — Quality of management schools.
The quality of education suffers from its underfinancing and long-term neglecting of the role
of educators. These factors are indirectly present in the low quality of management schools —
gifted graduates are not searching for jobs at universities due to low salaries and social status.

Labor market efficiency:

e 118" — Hiring and firing practices;

e 131% — Effect of taxation on incentives to work;

e 125" — Country capacity to retain talent;

e 130" — Country capacity to attract talent.
The labor market policy repels gifted individuals out of the country. Its repelling activities are
unlikely intentional. However, due to the ignorance of the government, which does not listen
to experts nor change its practices (see the Institutions pillar), the perspective in this field is
pessimistic.
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Innovations:

e 104™ — Availability of scientists and engineers.
The number of graduates in the relevant fields is low. At the same time, initiatives that would
attract high school graduates to study them are rare and lack a momentum of attractiveness.

In the remaining pillars, Slovakia mostly achieves better results. They move its
competitiveness index higher. Due to them, the Slovak Republic occupies the 59th position,
i.e. next to the end of the ranking’s first half. The above displayed ranks indicate many
drawbacks in the governance of the country in the areas critical for the development of
Knowledge Society during the Information Age. This type of lagging behind can hardly be
without any influence on the quality of the country’s social life and its educational system.

Position of Slovakia and Slovak Universities in the World Rankings

According to the so-called Shanghai ranking (ARWU, 2017), 38 countries have their
representatives among 500 world’s top universities. In 2017, the number of the countries grew
to 45. The USA still dominates but the number of its representatives has declined from 166 to
135. Compared to 2007, the number of Chinese universities in the top 500 has risen by 20, the
Australian ones by 6, etc. Among newcomers are Estonia, Island, Iran, Malaysia, Saudi
Arabia, Serbia and Thailand.

Among the countries of our region, Slovakia, Hungary, Croatia and Ukraine has no
representative. Let us make another glance back to (Schwab, 2018). It shows that a Slovak
neighbor Hungary is just behind us — on the 60th place. Croatia is on the 74" place, Ukraine is
the 86™. One could hypothesize that there is a relationship between low quality levels of
universities and the intensity of corruption in the country.

The relationship is not so straightforward. First, the comparison shows that several small
former socialist countries are ranked higher in economy (Schwab, 2018) — and still do not
have their representatives among top 500 universities in the Shanghai ranking. Azerbaijan is
on the 35" position in The Global Competitiveness Report, Lithuania is 41%, Slovenia 48™,
Bulgaria 49™ Latvia 54th, and Kazakhstan 57". It indicates that the economic achievements
themselves are not enough to achieve the top rank in the tertiary education.

Among the most problematic factors for doing business, (Schwab, 2018) also identifies
corruption and inefficient government bureaucracy. In Slovakia, the corruption is in the 1%
place, in Hungary and Ukraine in the 2" and in Croatia in the 6. One can hypothesize
whether there is a relationship between the quality of the university system and the level of
unethical behavior (including corruption) in the country. Similarly, an issue to discuss is the
relation between the quality of universities and efficiency of governmental bureaucracy. In
this case, in Croatia, it is presumed to be the most important problematic factor, in Slovakia it
is considered 2", in Hungary 3. Only in Ukraine, it takes the 8™ place. As further research
shows, there is similarity in the presence of these factors in other countries with no university
in top 500: corruption in the 1 place in Bulgaria and in the 4" place in Latvia.

To find relevant correlation, a deeper analysis has to be made. In our paper, we only
discuss the case of Slovakia.

Inefficient Governmental Bureaucracy

In order to study the relationship between the governmental bureaucracy and universities
we discuss two issues: the legislation and the quality assessment. After the Velvet
Revolution in 1989, the University Act was substantially modified two times — in 1990 and
in 2002. The currently valid version of 2002 has been modified a dozen times. Its last
changes were incorporated on 1 January, 2016. Its main drawback is its prescribed unified
university model. Despite its amendments, the 2002 University Act is still rigid and strongly
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hierarchical. It defines the structure of the university up to the level of departments —
including the work description for all educators, as well as the regulations of their promotion.
It not only prohibits flexibility of the faculty in their decision making but also defines
unusual decision making rules. Briefly speaking, it gives all the power to the academic
senates (and specifies it at both at university and faculty levels). The rectors and deans are
elected by the senates and their most critical decisions must be approved by their
corresponding senates. As a rule, if some of their decisions may have negative consequences
(e.g. reduction of redundant staff and/or academic programs), the senates reject them. It
creates deadlocks: The money that could be saved is allocated to areas which do not bring
additional finance nor contribute to good reputation of the university. As a result, the
universities are underfinanced and many fields are of low quality.

The problem could be partially solved with the help of the Accreditation Commission —
the agency which assesses quality of Slovak universities. It could facilitate the development
of high quality academic fields as well as those in high demand by business and industry.
Unfortunately, it is not interested in quality of education and the universities’ third role. Its
detailed and complex criteria only take into account the size and intensity of provided
research measured by the number of projects, published papers and their citations. Similar
criteria apply to the promotion to higher academic positions. In addition, the right to award
them is given only to some universities selected by the Accreditation Commission.
(Halffman & Radder, 2015) criticize such practices because they lead to the state in which
“Management has proclaimed academics the enemy within: academics cannot be trusted,
and so have to be tested and monitored, under the permanent threat of reorganization,
termination and dismissal.” Such an assessment method neglects (and often even ignores)
considering education as knowledge exchange and communication among the academicians
and the rest of the society. As a result, the assessment standards do not care much about
quality but rather about performance. Attempts of the external community to criticize the
practices are usually rejected.

A similar plague is devastating the academic culture around the world. The case of
Slovakia is its illustration with some local specifics (see Hvorecky, Visnovsky & Porubjak,
2017). First, the tertiary education in Slovakia is quite young and, consequently, immature.
The oldest university was established in 1919. In 1990, after the Velvet Revolution, there
were only 12 institutions of the tertiary education; the proportion of university educated
population was about 10%. During the communist regime, its system of tertiary education
represented a variation of the traditional Humboldtian model (as heritage of the past
Czechoslovakia), combined inevitably with the Soviet model (infiltrated by Marxist
ideology). It not only controlled the proportion of students belonging to the “working class”
but also the content of study programs (with extended political pressure on humanities). The
academicians learned that their obedience to authorities was the best way to survival and
promotion. The regulations set up by the Accreditation Commission freeze the state.

The problems are not new. The majority of them were criticized by the European
University Association (Jensen & al., 2008) report published a decade ago. Almost nothing
has been changed since despite the fact that there is the 7" minister of education in the seat.
The opposite seems to be correct — the education has low priority for the Slovak government
and the seat is offered to the leading party and its representatives without power to
implement changes.

Low Ethical Standards

After the Velvet Revolution, there has been a chance to change this undesired atmosphere.
The universities were leaders of the progressive changes. Nevertheless, two factors have
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stopped the positive evolution. First, the expanse of entrepreneurship with opportunities to
become employed in incoming international companies caused extensive outflow of gifted
university educators, especially among the younger generation. It resulted in a sudden lack of
vital educators striving for innovation. The proportion of those who did not favor
revolutionary changes and consequently became happy with their absence started to
dominate. Secondly, the finance schemes proposed by the government started to prefer the
numbers of students to other factors. The initial idea behind the student growth was quite
positive — to reflect the worldwide trends of massification of the tertiary education. In reality,
due to the lack of sufficiently qualified faculty, many universities have stopped controlling
quality of education as well as levels of knowledge and skills of their graduates. They have
feared that the students could run away and enroll in their competitors and have been ready
to hold them for any price, including the university reputation. Above all, the senior
generation, who used to obey the authorities, continue to select their followers among those
ready to obey, too. The result of this development is quite depressive — decline of academic
values. Examples can be found in (Hvorecky, 2015; Krémarik, 2016). They show that, for
example, research grants are awarded in strange ways, raising suspicion of corruption as well
as of favoring selected institutions.

Since their publication, there have been many other events which we illustrate by a
selection of the most serious ones since the year 2017:

e A proved plagiator (by the way, the Dean of the Faculty of Sports) has been appointed
to the position of a professor of the Comenius University in Bratislava (Burcik, 2017).

e To get research funds from the European Structural Funds, several universities have
started to collaborate with virtual firms having “good contacts” with the agency
awarding them.

e The Slovak Accreditation Commision was excluded from ENQA — the European
Association for Quality Assurance in Higher Education — in 2012. The Ministry of
Education prepared an ammendment to the University Act in order to harmonize its
status with the international pan-European recommendations. The Accreditation
Commission (Akreditacna komisia, 2017) and representatives of the largest
universities rejected the proposal. One can only guess that the commission and its
members do not want to lose their dominant non-democratic position in the
accreditation processes.

Way Out

The above data show that economic power does not suffice to move the universities to the
World’s top. It helps to allocate more finance in the system but does not solve the complex
problem. A systematic analysis was done by the European Association of Universities
(Jensen et al, 2008) ten years ago.

Its final report suggests: Since the Slovak Higher Education system compares unfavorably
to the already low European average with respect to research and innovation investments,
the Slovak Republic should seek urgent action in redressing the imbalance rather than letting
it grow even more. As we have seen, the government call for changes is minimal. Pressure
from the academic community must be made. In accordance with the cited report, it should
lead to:

¢ Providing opportunities for rewarding performance and initiative;

e Reducing the fragmentation of the research system both in terms of funding streams
and structures;

e Fostering institutional alliances, networking and creating critical mass;
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Supporting private investments in public research;

Providing adequate competitive infrastructure for research;

Facilitating collaboration between universities, industry and business;

Inviting foreign specialists in order to enhance internationalization of faculty and to
implement global ethical standards.

The order to do the analysis was made by the Ministry of Education — and then totally
neglected. If it had been implemented instantly, the depression of our tertiary system would
be likely in much better condition. For example, violation of academic ethics is becoming
more and more frequent. Today, it attacks the highest university officials. The students
witness it and move to foreign universities, primarily in the Czech Republic. This is a bad
sign for the future of our university system, too.

The authors believe that the improvement in the area studied is not possible without
dramatic and radical changes in the whole society. If the country really starts fighting against
corruption and unethical behavior, the results will be reflected in the academia as well. We
cannot expect that the academia will be an island of positive deviance in a corrupt, ruthless
society. The need for dramatic change is visible in Slovakia — the students have started
movement against corruption, and unethical behavior of the politicians has brought masses to
the streets, resulting in changes in the government. A strong voice for ethics is here, and we
have to be a part of the crowd and the initiators of the changes, not just the receivers.
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Etické liderstvo v sucasnej digitalnej transformacnej ére

Ethical leadership in transformational digital age

Terézia Horna
PreSovska univerzita v PreSove
Fakulta manazmentu

Anotacia:

Sucasny digitalny vek je vyvrcholenim l'udského vyvoja spésobenym exponencidlnym vyuzivanim
technologii na pracovisku. Digitdlny vek sa pohybuje tak rychlo, Ze zasadnym sposobom meni
sposob fungovania organizacii, ¢i uz v sikromnom alebo verejnom sektore, ¢o si adekvatne vyzaduje
nové sposoby myslenia o poskytovani sluzieb, ktoré ovplyviiuji spdsob, akym st navrhnuté
prevadzkové modely. V ¢lanku rozoberame nové pristupy k zodpovednému vedeniu [ludi,
progresivnejSiemu pristupu k etike a dovere voc¢i zamestnancom. S digitalnou transforméciou
prichadzaji technologické prostriedky, ktoré umoziuju rychlo a jednoducho merat’ a testovat
spravnost’ rozhodnuti. Za kI'aCové povazujeme mobilitu a flexibilitu, aby zamestnanci mohli zostat’
relevantni v digitalnom hospodarstve. Tymto spésobom mdzu prechadzat’ digitalnymi prilezitostami
a dosiahnut’ trvalt konkurenéntt vyhodu a lepSie sa pripravovat’ na kontrolu digitdlneho sveta.

Kridové slova: digitalny vek, liderstvo, etické liderstvo, trvaloudrzatel'ny rozvoj

Anotation:

The current digital age is the culmination of human development caused by the exponential use of
technology in the workplace. The digital age is moving so quickly that it is fundamentally changing the
way organizations exist, whether in the private or public sectors, which adequately requires new ways
of thinking about the provision of services that affect the way in which operational models. This article
deal with new approaches to responsible leadership, progressive access to ethics and trust in
employees. The digital transformation comes with technological means that allows to quickly and
easily measure and test the correctness of decisions. As a key, we consider mobility and flexibility so
that employees can remain relevant to the digital economy. This way they can pass through digital
opportunities and achieve a lasting competitive edge and better prepare to control the digital world.

Key words: Digital Age, Leadership, Ethical Leadership, Sustainable Development

Uvod

Digitalna éra meni spdsob zitia ¢loveka, jeho pracovné prostredie a aktivity. Potreba
rychlej reakcie na Casté zmeny v digitalnej ére meni staré pomalé hierarchické modely na
ploché. Organizacie vo vSetkych druhoch priemyslu experimentuju s digitalnou
transforméciou a profituju z nej (Bonnet, 2014). Hlavnym bodom z4ujmu lidrov je spravne
pochopenie ucinkov digitdlnej transformdcie na ekonomicky trh. Rychlo meniace sa
prostredie vyvolava potencidlne problémy pre tych, ktori vedil organizéicie a timy, kde
digitalizacia ovplyviiuje vSetky typy organizdcie v kazdom odvetvi: zacinajice alebo
nadndrodné, staré alebo nové, sikromné alebo verejné (Collin, 2015).

Zamestnanci, ktori nemaju titul veduceho, v digitalnej ére Celia situaciam, v ktorych je
potrebné, aby mali vdcSiu pravomoc pri rozhodovani v organizdcidch a plnili si svoje

51



10" International Research Conference, Bratislava, April 25th, 2018

vlastné ulohy a operacie s vic¢Sou zodpovednostou Veduci predstavitelia a zamestnanci by
mali slobodne zdiel'at’ navrhy alebo predstavy organizacie a mat kontrolu nad vlastnym
vykonom. (Jadskeldinen, 2015).

Vd'aka zrychleniu technologického rozvoja sa veduci pracovnici vo vsetkych odvetviach
snazia udrzat’ krok s tymito zmenami tym, Ze sa ucia o digitdlnom pokroku (socidlne média,
inteligentné zariadenia atd’.), modernizuji svoje podnikatel'ské procesy pomocou
technologii, ako su napriklad rézne uzivatel'ské programy. Aby mohli organizacie rychlo
reagovat’ na tieto zmeny a zachytit nové obchodné prilezitosti, existuje urcity subor
zru€nosti a schopnosti, ktoré su dolezité pre lidrov i zamestnancov v digitdlnom veku (Li,
2016). Je to kombinacia vedomosti, zru¢nosti a inovativneho myslenia (Dubois, 2004).

Kedze digitalizacia je zdrojom obrovskych zmien v podnikatel'skom svete, je potrebné,
aby sa s nimi lidri dokazali vyrovnat produktivhym spOosobom. Znalosti potrebné pre
veducich predstavitelov su vel'mi Siroké a Specifické avSak urc€ité schopnosti sa mozu
uplatnit’ vo viacerych kontextoch pre ziskanie lepSieho pochopenia zru¢nosti a zmyslania
potrebnych pre tspesné liderstvo v digitdlnom veku, etiku a morélne konanie nevynimajuc.

1. Teoretické vychodiska
1.1. Digitalna éra a liderstvo

Digitalny svet sa v sucasnosti izko dotyka sveta ekondmie, ekonomiky a manazmentu,
svojim sposobom ho metomorfozuje, ¢o sa prejavuje v organizaciach pri zvySenom
vyuzivani technologii na modernizaciu svojich obchodnych stratégii. Tempo zmien sa
zintenziviiuje a mnohé spolo¢nosti musia predchddzat’ krachu aktivnhymi reakciami
liderstva, zaroven musia najst vhodné cesty, aby mohli nad’alej intenzivne konkurovat’
a udrzat’ sa na trhu. Pri pohl'ade do budticnosti sa prirodzene ocakéva, Ze technologie, ako je
robotika, umeld inteligencia (AI) budi mat’ budice desatrofia vplyv na dve miliardy
pracovnych miest. (Frey, 2012)

Berman (2012) hodnoti digitalnu transformaciu v suvislosti s jej vplyvmi na obchodné
modely a navddza veducich pracovnikov, aby sa sustredili na dve dopliujice aktivity:
vyuzivanie digitalnej technologie pre vacsiu spolupracu a interakciu so zamestnancami a
preformovanie hodnét organizacie s cielom transformovat’ cely zauzivany opera¢ny model.
Fitzgerald (2013) tvrdi, ze takmer ziadna organizacia sa nebude moct uchranit’ pred
digitdlnou transformaciou a naruSenim hospodarskej sut'aze, ktoré nasleduje po zavedeni
novych digitalnych technologii a obchodnych modelov.

Digitalizacia je zlozity termin a jav, ktory je mozné sumarizovat’ a vysvetlit, pretoze
jeho vlastnosti si medzikulturne, interdisciplinarne, inter a intrageografické, ako aj
virtualne. (Collin, 2015)

Khan (2016) identifikoval Sest’ hlavnych charakteristik digitalizacie prostrednictvom
preskiimania literatiry, a to nasledovne: (1) vzajomna prepojenost’, (2) Setrenie s ¢asom a
znizenie mnozstva informaécii, (3) zvySend transparentnost’ a komplexicita, (4) odstranenie
hierarchie a osobnych bariér, (5) umoZznenie rozhodovania pre vSetkych a posilnenie
integrity, (6) humanizujici Uc¢inok. Opisuje digitalizdciu ako zvyhodiujici, ale aj
znevyhodnujuci prostriedok, pricom poukazuje na dualitu jej vlastnosti ako na benefity, tak
1 vyzvy, €o si vyzaduje zvladnutie kazdého aspektu digitalizacie, ktoré by mali lidri ovladat’.

Organizacie s digitdlne zdatnymi lidrami, dobre nastavenym start-upom prekonaju
organizdcie s menej schopnymi veducimi predstavitelmi digitdlnych technoldgii a zacnu
patrit’ k tym zaostdvajucim. Predpoklada sa, ze opomenutd medzera vykonnosti lidrov so
zvySovanim digitalizadcie sa bude =zintenziviiovat' a rozrastat. Vodcovské schopnosti
potrebné pre uspech mozno opisat’ ako schopnost’ (1) vytvarat’ transformativnu digitalnu
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viziu, (2) energizovat’ zamestnancov prostrednictvom angazovanosti, (3) sustredit’ sa na
digitdlne riadenie a (4) budovat technologické liderstvo (Westerman, 2014 ). Digitalne
riadenie je vSak proces riadenia digitalnych aktivit organizacie smerom k jej strategickej vizii,
zatial’ ¢o budovanie vediceho postavenia v oblasti technoldgii znamena umoznenie a zlucenie
veducich IT s aktudlnym spravanim v organizacii (Westerman, 2014). Digitalizdciu moZno
povazovat’ za katalyzator k rozvinutiu ispesného Stylu liderstva.

Vyskumnici spolo¢nosti Oxford Economics poznamenavaju, Ze novy stupenl zac¢inajucich
lidrov zahfnajucich digitalne myslenie, je velmi zdatnych v pouzivani technologii na
dosiahnutie konkuren¢nej vyhody a ako vysledok prinaSaju silnejSie vysledky v oblasti
podnikania. Nedavna $tidia Leaders 2020, ktorej sa zucastnilo viac ako 4 000 veducich
pracovnikov v 21 krajinach zistila, Zze digitalni lidri prindsaji vysSiu vykonnost a
angazovanost’ zamestnancov prostrednictvom stratégie, rychlosti rozhodnuti a inkluzivnosti.
(Babat, 2018)

Mozno konstatovat,, ze plnohodnotny digitalny $tyl liderstva je vel'kou prilezitostou, ale
ak nie je premyslend, moze tlacit’ vodcu prili§ d’aleko od svojho pravého ja. Autenticita je
vSeobecne povazovana za "zlaty Standard liderstva".Vyzva pre lidrov je teda dvojaka: 1.
zachovat’ autentickost’, v stlade so svojim pravym ja, vyuzivanim najlepSieho z toho, ¢o
ponuka digitdlna zmena, a 2. simultanne vyvijat’ svoje skuto¢né ja v stulade s digitdlnymi
zmenami. (Ibarra, 2018)

Ibarra (2018) poukazuje na to, ze bez vyvoja tohto pravého Ja, ¢lovek ma tendenciu
tvorit’ prili§ nepruzni definiciu toho, ¢o to znamend byt autentické, ¢o sa v kone¢nom
dosledku modze stat’ prekazkou efektivneho moderného liderstva.

Jeden zo spdsobov ako vyriesit’ tato dilemu ako uvadza Babat (2018), je pristupovat’ k
osobnej evolucii pomocou klasického rdmca vedomosti a u€enia sa. Tento ramec zahtfiia
fazy dobrého riadenia v praxi:

Poznatky, znalosti, informacie: Autenticky digitalny lider sa za¢ina procesom ucenia sa.
Pre veducich predstavitelov je dolezité¢ ovladat’ technické zrucnosti, kompetencie a technické
informacie, ktoré su potrebné na efektivne riadenie na modernom pracovisku. Poskytuje
platformu, ktord dramaticky zvySuje vplyv, prestiZ a notoritu na globdlnej urovni v redlnom
case. Faza vedomosti uci flexibilite v rychlo sa meniacom prostredi a funguje ako moralny
kompas, ktory moze viest’ organizaciu k tspechu.

Konanie: Faza zavadzania znalosti do praxe digitdlne otvara moznosti a to upustenim od
tradicnych hranic v organizaciach alebo medzi nimi. Podporuje kritické myslenie
a experimentovane. Podporuje inovacie. Je sucastou podnikatel'skej kultary, etického
prostredia a vykonnosti zamestnancov organizacie. Tato faza zahffia implikédciu do novych
projektov a aktivit, interakciu so zamestnancami a stakeholdermi, experimentovanie s novymi
spdsobmi liderstva v praxi.

Sebavedomie: Konefna - a najtazSia - faza stat’ sa autentickym vodcom je faza
sebavedomia. Velki lidri st neustale sebavedomi, a vedia ako vplyvajii na ostatnych. Pomaha
im to konat’ vZdy podl'a svojich zdkladnych hodnét a na druhej strane udrziavat’ integritu.
Digitalny lidri ¢asto komunikuju a angazuji sa s viacerymi ¢lenmi vo svojej organizacii aj
medzi inymi organizaciami. Kazdy lider ma svoju individualnu identitu a jedine¢nost’, ¢o im
umoziuje uvedomovanie si Sirokého spektra angazovanosti, ktoré si vyzaduje v digitdlna
doba, aby sa snazili vytvorit’ novl perspektivu vedenia.

Liderstvo: Digitalne tempo kladie zvySené poziadavky na etiku a doveryhodnost’. Najlepsi
digitalni lidri st originalni v projektovani a ucelovosti v tom, ako pracuju s viacerymi
platformami, informéciami, tvorbe rozhodnuti. Efektivne vyuzivaji ndstroje a spdsoby
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komunikacie. V autentickom liderstve je ziskavanie novych poznatkov vel'mi cenné, pri
rozvoji samého seba v digitalnom svete. (Babat, 2018)

1.2 Etické liderstvo v digitalnej ére

Digitalna transformacia radikdlne meni pristup lidrov k etike a dovere. Od klasickych
metdd komunikacie ku komunikacii, vyuZzivajicej internet na rychlej$i prenos informacii
v organizacii, medzi organizaciami, s klientmi, stakeholdermi, kde vznika nalichava potreba
nastavit’ vyssiu troven etického riadenia tcastnikov. Technologické systémy mdzu pomdct’,
ale rozhodujice st nové spdsobilosti a pristupy lidrov, ktori zohrdvaji rozhodujucu rolu
v riadeni radikélnej transparentnosti. Osobné a profesiondlne dynamické pristupy zaloZzené na
etickych principoch a dovere. Digitdlna transformacia je zdrojom inovacii, novych trhov,
kreativhych obchodnych modelov, prelomovych produktov a sluzieb. Strategickd analyza
Svetového hospodarskeho fora (Weinelt, 2016) ukazuje, ze digitdlna transformacia len
v Styroch priemyselnych odvetviach by mohla viest’ k profitujucim prilezitostiam vo vyske
priblizne 8,4 biliona USD do roku 2025. Digitalna transformacia so sebou vSak prinaSa svoju
zlozitost. Globalni, informovani klienti prestali tolerovat’ vyuzivanie, ¢i uz ich samotnych
alebo inych. Organizécie pouZzivajice nadstavbovu analytiku na dodavanie novych produktov
asluzieb si tlatené k neprekracovaniu hranic prav na ziskavanie a pouZzivanie udajov.
Nespravne pouzivanie dat mdze spdsobit, ze organizacie stracaju zakaznikov, riskuju vysoké
pokuty, ndklady na sudne spory, poSkodenie dobrého mena, ale aj pokles ceny akcii na trhu.

Podrla prieskumu Accenture Technology Vison (2016) 83% opytanych tvrdi, Ze dovera je
zakladnym kamenom digitalnej ekonomiky. Pre veducich predstavitelov podnikov sa dovera
stava dolezitym atributom-hodnotou, pretoze individudlne a inStituciondlne spravanie je
vystavené bezkonkuren¢nej urovni transparentnosti. (Lacy, 2016)

Celkovou revitalizaciou etického prostredia a etickej kultiry v organizaciach je mozné
zaviest’ progresivnejsi pristup k etike a dovere. Liderstvo zalozené na spomenutych atribitoch
je lepSie pripravené na kontrolu/skiumanie digitalneho sveta pri pouzivani digitalnych
technologii.

Bez dovery lidri stracaju opravnenie na tvorbu zmien, zavadzanie novych metdd, napadov,
produktov, inovacii prostrednictvom digitdlnych technologii. Digitdlne technologie vSak
vytvaraju aj zmédtok v tom, ako veduci pracovnici a organizdcie zavadzaju doveru a etické
spravanie (vid’ obr. 1) do systému riadenia. (Lacy, 2016)

Obrazok ¢. 1. Vplyv digitalizacie na obchodnu etiku a doveru
ANALOG SPORNY BOD DIGITALNE RIESENIE

ANALOG RIESENIE DIGITALNE RIESENIE

Rokovania/tvorba usudku Eticka odpoved’ Prebiehajtce rokovania, tvorba
usudku

Pomalé, drahé Eticky crowdsourcing Rychle, nizke naklady
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Centralizacia, jednosmerna Regulacia a dovera Decentralizovana, spolo¢na
komunikacia komunikacia

Stratégia natlaku, oficialne Informacie o stakeholderoch Samostatné, "neformalne" kanaly
firemné kanaly

Zdroj: Accenture 2016
Podrla Lacy (2016) existuje mnozstvo zadsadnych vyziev, ktoré je potrebné riesit”:

1. Lidri st slabo pripraveni na radikalnu transparentnost’

V sucasnosti dobre alebo zl¢ spravy sa Siria rychlo a bez velkych obmedzeni aj vd’aka
médidm. ZvySujuca sa popularita stranky socidlneho naboru a hodnotenia Glassdoor
potvrdzuje, Ze zamestnanci su pripraveni a ochotni sa podelit o svoje ndzory. Neddvny
vyskum Accenture Strategy zistil, Ze 60% zamestnancov pripusta, ze zdielaju informécie o
svojich odmenach, platoch alebo nézoroch na vykon svojich manazérov na verejnych
socialnych strankach. (Attention technology vision, 2016) Této otvorenost’ kladie dodatocné
poziadavky na etickych lidrov v podnikani, pricom im prisudzuje schopnost’ reprezentovat
slova skutkami a budovat’ kolektivnu doveru v organizaciach.

Ratingy veducich pracovnikov su dolezité a Coraz CastejSie sa povazuju za povinné v
organizacidch, v ktorych zvazuji vytvorenie novej aliancie alebo akvizicie.

Zatial' ¢o analyza stratégie spoloc¢nosti Accenture identifikovala prvé tri spravania pre
lidrov, ktori aktivovali kolektivhu doveru - inSpirovanim inych, viziondrskym duchom,
arychlou adaptabilitu - mnohi lidri eSte musia rozvijat’ vlastnosti potrebné na podporu
spolo¢ného vlastnictva a posilnenie etickych noriem organizécie. Tieto vlastnosti vSak mozu
z dlhodobého hl'adiska priniest’ osoh pre organizéciu i1 celi spolo¢nost’.

Generalny riaditel’ z poprednej globalnej spoloc¢nosti pre spotrebitel'ské produkty rozsiril
svoj tradi¢ny Styl riadenia o osobnu, obchodnu a spolocensku trovni. S vyuzitim modelu
zameran¢ho na budlcnost’ ainovécie. Jeho spolo¢nost’ vygenerovala 20 mil. USD v
okamzitych vynosoch z prijmov a podnietila obrovské zvySenie energie v celej jeho
spolocnosti. (Lacy, 2016)

2. Lidri by mali prekrocit” hranice existujucich predpisov
Digitalna inovacia sa nesnazi menit’ objektivnost’ regulécie:

podpora blahobytu spotrebitelov. Uplatiiovanie pravidiel, ktoré prinaSaji najlepSie
vysledky - sa stalo komplikovanejSim.5 Nikde to nie je jasnejSie ako v oblasti regulacie
udajov. 77% etickych lidrov v technologickych odvetviach sa domnieva, Ze bezpecné a
zodpovedné vyuzivanie udajov je hlavnym problémom. Vzhl'adom na tempo zmien vedici
predstavitelia sa uz nemdzu spoliechat’ na regulacné organy, aby stanovili jasné etické
usmernenia. DoterajSie dokazy vSak naznacuju, Ze to aj nad’alej robia - takmer tri Stvrtiny
veducich pracovnikov podnikov uviedlo, Ze reguldcia mdze pomodct pri objasiiovani
vhodného pouzivania osobnych udajov. Vedice spoloc¢nosti prevezmu zodpovednost za
stanovenie vlastnych Standardov a kodexov digitalnej etiky, ¢o si vyzaduje dialég medzi
vedicimi predstavitelmi podnikov a tvorcami regulacie v oblasti spoluprace medzi
verejnostou a sukromnym sektorom. Niektori regulatori si skuto¢ne uvedomuju, Ze sa
nepohybujui dostatocne rychlo, aby splnili rychlost, s akou sa priemysel meni. (Lacy, 2016).

3. Lidri by mali prijat’ digitalnu etiku na podporu digitalnej inovacie
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Podl'a vyskumu spolocnosti Accenture 82% respondentov suhlasi s tym, Ze nedostatok
bezpecnosti a etickej regulacie udajov by ich mohli vyla¢it z ucasti na digitalnych
platformach alebo ekosystémoch. Je zrejmé, Ze digitalne technologie testujii etické hranice -
od toho, ako podniky pouzivaju tidaje poznatky o pouzivani algoritmov na etické rozhodnutia.
Tieto hranice sa uz mnohé firmy snazia identifikovat. Napriklad Facebook experimentoval
s emocionalnymi vplyvmi negativne spravy na 700 000 pouzivatelov. Potom, ako tento
experiment vySiel na svetlo, spolo¢nost’” Facebook utrpela zna¢nu kritiku v médiach.
Spomenuté situacie su za hranicou etiky a malo by sa im predchadzat, aby vobec vznikli.
Pracovnici etiky a politiky Facebooku odvtedy poskytli podrobny prehl'ad o procese
preskimania vyskumu spolo¢nosti vratane konkrétnych krokov, ktoré boli vykonané na
preskiimanie jej internych vyskumnych préc, ktoré sa povazuju za dolezity krok vpred pre
etiku vyskumu v podniku. Schopnost lidra rychlo reagovat a preukdzat ochotu
samohodnotenia napomaha organizécii zachovat’ si doveryhodnost’. (Lacy, 2016)

Ked’ze digitalna inovéacia sa stdva Coraz sofistikovanejSou, otazky etiky a dovery sa stavaju
naro¢nejSimi. Rozsah digitalnej inovacie znamend, ze stratégia a etika sa Casto prekryvaju.
Stale viac lidrov zapajaji svojich zamestnancov do realizacie firemnej stratégie a vyuzivaja
ich hodnoty na derivaciu. Digitdlne podnikanie podnietilo mnohé podniky k zvySeniu
vzdeldvania v oblasti etiky. Zavadzaju iniciativy, ako napriklad globalny program zivotného
cyklu, ktory charakterizuje pokrok zamestnancov vdaka Skoleniam v oblasti etiky
a Skoleniami v oblasti dodrziavania prave, reguldcii a predpisov organizacie.

1.3 Budovanie dévery

Literarne zdroje zamerané na doveru sa zhoduju v tom, ze zamestnanci si uvedomuju a
vnimaji dimenziu dovery v organizacidch, kde pracuji (Morgan, 1994). Zamestnanci
intuitivne rozvijaju vnimanie dovery (alebo neddvery) v organizadciach prostrednictvom
kontaktu s ostatnymi zamestnancami a lidrami.

O'Toole (1995) zdoraziuje Styri klucové oblasti etického vedenia, ktoré zdoraznili
podstatu hodnot zaloZzenych na dovere:
Bezuhonnost: Stanovenie toho, ¢o je moralne spravne a dlhodobo prinosné, akcie smerom k
rovnosti, veduce postavenie zalozené na moralnych hodnotach.

Dovera: Vedlci predstavitelia by mali byt "Sampionom l'udu" v stvislosti so starymi
rimskymi ¢asmi (O'Toole, 1995). Stanovenim idealu, ze vodca je sluzobnikom ludu, s
povinnostami a vysadami takejto ulohy zdiel'anej medzi 'ud’'mi. Umoznit’ stipencom viest’ s
odvahou a optimizmom. ASpiracie a hodnoty ¢lenov st podstatné a vodca sa stava ich
plavidlom. Tym, ze doveruje vodcovi a naopak, sa skupina posiliuje.

Nacuvanie: Poctvanim l'udi, sluzit, aby sa im podarilo urobit’ to, ¢o je pre organizaciu
spravne (O'Toole, 1995). V organizicii: vodca, ktory pocuva svojich nasledovnikov alebo
¢lenov organizacie rozumie Zelaniam svojej organizacie.

Respekt: V organizéacidch existuje iba vodca vodcov. (O'Toole, 1995) Podla Thomasa
Jeffersona (Schneider, 2014) vyucba je lepsi sposob vedenia 'udi nez samotné vedenie. V
organizécidch je vodca jednak ucitel'om, jednak povzbudzujiicou osobou tym, ze povzbudzuje
¢lenov dodrziavat’ ur¢ité hodnoty a internalizovat’ ich, vedenie sa rozSiruje o skupinu ako
celok. Vedenie sa takto stava spolo¢nou aktivitou kazdého jednotlivca v organizacii.

Cesta k budovaniu dovery vo svete radikalnej transparentnosti nie je lidrom neznama.
Veduci predstavitelia firiem mozu podl'a ndvrhu Lacy (2016) urcit’ nastavenia a smer tromi
krokmi:
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Pouzivanim digitalizacie na odstranenie bariéry medzi zamestnancami alebo spotrebitel'mi,
ktori hladaju autentickost. Vytvorenie dynamickejSej a adaptovanejSej kultiry na rieSenie
rychlosti digitadlneho naruSenia si vyzaduje, aby veduci predstavitelia uskutocnili vlastny
digitalny progres. Lidri na vSetkych trovniach by mali vylepsit’ svoje digitalne schopnosti
potrebné na rychlu vymenu informacii. V sucasnosti vSak organizédcie stile zaostdvaju v
digitdlnych rieSeniach. Napriklad, 85% opytanych respondentov vyrobnych riadiacich
pracovnikov, s ktorymi spolo¢nost Accenture robila rozhovor, ocakadva, Ze pracovné
prostredie orientované na digitalizaciu a roboty, bude bezné do roku 2020. Napriek tomu len
22% respondentov skuto¢ne implementovalo opatrenia uréené na realizaciu potencidlu
prepojenej priemyselnej pracovnej sily. Lidri vSade potrebuju prijat’ stratégie a spravanie,
ktoré maji zmysel v digitalnom svete.

Vytvaranim obratenej transparentnosti v digitalnom liderstve, Co znamena rychlejsie
konat’ ako planovat. Tvorba, implementacia a riadenie etickych politik - napriklad v oblasti
ochrany sukromia - moze pomdct organizaciam rychlo prispdsobit’ sa meniacim sa
oCakéavaniam zakaznikov. Vedlci predstavitelia mézu vyuzivat pristupy, ako st etické
hackatony, mikroaktivne crowdsourcing a 30-diiové vyzvy na vytvorenie dynamickych
Standardov sprdvania. VyskuSané pristupy sa mozu delit s regulatnymi orgadnmi a
zékonodarcami a otvorit’ sa externému preskiumaniu sposobom, ktory posilni doveru so
spotrebiteI'mi a zainteresovanymi stranami.

Stavba tzv. "etickej sily", kde lidri buduji réznorody personal, vyuziva talent manazment,
ktori pomdhaju ich organizdcidm stat’ sa odolnejSimi v digitdlnom ekosystéme. Je to
kombinacia vekovych skupin, pohlavia, etnickych skupin a vzdelania umoznujuca
organizacidm zaclenit’ do svojho etického rozhodovania rdzne perspektivy. Rovnako ako dnes
vyvojari vykonavaju preskimanie koédu, datovi inzinieri by mali pravidelne kontrolovat
etické rozhodnutia, ktoré robia pocas zivotného cyklu analyzy - od obstaravania tdajov a
Cistenia, vyberu algoritmov a udajov o tréningoch az po vizualizaciu. (Lacy, 2016)

Etické spravanie sa moze vytvarat' aj pomocou nastrojov spoluprace a inych digitalnych
technologii. Napriklad veduci predstavitelia mézu podporovat’ eticky tisudok vyuzitim online
koucingu, simulacii zaloZenych na hre a réznych vzajomnych komunity, aby sa zapojili do
sieti mimo organizacie.

Zaver

Tento prispevok rozobera digitalnu éru a sposob liderstva v nej pricom poukazuje na
dolezitost’ etiky a moralneho spravania pri vedeni v organizaciach. Organizécie potrebuju
veducich predstavitel'ov, ktori vnimaji pozitivny vplyv digitdlnych technologii na vedenie
podniku. Predstavitel'ov, ktori citia, ¢o je a nie je mozné, ¢o je dolezitejSie, a Co bude mozné,
¢o je spravne a Co nie je spravne. Lidrov hl'adajucich Standardizaciu a automatizaciu procesov
na vytvaranie novych poznatkov, ktoré mézu vyuzit' v diferencovanych funkciach. Digitalni
eticki vodcovia by mali byt’ schopni prisposobit’ sa konStantnym zmendm a nezaostavat’. Mali
by sa ucit’ kazdy deni a prejavit’ vodcovsku silu. Predvidat zmeny by mala byt ich silné
stranka, na Co potrebuju ziskat’" urity stbor zrucnosti. Veduci pracovnici by mali
identifikovat’ a rozvijat’ nové digitdlne zru¢né talenty. NajdolezitejSie je lepSie predvidat
areagovat’ na konkurencné prostredie, pristupovat’ k rieSeniam komplexne, vyuzivat’ udaje
a analyzy na usmerfiovanie ich rozhodovania. Svoje vodcovstvo zalozit' na aspekte dovery
a kooperacii s ostatnymi zamestnancami. Doévera je zdkladom liderstva v digitalnej
transformacii.

Odporucania pre budicnost’
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Na zéaklade literarneho prieskumu, je mozné navrhnut’ nasledujice navrhy pre buducich
lidrov v digitalnej ére, ako aj navrhy na d’alSie prieskumy v tejto novej problematike:

e identifikovat’ kritické veduce tlohy a posudit’ pripravenost’ a talent lidra na to, aby
prijal digitalnu transforméciu.

e prehodnotit’ rdmec svojich kompetencii tak, aby zahffiali nové znalosti a zru€nosti
zamerané na rozvoj veducich pracovnikov.

e vyvijat’ programy na zrychlenie digitalneho vedenia ovladnutia trhu. Ide o vynikajaci
pristup k budovaniu technického know-how a schopnosti vedenia.

e presunit’ sa za ramec "jednoduchého digitalizovania" pomocou implementacie
variabilnych technol6gii na integrovany spdsob vedenia a vykonnosti lidrov

e vyzadovat’ nie len technickt zdatnost, ale aj predstavivost’ a predstavu o tom, ako
moze technoldgia zvysit’ konkurenénl poziciu organizacie na trhu.

e podporovat digitalny ekosystém, aby lidri prosperovali. (nové pristupy k uceniu,
odmendm, vyuZzivania priestoru a odstranenia hierarchie a bariér.)

e budovat vedenie timu na moralnych hodnotach zalozenych na dovere

e byt autentickym lidrom, ktory je sdm prikladom pre ostatnych

PaedDr. Terézia Horna

Presovska univerzita v PreSove
Konstantinova 16, 080 01 PreSov, Slovakia
E-mail: terezia.horna@gmail.com

Literatura

ACCENTURE  TECHNOLOGY  VISION.  2016.  (online). Dostupné¢  na:
https://www.accenture.com/us-en/insight-digital-data-security

BAPAT, V. 2017. How To Become An Authentic Leader In The Digital Era. Dostupné na:
https://www.digitalistmag.com/future-of-work/leadership/2017/10/05/how-to-become-
authentic-leader-in-digital-era-05401211

BERMAN, S.J. (2012). Digital transformation: opportunities to create new business models.
In: Strategy & Leadership. Vol. 40 Iss 2. 2012. ISSN: 1087-8572

COLLIN, J. et al. 2015. IT Leadership in Transition-The Impact of Digitalization on Finnish
Organizations. Aalto University. Department of Computer Science, 2015. 121 s.ISBN
978-952-60-6243-3

DUBOIS, C. 2004. Competency-Based Human Resource Management. California: Davies-
Black Publishing. 2004. 376 s. ISBN13 9780891061748

FITZGERALD, M. et al.2013. Embracing Digital Technology, MIT Sloan Management
Review. Dostupné na: http://sloanreview.mit.ed/projects/embracing-digital-technology

FREY, T. 2012. 2 Billion Jobs to Disappear by 2030. Dostupné na:
http://www.futuristspeaker.com/business-trends/2-billion-jobs-to-disappear-by-2030/

IBARRA, H. 2015. The Authenticity Paradox. Harvard Business Review. Dostupné na:
https://www.inc.com/peter-economy/9-ways-amazing-leaders-demonstrate-real-
authenticity-ever-day.html

58



10" International Research Conference, Bratislava, April 25th, 2018

JAASKELAINEN, A. 2015. Digitalization and work life: How new technologies are
changing task content and skill demand for five selected occupations. Aalto:
Department of Economics, Aalto University, 2015. 154 s.

KHAN, S. 2016. Leadership in the digital age — A study on the effects of digitalisation on top
management leadership. Stockholm: Faculty of Social Sciences. Stockholm Business
School. 54 s. 2016.

LACY, P. et al. 2016. The digital emperor has no clothes. Dostupné na:
https://www.accenture.com/10101Tw/gb-en/acnmedia/PDF-34/UKDigital-Emperor-
Video-Transcript.pdf

Li, W, et al. 2016. E-Leadership through strategic alignment: an empirical study of small and
medium sized enterprises in the digital age , In: Journal of Information Technology, vol.
31, no. 2. 2016. ISSN 0268-3962

MORGAN, R. M., HUNT, S. 1994. The Commitment.Trust Theory of Relationship
Marketing, In Journal of Marketing. vol.58, no. 3, 1994. Dostupné na:
https://pdfs.semanticscholar.org/849e/df1bed35cf80e33604649329d19f79¢25bfd.pdf

O’TOOLE, J.1995. Leading Change: The Argument for Values-based Leadership. New York:
Ballentine Books. 1996. 306 s. ISBN-13: 978-034540254

SCHNEIDER, A. 2014. President’s Day: The Influence and Leadership of Thomas Jefferson
Dostupné na: https://www.emergenetics.com/blog/presidents-day-influence-and-
leadership-thomas-jefferson/

WEINELT, B. 2016. Understanding the impact of digitalization on society. Dostupné na:
https://www .linkedin.com/pulse/how-can-digital-combine-value-industry-society-bruce-
weinelt

WESTERMAN, G.et al. 2014. The Nine Elements of Digital Transformation. Dostupné na:
http://sloanreview.mit.edu/article/the-nine-elements-of-digital-transformation

WESTERMAN, G., et al. 2014. Leading digital: turning technology into business
transformation. Harvard Business Press. 256 s. ISBN-13: 978-1625272

59



10" International Research Conference, Bratislava, April 25th, 2018

Marketingovy vyskum ako zaklad analyzy spotrebitel’ského
spravania

Marketing research as base for consumer behavior analyses

Jana Hrdlickova
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

Potreby zakaznikov maju okrem raciondlnej aj socidlnu a emociondlnu dimenziu. Racionalna
dimenzia suvisi s funkénymi atributmi produktu, na zaklade ktorych sa znacky dostavaju do mysle
Cloveka a st nasledne vyhladavané. Socidlna dimenzia je odrazom imidzu znaciek a prejavuje sa
v podvedomi c¢loveka. Emocionalna dimenzia predstavuje pocity, ktoré ziskava spotrebitel zo
znaCky, znaCku dostdva do srdca zakaznika a podporuje vernost spotrebitel'a. Pri definovani
marketingovej stratégie je preto dolezité spoznat potreby, preferencie, oCakavania a hodnoty
kupujucich, ktoré spolu s ich profilom pomézu efektivne vymedzit’ znac¢ky vo vysokokonkurenénom
trhu. Prispevok predstavi atributy spotrebitel’ského spravania pivarov zistené pokroc¢ilymi metédami
marketingového vyskumu, ktoré su zakladom pre urcenie marketingovej stratégie.

Kruacové slova: Marketingova stratégia, spotrebitel'ské spravanie, potreby, Maslowova hierarchia
potrieb, Hofstedeho kultirne dimenzie, segmentacia, rozhodovanie sa zakaznikov, trh piva.

Anotation:

Consumer needs comprise rational as well as social and emotional dimension. Rational dimension
refers to the functional product benefits that get the brands to consumer mind and are searched for
accordingly. Social dimension is linked to brand image and reflects in consumer unsconscious.
Emotional dimension relates to consumer feelings and impressions from the brand, gets the brand to
consumer heart and strengthens consumer loyalty. In order to define marketing strategy, it is
important to understand consumers’ needs, preferences, expectations and values that help position
the brands on the market while taking the consumer profile into consideration. This paper introduces
consumer behavior of beer drinkers that was defined through advanced marketing research
techniques, a key tool used to compile marketing strategy.

Key words: Marketing strategy, consumer behavior, needs, Maslow hierarchy of needs, Hofstede
cultural dimensions, segmentation, consumer decision making process, beer market.

Uvod: Vyznam marketingového vyskumu

Marketingovym vyskumom ziskavaji manazéri mnozstvo uzitocnych informacii o vyvoji
trhu, spotrebitel'och a ich spravani aj ich ndkupnych zvyklostiach. Vd’aka zisteniam zo §tadii
dokazu marketéri porovnavat vykonnost svojich znaciek v porovnani s konkurenénymi
a nastavovat’ ak¢né plany tak, aby vylepSovali poziciu svojich produktov. Vyskum ponuka
predovsetkym tie tdaje, ktoré manazéri nedokdzu zistit beznymi pracovnymi postupmi,
osobnym sledovanim diania v obchodoch, komunikaciou s odberatelmi, ani odcitat
z internych $tatistik. Uvedené zdroje marketingovy vyskum dopiiia o pohlady spotrebitel'ov,
kupujucich v kontexte celej ponuky trhu.

Firmy posobiace v rychloobratkovom segmente Standardne vyuzivaju kvantitativny
i kvalitativny marketingovy vyskum na pravidelnej baze. Tradicnym predstavitelom
kvantitativneho prieskumu je audit maloobchodného trhu, najznamejSimi agentirami su
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Nielsen a GfK. Nielsen spolupracuje s maloobchodnymi ret'azcami a predajinami, od ktorych
dostava data o predajoch vyrobkov, ich cenach a dokaze odvodit' informécie o distribucii,
rotécii, zasobach, trhovych podieloch a pod. Data sa extrapoluju na slovensky maloobchod,
pricom firmy zvykni nakupovat’ data tej produktovej kategorie, ktora sa zhoduje sich
vyrobkami, napr. pivo. Vzorka byva dostato¢ne velka aumoziuje data pre spolocnost
segmentovat’ tak, Ze je mozné sledovat’ vyvoj segmentov, regidonov, distribu¢nych kandlov
apod. (Nielsen, 2015). Najviac sledovanym ukazovatelom je vyvoj trhového podielu,
pretoze hodnoti vykonnost firmy vo vzt'ahu ku konkurencii.

Na rozdiel od Nielsen-u ziskava GfK data od kupujucich. GfK spravuje reprezentativny
panel 1500 domacnosti, ktoré zaznamenavaju svoje nakupy. Analyzou zozbieranych dat
agentura dosiahne informacie o kupovanych znackach, mnozstvach, navstivenych
predajniach, dokdze odvodit’ trhovy podiel, priemerné ceny, podiel akciovych nakupov a pod.
Navyse tieto tdaje vie GfK prepojit’ s domacnost'ou, ¢im obohati report o profil kupujucich,
ich socio-demografické charakteristiky av dlhodobom horizonte dokdze mapovat’ ich
nakupné zvyklosti: zmeny kupovanych produktov ¢i mnozstiev (GfK, 2015). Pohl'ad na
nakupné spravanie domacnosti je najvac¢sim prinosom $tadii GfK.

Kvalitativne prieskumy skimaji postoje spotrebitelov k produktom, analyzuju vnimanie
znaCiek, nazory na aktivity. Ich zavery pomahaji marketérom lepSie porozumiet
spotrebitelom, profilovat znacky, nastavovat komunikaciu, vyvijat nové produkty a
nachadzat’ nové¢ prilezitosti. Celosvetové trendy sa rychlo menia a vd’aka prieskumu s nimi
firmy udrziavaju krok, pripadne ziskavaju naskok pred konkurenciou. Kvalitativne Studie
pomahaju marketingovym manazérom hibkovo preniknat do spotrebitel'skych potrieb a
nakupnych motivov a vyuzivaju sa pri formovani vitaznych stratégii.

Predlozeny prispevok analyzuje slovensky trh piva vyuzivajic zavery marketingového
vyskumu. Clanok demonstruje praktické pouzitie modernych metéd vyskumu trhu pri
definovani marketingovej stratégie. Vysledkom je urCenie pozicie piva, segmentovanie
kategorie, vymedzenie znaciek voci konkurencii. Vdaka uvedenym vystupom vytycuju
marketingovi manazéri smer pre riadenie produktového portfélia a komunikovanie znaciek.

Potreby konzmentov piva

Pivo je najstar$i a najoblibenejSi alkoholicky napoj na svete. Jednou z prvych tedrii
o vzniku piva bolo nahodné navlhnutie obilia anasledné kvasenie prirodzenou cestou.
Existuji dokazy, Ze pivo sa varilo uz pred 6000 rokmi a zda sa, Ze prvy recept je sumerského
povodu. Pivo sa rozsirilo medzi Babyloncanov, Egyptanov, Rimanov a Grékov a stalo sa
sucastou jedalniCka privilegovanych i nevol'nikov.

Pivo nielenZe prindsalo uhasenie smédu, i osviezenie pocas kazdodennych povinnosti, ale
rovnako sa tento populdrny ndpoj stal sti¢ast'ou oslav, veceri, rodinnych posedeni a stretnuti.
O spoloc¢enskom rozmere piva svedcia i1 experimenty Babyloncanov, ktori v snahe vylepSit
napoj, pridavali do piva d’atle alebo aromatické plody a kruto trestali pivovarnikov, ktori
uvarili nekvalitné pivo — utopili ich na vystrahu vo vlastnom nepodarenom moku (Pivovary
Topvar, 2009).

Hlavné potreby, ktoré pivo uspokojuje, sa nezmenili ani vplyvom casu. Aj dnes pivo tisi
smid a naplia spolodensky aspekt, spija ludi, podporuje dobri naladu a zabavu, alebo
naopak sprijemniuje oddych, pomdha ,,vypnut*. Vyskum realizovany spolo¢nostou TNS
AISA zroku 2006 zistil, ze najviac spotrebitelov pije pivo za Gcelom vytvorenia prijemnej
atmosféry a osviezenie a uhasenie smidu si na druhom, resp. tretom mieste. Na to nadvizuje
i Gsilie pivovarnickych spolo¢nosti, ktoré prezentuju svoje znacky na podujatiach pre l'udi
(festivaly, koncerty, Sportové podujatia, majalesy a pod.).
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Schéma ¢. 1 Zaradenie piva do Maslowovej hierarchie potrieb
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Zdroj: TNS AISA, 2006

Pivo vo vicsej miere uspokojuje tretiu Uroven Maslowovej hierarchie potrieb — je
spolocensky néapoj. Pri uspokojovani funkénych potrieb (smidd) l'udia priméarne siahaji
napriklad po vode, mineralke, ¢aji (TNS AISA, 2006). Samotnu potrebu bezpecnosti pivo
nenapliia, avak konzumenti pravom océakavaj, Ze produkt bude bezpe¢ny, vyhovujici
kvalitativnym S§tandardom, bez vaznych Skodlivych Uc¢inkov na organizmus pri rozumnej
konzumacii. Niektoré pivné znacky su spojené nielen s vysokou kvalitou, ale stali sa
symbolom uspe$nych l'udi, spotrebitelia mozu v spojeni s nimi demonstrovat’ svoj status,
»predviest’ sa®“. Staci si predstavit’ mladého uspesného manazéra v stylovom bare s trendovou
flaSou Heineken-u. Do urcitej mieri potom aj pivo dokéze naplnit’ potrebu uznania. Pivo
uspokojuje ro6zne potreby a podla konkrétnej situacie a spotrebitela zavisi, ktord je v danom
momente najdolezitejSia.

Prilezitosti spotreby piva

,,P1vo je nizkoalkoholicky penivy ndpoj, vyrobeny z vody, sladu alebo sladu a jeho nahrad,
chmel'u alebo jeho upravenych foriem a pivovarskych kvasiniek; obsahuje produkty kvasenia
sacharidov, najma etanol (etylalkohol), oxid uhli¢ity a neprekvaseny extrakt* (Vyhlaska c.
30/2014 Ministerstva podohospodarstva a rozvoja vidieka).

Definicia z Vyhlasky charakterizuje pivo ako ,,napoj*, zdoraznuje funkcny atribat piva,
ktorym je uhasenie smiddu. Ak sa vratime k roznorodym potrebam, ktoré pivo dokdze
uspokojit’, vygeneruju sa i d’alSie atribtty: dobré pivo po namahavom dni moze byt’ sucastou
relaxu, pre domaceho kutila, ktory hodiny majstruje v dielni, pivo mdéze znamenat’ kratku
prestavku alebo v situacii, ked’ si vypijeme vychladeny krigel’ po dobrom obede pivo mdze
predstavovat’ pdzitok, no najcastejSie je pivo spojené so zabavou spolo¢nosti znamych l'udi.

N4jdu sa spotrebitelia, ktori pivo konzumuju zakazdym, ked pocitia sméd, aby si
uspokojili zakladnu potrebu — tito l'udia su zvdéSa zavrhnuti vacSinou spolocnosti a ani
pivovarnikom nerobia dobrt reklamu, pretoze poukazuju na potencidlne Skodlivy ucinok
vyrobku pre spolo¢nost’. Pre tych, ktori pivu rozumejl, vSak prinasa viac ako obycajné
uspokojenie sméddu. Pre milovnika piva, ktory si po dobrom obede v kruhu rodiny otvori fl'asu
spravne vychladenej Plzne, sa polliter moze stat’ ak nie pdzitkom, aspoit zadostu€inenim.
Spolocenské zazitky pivo dokdze pozitivne podporit. Okrem spomenutého pohdra po
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rodinnom obede si pivo spajame so zabavou, s vylepSenim atmosféry, s bezprostrednym
nadSenim pri Sporte, ¢i koncerte. Navstevnik-spotrebite]’ méa hned’ dvojaké uspokojenie:
k primarnemu stretnutiu s kamaratmi ¢i zndmymi si méze uzivat' aj skvely ndpoj (Pivovary
Topvar, 2009).

Spotrebitelia piva

Typicky spotrebitel’ piva je dospely muz, mdze byvat v meste ina vidieku atiez jeho
vzdelanie moze byt od zakladného az po najvyssie, rovnako ijeho prijem. Takyto zaber je
siroky, preto viac Specifické ako demografické kategoérie budi hodnoty a charakteristiky
zivotného Stylu. Medzi spotrebiteI'mi ndjdeme l'udi, ktori iba prezivajl, ziji zo dna na den,
nenesu ziadnu zodpovednost’ a napriklad rodinu povazuju za pritaz. Podstatne vacsie skupiny
tvoria seridznejsi spotrebitelia. Mozu byt mladi, uzivat’ si zivot, vela cestovat, nenechaju sa
obmedzovat’ a velkého konicka mat’ v Sporte ¢i novych technologidch. Alebo to budu l'udia
zamerani na kariéru, tvorivl pracu a vlastné napredovanie, typy, ktoré chcu rast, pracuji na
sebe, vzdelavaji sa — st ambiciozni. Spotrebitelmi moézu byt aj rodinné typy muzov, ktori
veda plnohodnotny Zivot, chcl nieo vytvorit’ a napriklad radi doma majstruju. Pivo maju radi
aj lokalpatrioti, ktori st hrdi Slovaci, teSi ich praca, mozno maji aj vedlajSie brigady na
prilepSenie, pritom st skromni. NajvacSou skupinou st ti spotrebitelia, ktori su spokojni so
sebou, stym, ¢o dosiahli, citia sa zreli, maju rozne zaujmy a nastastie nepotrebuju
kontrolovat’ kazdé euro, ktoré chcu utratit’ (TNS AISA, 2006). Spotrebitelov teda najdeme
naprie¢ r6znymi skupinami, ¢o potvrdzuje dostupnost’ napoja pre Siroké vrstvy.

Hodnoty, podl'a ktorych spotrebitelia ziji, ¢astokrat podvedome alebo vedome hl'adaji vo
vyrobkoch, ktoré si kupuju. Medzi pivami st rdézne znacky, pricom ich imidz je v mysli
spotrebitel'ov napojeny na urCité hodnoty. Vyberom konkrétnej znacky sa s fiou spotrebitel’ do
urcitej miery stotoziiuje, prijima symboliku spojentl so znackou, prejavuje svoju osobnost’.
Identifikacia spotrebitela so znaCkou je viditelnejSia pri tzv. silnejSich znackéach tzn.
znackach, ktoré maju u vac¢siny spotrebitel’ov silny jednotny imidz.

Schéma ¢. 2 Zaradenie spotrebitelov do skupin podla hodnot a priradenie znaciek ku
spotrebitelskym segmentom
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Zdroj: TNS AISA, 2006

Pre spravne uchopenie znacky st napomocné archetypy. Jednd sa o pra obrazy, vzory,
hlboko zakorenené, nezavislé od kultury a doby. V marketingu sa archetypy dotykaju “duse
znacky”, jej vyjadrenia pomocou univerzalnych pocitov, instinktov odohravajicich sa v
nasom podvedomi. Coca cola je tak prikladom lasky a neznosti, Harley Davidson zase rebélie
a vzdoru.

Archetypy predstavuju Struktirovany systém, ddvaju marketérom voditko v psycholégii
zékaznika. S pomocou tohto systému je komunikdcia znaciek jasnejSia a zvySuje hodnotu
znaliek na trhu. Archetypov je 12 a kazdy reprezentuje konkrétne postoje. Tvorca chce
zhmotnit’ svoju viziu, vytvorit’ trvali hodnotu. Starostlivy tizi chranit’ druhych pred ujmou,
poméhat’ im. Vodca vyuziva vodcovské schopnosti a prebera na seba zodpovednost’. Saso Zije
v pritomnosti, chce sa zabavat. Obycajny chlapec/diev€a rozvija bezné spravanie, ma
oby¢ajny vzhlad, zvykne splyvat s davom. Milenec chce mat vztah k l'udom, praci,
zéazitkom, okoliu a dosiahnut’ potesenie zmyslov. Hrdina sa usiluje dosiahnut’ tispech, ktory
zmeni svet, dokazuje svoje schopnosti odvaznymi a obtiaznymi krokmi. Stratégiou rebela je
narusenie toho, ¢o nefunguje. Mag preziva vizie, uskutociiuje sny, spoznava zakladné zakony
spolo¢nosti. Nevinny ma vieru a optimizmus, chce prezit’ raj na zemi. Objavitel’ h'adé cestu a
nov¢ zazitky, je nezavisly a uprimny sam k sebe. Mudrc objavuje pravdu, vyuziva
inteligenciu na analyzu a pochopenie sveta (Mysak, 2014).

Podl'a pocitov, ktoré pivné znacky vyvolavaji v spotrebitel'och, ich vieme priradit’ k
jednotlivym archetypom. Archetypy pomaéhaju ur€it’ pocity, atributy, ktoré znacky chcu a
maju u spotrebitel'ov vyvoléavat'.

Schéma ¢. 3 Priradenie vybranych pivnych znaciek k archetypom
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Segmentacia spotrebitel’ov piva podla socialnej vrstvy, vnimanie statusu
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Aj pivo, hoci je cenovo dostupné, moze vplyvat na vnimanie statusu. Znacky so sebou
nesu ur¢it¢ hodnoty, tak napriklad Corgon sa spdja so Sportom (Corgonl reprezentuje
slovenskych Sportovych fanusikov), Zlaty bazant sa spaja s vysokou domacou kvalitou,
naopak Smadny mnich je o poctivej kvalite za lacny peniaz, ¢i Velkopopovicky Kozel prinasa
¢esku pivovarnicku tradiciu. LacnejSie, spravidla lokalne piva (Steiger, Martiner, Urpiner,
privatne znacky) sa spdjaju s nenarocnymi kupujucimi, ktorym skor ide o to vypit’ si, ako dat’
si dobré pivo. Sari§ a Topvar su prepojené na svoje regiény. Kupou prestiznejsej znacky,
napriklad Pilsner Urquell date najavo, Ze sa vyznate, potrpite si na kvalitu a ste schopni za fu
zaplatit’ nadpriemernu cenu.

Schéma ¢. 4 Charakteristika socialnych tried aplikovand na spotrebitelov piva

4. Najvyssia trieda: predstavuji ju tspesni a bohati l'udia. St skor mladSieho a stredného veku, ziji v
oznacit’ za kralovské, napr. Pilsner Urquell, Budvar ¢i Krusovice. Nie su to v§ak pivari v pravom
zmysle, ¢o do objemu konzumované piva, predstavuji iba mala cast’.

3. Vyssi priemer: su to hlavne I'udia v strednom veku, Zenati muzi s priemernym pripadne vys$im
vzdelanim. Maj nadpriemerny prijem, ziji v mestach (od malych po velké), dolezité je pre nich
rodinné zazemie. Prilezitosti ku konzumacii su ¢asto spojené s rodinnym obedom ¢i uz doma alebo v
restauracii, ¢o je moznost priblizit' produkt aj zene. Vyberaju si drahsie znacky a kvalitu.

Trieda

2. Nizsi priemer: patria sem hlavne mladi 'udia, ktori si rozbiehajt zivot, kariéru a teda vzhl'adom na
zadiatky ich prijem byva nizsi. Ziji skor v mestach, majli priemerné a vyssie vzdelanie. Na pive vsak
nesetria, pretoze je pre nich spolocnikom vo chvilach, kedy si ,,dobijaji baterky*. Pivo si davaja v
restauracnych zariadeniach, v krémach, hlavne s kamaratmi. Kupuju cenovo priemerné znacky, doraz
kladu na kvalitu produktu.

1. Nizka trieda: 'udia s nizS$im prijmom, zijii prevazne na vidieku a malych mesteckach, Castokrat st
rozvedeni alebo ovdoveni, maju nizsie vzdelanie a st uz starsi, pripadne na dochodku. Pivo si mozu
dovolit,, no su nachylni na akcie ¢i vyhl'adavaji lacnejsie znacky. Patria k tym, ktori si kupuju balené
pivo vratane objemnejSich PET fTasi, pretoze st cenovo vyhodnejsie.

Zdroj: Pivovary Topvar, 2009
Aplikovanie Hofstedeho kultirnych dimenzii na kategoriu piva

Hofstedeho kulturne dimenzie pracuju s piatimi réznymi hodnotami, pricom pri Slovakoch
do popredia vystupuji maskulinita a tolerancia moci. Maskulinne ¢rty su zjavné aj zo
vSeobecného postavenia zien — zeny su stale slabo zastupené vo vrcholovych poziciach,
Castokrat postradaji ambicie a sebadoveru. Celkovo slaby vplyv zien sa potom prejavuje
v potlacovani jemnejSich hodndt, slusnosti, poriadku, citu. Namerand hodnota indexu pre
individualizmus nad 50 bodov, naznacuje, ze Slovéci su viac zahl'adeni do seba, pripadne

svojich najblizSich (geert-hofstede.com, 2018). Nova organizdcia v naSej spolocnosti
podporuje ,,boj sam za seba®.

Maskulinita je spomedzi Hofstedeho dimenzii najviac charakteristickd pre pivo. Zeny su
iba zriedkavé spotrebitel’ky amedzi pravidelnymi konzumentami doslova raritné.
Pravdepodobne najviacsia prekdzka védcSej akceptdcie piva unezného pohlavia je
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najpodstatnejsi atribut produktu — chut. Pivo je pre zeny horké. Sekundarnou nevyhodou
moze byt mytus, Ze od piva sa pribera, a to je tieZ v rozpore so zenskou tazbou po Stihlosti.

V mladSej generacii moézeme badat’ posuny v mysleni, v aktivnejSom zapéjani sa zien do
spolocenského, ¢i ekonomického diania, preto mozeme ocakavat rastici vplyv zien
v spolocnosti a nasledné presadenie femininnych prvkov. Pivovarnici su si vedomi ,,vol'ného
pol'a medzi Zenami“ a k vyuzitiu tejto prilezitosti vytvaraju vhodnejSie produkty, hlavne
radlery, s chutovym profilom prisposobenym Zzenskym konzumentkdm. Zarovei radlery
prezentuju ako trendy napoj pre atraktivnych l'udi.

Zisteny individualizmus Slovékov je v rozpore s druznostou typickou pre pivo. Zlatisty
mok je pojitkom medzi skupinami, podporuje priatel’stvo a kolektivizmus.
Rozhodovanie zikaznikov, pravidla rozhodovania, vplyv rodiny a referencnej skupiny

Kupa piva je spravidla muzska parketa — 1 v situacii, ak nakup vykonava doméaca pani,
sleduje predstavy svojho partnera. Muzi nesu citlivo, ak im manzelka ponikne iné pivo, ako
je ,ich znacka.”“ V priebehu Zzivota mdze muz svoje preferencie menit, viacSinou je to
ovplyvnené zazitkami a skusenostami. Hovori sa, Ze na chut’ Pilsner Urquell je potrebné
dozriet. Toto tvrdenie plati jednak z pohl'adu samotnej chute, ktora je plnSia, intenzivnejsia,
horkejSia ako pri inych pivach, takZze konzument sa k nej musi dopracovat’, ale plati to
10 znaCke samotnej, pretoze toto pivo predstavuje ,,skutocné hodnoty* (pravdu, uznanie,
uspech), ktoré clovek oceni az casom.

Viac ako rodina spotrebitela mézu ovplyvnit' priatelia a zndmi — ,,na Slovensku pivu
rozumie kazdy.* Pri dohadovani schodzky si kamarati miesto vyberaji podl'a toho, kde ¢apuja
dobré pivo. Vodca skupiny prejavi nazor, alebo sa viac¢sina skupiny zhodne, ktora kréma je
najvhodnejsia a tam sa skupina zide.

Nakup piva nenesie so sebou vel'ké riziko vzhl'adom na nizku cenu produktu. Obsiahle
vyhodnocovanie informacii pred kupou preto nie je potrebné a ani sa nedeje. Neplati to ale
kategoricky. Znamy portal kamnapivo.sk hodnoti prevadzky a snazi sa fajnSmekrov smerovat
do tych, v ktorych majitelia dostatocne vyskolili persondl a hostovi sa dostane odbornej
starostlivosti: pivo je spravne vychladené, dobre naCapované, hygiena zariadenia sa
dodrziava. Medzi pivarmi sa tieto informécie Siria Ustnym podanim, referencie spolu
s osobnymi skusenostami najvyznamnejSie ovplyvnia budici vyber. Vyrobcovia piva
vytvaraji marketingové aktivity, ktorych cielom je zvysit’ kultaru reStauranych prevadzok.
Tieto aktivity motivuji zariadenia, aby dbali na troven servirovania piva, za ¢o dostavaju
diplomy, napr. Cisté pivné potrubie spoloénosti Pivovary Topvar. Iné marketingové programy
su zacielené na barmanov, vycapnikov — spolo¢nosti ich Skolia, aby pivo hostom podavali
spravne, za €o dostavaji potvrdenia, napr. spolo¢nost’ Pivovary Topvar vytvorila sutaz
barmanov zamerant na znacku Pilsner Urquell: Pilsner Urquell Master Bartender (Pivovary
Topvar, 2009).

Proti klesajicemu zdujmu o pivo vyrobcovia bojuju predovsetkym pestrou ponukou — taka
bohatd, aka je dnes, eSte nebola. Kupujuci si moze vyberat’ rozne balenia, stupiiovitosti, chute,
cenové urovne a hlavne znacky, z ktorych kazda predstavuje iné hodnoty. Pre spotrebitela
vSak najddlezitejSim atributom zostava chut. Cenovy rozptyl pri pivach je velky, napriek
tomu je pivo pre priemern¢ho c¢loveka stidle dostupné, preto je cena az sekundarnym
rozhodovacim faktorom.

Pre nékup piva v reStauraCnom zariadeni je typické, ze konzument si vybera prevadzku,
ktora ponuka jeho obl'ibeni znacku, nie opacne. Ponuka piva v reStauranom zariadeni byva
obmedzena, prevadzky spravidla predavaju iba niekolko znaciek (2-3). Nepisanym
pravidlom byva, ze prevadzka ponuka ¢esku a slovensku znacku piva pricom jedna je v nizsej
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a druhd vo vysSej stuptiovitosti. Pokial’ si spotrebitel moéze vybrat' z viacerych prevadzok,
bude chodit’ tam, kde ¢apuju dobré pivo, jeho oblibent znacku. Nastavaja vsak situécie, kedy
spotrebitelia nemaji moznost’ vol'by prevadzky, pretoze v ich okoli sa nachadza iba jedina
(situdcia na dedine). Vtedy st spotrebitelia printteni prisposobit’ sa ponuke a vybrat’ si pivo
z aktudlnej malej ponuky jedinej krémy v ich blizkosti.

Chut’ a chutovo pribuzné atributy su najdolezitejSie, napriek tomu je mozné spotrebitel’a
zlakat’ ku znacke aj marketingovymi akciami. V dnesnej dobe st spotrebitelia uz presyteni

sutazami a ocenuju tie akcie, kde je benefit okamzite hmatatelny, napr. cenovo vyhodny
multipack (Pivovary Topvar, 2009).

Tabulka ¢ 1 Rozhodovania spotrebitelov piva

Atribat rozhodovania Moznosti vyberu

Chut’ 1. Plna, intenzivna (Pilsner 1, Horka (Pilsner Urquell)
Urquell) 2. Sladké (Saris tmavy)
Jemna (Velkopopovicky
Kozel)

Prichut - radler

[

w

Pena Pevnost, stalost, zanechavanie
krtizkov v krigli

Stupnovitost’ a obsah alkoholu 1 Vyssia stupnovitost (12° a
viac stupnov —napr. Master

(18°)

2 11° a menej stupnov
Cena i Vysoka cena — Stella Artois
2. Priemerna cena —
Velkopopovicky Kozel,
Corgon

Nizka cena — Smadny Mnich

w

Balenie Capované pivo Balené pivo
L Sudové pivo 1. Sklena fl'asa
2. Tankové (nepasterizované) 2. PET flasa
pivo 3. Plechovka

Zdroj: Pivovary Topvar, 2009

Zaver

Trh piva celil klesajucemu zaujmu spotrebitel'ov, prudky prepad nastal po dramatickom
zvyseni spotrebnej dane na zaciatku tisicro€ia a v miernejSom tempe pretrvaval desat’ rokov
(Zdruzenie vyrobcov piva a sladu, 2010). Spolo¢nym cielom odvetvia sa stalo zatraktivnenie
imidZzu produktu, ziskat novych spotrebitelov. Dvaja najvacsi vyrobcovia, spolocnosti
Heineken a Pivovary Topvar s kumulovanym trhovym podielom 85% (Nielsen, 2009) vel'a
investovali do marketingového manazmentu, aby nielen rozvijali vlastné znacky, ale zaroven

aj ozivili kategoriu a zvratili klesajuci dopyt.

Marketing piva ma blizsie k tradicnej stratégii, je postaveny na potrebach zakaznikov a
masovej komunikdcii. Spolo¢nosti rutinne vyuZzivaju marketingovy prieskum, aby spoznali
svojich spotrebitel'ov a vytvarali aktivity s potencialom ziskat novych konzumentov a udrzat’
si existujucich. Nakolko sa jednd skér o masovy produkt, markéteri pivovarov nemaju
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moznost’ udrziavat’ individudlny trvaly vztah so svojimi zdkaznikmi, ani ich osobne poznat’ a
preto su dolezité modely vytvorené na zéklade prieskumnych stadii.

Komunikécia piva sa odvija od potreby — v reklamach povicsSine vystupuju mladsi
sympaticki l'udia, dej sa odohrava bud’ v bare alebo na chalupe, pikniku, ¢asté su Sportové
situacie, o€ividné je travenie volného casu. Pivo spotrebitelov spija a sprijemniuje im
spolo¢né chvile. Aj ked’ reklamy propaguju rozdielne znacky, uvedené prvky sa v nich c¢asto
opakuju. (Podobne je to ivinych kategoriach: pre automobily sa stali typické zabery na
pohybujuce sa vozidlo po krajine, kdvu si moZzeme spojit’ s motivom privonania si k Salke
a pozitkovského ochutnania, kvapky do nosa zase s poh'adom na kychajacich nevladnych
I'udi, ktorym sa ihned’ po uziti lieCiva ul'avi). Je to nakoniec pochopitelné, pretoze kategoria
je rovnaka, podstata produktu sa so znackou nemeni. Cez to vSetko znacky maju svoje
posolstva. Cielom je dosiahnut, aby posolstvo bolo pre spotrebitela jasné, dolezité a
origindlne. Tato ambicia by nebola redlna bez vyuzitia pokrocilych prieskumnych technik.
Hibkové $tadie pomahaju odhalit aj skryté motivy spotrebitelov, ktoré zvysuju Sancu
priblizit’ spotrebitel’a k produktu.

Marketingovy vyskum dokéaze odkryt’ aj socidlnu a emocnu vrstvu znacky. Socidlna vrstva
hovori o spolofenskom kontexte, co si o zdkaznikovi istej znacky mysli jeho okolie.
Emocionalna vrstva je prejavom dojmov a pocitov spotrebitela v stuvislosti s konzumaciou
znacky (2muse, 2017). Znacky piva vo svojej komunikécii zohladiiuji aj socialne a
emocionalne atributy. Vdaka tomu st znacky navzajom odliSené a kazda ma svoju jedine¢nt
prezentaciu, vychadzajic z preferencii cielovej skupiny. Reklamy st veselé¢ (Kampan Zlaty
Bazant a svet sa hrala s cudzimi slovickami), spajajii miestnych (Sari§, srdcom vychodniar),
predstavuju tuspech (Pilsner Urquell — skuto¢né bohatstvo je vo vnutri), stotoziiuji sa
s osudmi T'udi (Radegast — ,,Zivot je hotky. Bohudik.*). K tymto posolstvam sa prispdsobuju
komunikacné kandly: Bazant cieli na mladych l'udi, preto sa popri masovej komunikacii
v televizii ukazuje v podnikoch, na festivaloch. Sari§ sa geograficky zameriava na domaci
region. Komunikacia znacky Pilsner Urquell je sofistikovand a obmedzend, predpoklada, ze
jej cielovi spotrebitelia aj v hluku inych reklam objavia pravé bohatstvo. Pri pozorovani
nasadenia podpornych aktivit vidime, Ze firmy planuja svoj marketing podl'a kanalov a ¢asu —
nenasadia viac akcii, viac reklam sucasne, najmi nie pre znacky s vysSim rizikom zameny,
pretoze by sa navzdjom kanibalizovali.

Reklama, komunikacia, spotrebitel'ské sut’aze, cielené nasadenie kampani su nutné ale nie
postacujuce predpoklady rozvoja odvetvia. Napredovaniu pivovarnictva pomohli inovécie,
nové vyrobky, prichute, obaly. Aj ich vyvoj sprevadzal marketingovy prieskum zistujici
zaujem kupujucich. Pomo6ze marketérom odhalit’ vol'né miesta na trhu a odhadnat’ potenciél
noviniek. Prieskum sa vyuziva aj pri priebeZznom monitoringu spokojnosti spotrebitelov so
znackou, jej atraktivnostou sliziacom k odhaleniu prilezitosti na posilnenie status a imidzu.
Rozsirenie ponuky, zvySovanie trendovosti kategorie a zvySena podpora zo strany obchodu
pri predaji a servirovani piva pomohli odvetviu zvrétit negativny trend. Strategické
marketingové opatrenia potvrdené zisteniami z vyskumu trhu ur€ili nové smerovanie
kategorie a zjednotili prvky mixu tak, aby vytvarali holisticki koncepciu.

Poslanim marketingu je napinat’ potreby a o¢akavania spotrebitel'ov, ku spleneniu ktorého
je dolezité ich samotné poznanie. Spotrebitelia si rdzni, niekedy sami nevedia, ¢o chcu.
Spravny marketér sa neopiera len o svoje dojmy a intuiciu, ale v modernej dobe vyuziva aj
pokrogilé metody ich zistovania modernym vyskumom. Uspech marketingovych rozhodnuti
nad’alej zavisi od schopnosti manazérov Citat’ prieskumy, vyvodzovat’ implikacie, posudzovat’
alternativy, vyhodnocovat’ rizik4 a presadzovat’ navrhy, v ktorych uspech medzi spotrebitel'mi
veri. Viaceré spolo¢nosti su v rozhodnutiach opatrné, vykonavaju mensie tpravy produktov,
investuju do konvencnych spotrebitel'skych akcii a komunikécie. V prispevku sme ale

68



10" International Research Conference, Bratislava, April 25th, 2018

predostreli, ze velké vysledky sa dosahuju priekopnickymi rieSeniami, ¢i uz podstatnou
inovaciou vyrobkov, ktora pre spotrebitela znamena pridant hodnotu, kampanou, ktora sa
dostane do mysle spotrebitela, ktory néasledne v obchode vyhladd danu znacku alebo ich
kombinaciou. Takéto rieSenia si vyzaduju odvahu, pretoze spravidla vyzaduji znacné
investicie a pritom so sebou nesu riziko odmietnutia trhu, ktoré v§ak mdze byt odhalené a
riadené za pomoci vhodnej stadie.

Ing. Jana Hrdlickova

Vysoka Skola manazmentu v Tren¢ine/City University of Seattle programs
Panodnska cesta 17, 851 04 Bratislava, Slovenska republika

E-mail: hrdlicka@upcmail.sk
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Overview of the Slovak BSC Sector

65+

* over the last 10 years, Slovakia has developed a ' SSCs & BPOs
. . . . v already established
leading reputation for quality & high value in Slovakia

services

* more than 65 Shared Services Centers (SSCs) and
Business Process Outsourcing Centers (BPOs) are
established in Slovakia providing multifunctional
scope of operations

* typical services offered from Slovakia include
Finance, Accounting, IT, Sales & Marketing,

Customer Service, HR or Procurement 2 W‘“‘" 3 7 000+
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People working
for SSCs & BPOs
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Business Services Centers as a new pilar of Slovak economy

Benefits BSCs bring to Slovakia

Activites also

Stablization of

outside of
FDIs in Slovakia

Bratislava and
Kosice

High added-value
jobs, services
mainly for export

Global careers .
from Slovakia,
competitive
salaries
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OF THE SLOVAK REPUBLIC

SSCs and BPOs in Slovakia



Areas of Expertize in the Slovak BSC Sector

Finance and Accounting

Transactions processing, treasury and controlling activities

Positions: Invoicing Specialist, Payroll Specialist, IFRS Specialist, Tax Specialist, AR/AP Clerk
Biggest companies (no of employees): IBM (5900), DELL (1900), Johnson Controls (1200), Lenovo (850), Swiss Re (700)

In total, 38 SSCs primarily engaged in Finance and Accounting activities

IT Services

Administration of IT infrastructure

Positions: Application Support Specialist, SAP Specialist, SQL Reporting Specialist, Software Developer, Network Support
Engineer, IT consultant, architect, developer

Biggest companies (no of employees): T-Systems (3900), Accenture (1200), Siemens (1050), Deutsche Telekom (500),
NESS (390)

In total, 21 SSCs primarily engaged in IT Services

Emerging Areas

Data management and analysis

Procurement services
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Room to Grow for BSCs

Development Potential

Available Workforce — 11k University
Graduates in Economics, Business and IT
per year

Active Public Support — Institutional
Strategies and Support Schemes Adopted

Brexit, GDPR and outsourcing trends

SSCs and BPOs in Slovakia
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Our Acitvities to support BSCs in Slovakia

Government Manifesto 2016 — 2020 proclaimed support to the BSCs sector

I. Institutional Strategy for BSCs Development in Slovakia

e Ministry of Economy prepared Action plan with 21 measures
e Employees from third countries, cooperation with Universities
e Raising awareness about the sector

. Amendments to the Regional Investment Aid Act

e Conditions corresponding to the market (capital investment, newly created jobs)
¢ Different requirements for different categories — Finance, ICT and other BSCs

lll. Active support of new investments and expansions

e SARIO After-care program
e Negotiations with established FDIs (industry, finance, retail)
¢ Presenting business opportunities abroad

SSCs and BPOs in Slovakia
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Regional Accounting Center Bratislava

Shared

Service Centers - IBM Bratislava

Established in 2000

Constant growth over the last 18 years
More than 5 000 employees, revenue over 230M Euro
oth higgest employer in Slovakia (finstat 2016)

Finance, accounting, taxes, sales support, IT support

- Basic principles

e OQOver
« High

High level of flexibility — time, place, personal situation
Wages over national average and dynamic growth
Wide range of career options

Positive climate, valued citizens, community life participation

30 000 people employed in the SSC sector

concentration in Bratislava

«  Strong competition

‘RACi —

@ 2017 IBM Corporation



Regional Accounting Center Bratislava
RAC) —

SSC - life cycle and added value

« Set up (2000-05)
— Strong growth
— Relocation savings and economies of scale
— Evolution of culture / DNA
 Development (2006-11)
— Standardization and harmonization of processes
— Strong centralization of processes and management
— Technical improvements
 Reengineering (2012-2016)
— Focus on effectivity and elimination of waste
— Re-organization
— Professionalism and specialization
* Revolution (2017-)
— Automation, robotization, and artificial intelligence
— Strong decentralization, independent and self governing teams

— Innovation, creativity and selling

@ 2017 IBM Corporation 3



Regional Accounting Center Bratislava
RAC) —

SSC — challenges and skills in-demand

- Organization and governance
— Robust and slow processes — change
— Hierarchy structures — dead
— Participation an engagement of individual — critical

— Support and recognition of excellence — cultural change

-  Skills in-demand
— Innovation, creativity, process design
— Risk taking and ability to improvise
— Confrontation, assertiveness, discussion, presentation

— Make a sell, Make a point, Win

@ 2017 IBM Corporation 4
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Systémy kvality v podmienkach vysokych §kél SR

Jaroslav Jambor
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

V clanku su opisané pristupy aplikacie systému manazérstva kvality pre efektivny chod vnatorného
systému zabezpe¢ovania kvality na vysokych $kolach. Clanok je zamerany na pristup k tvorbe systému
manazérstva kvality vysokoskolského vzdelavania integraciou poziadaviek Standardov ESG 2015 a
normy ISO 9001: 2015. Standardy aj normy v roku 2015 presli reviziou, ktora prispela k ich vzdjomnej
kompatibilite a prispieva k efektivnejSiemu zvySovaniu kvality poskytovanych Studijnych programov.
Systém je otvoreny d’alSej integracii Standardov oblasti vzdelavania. Cielom ¢lanku je prezentovat
sktisenosti v oblasti systémového rozvoja kvality vysokoskolského vzdeldvania a prispiet’ k diskusii o
pouziti Standardu ISO 9001 vo vzdelavani a moznych pristupov pri tvorbe systému kvality v sulade s
poziadavkami na kvalitu vzdelavania v Euré6pskom vysokoskolskom priestore.

Kruacové slova: systémy kvality; vysoké skoly; vzdelavanie; ISO 9001; ESG 2015.

Annotation:

The article describes the approaches of the application of the quality management system for the
effective operation of the internal quality assurance system at universities. The article focuses on the
approach to creating a quality management system for higher education by integrating the requirements
of ESG 2015 and ISO 9001: 2015. In 2015, both standards underwent revision that contributed to their
mutual compatibility and more efficient improvement in study program quality. The system is open to
further integration of standards in the field of education. Objective of this article is to share experience
with systemic development of quality of higher education and contribute to discussion about utilization
of ISO 9001 in education and potential approaches to creation of quality systems in compliance with
requirements related to quality of education in the European Higher Education Area.

Key words: quality systems; universities; education; ISO 9001; ESG 2015.

Uvod

Rok 2015 priniesol vyznamné zmeny v zdkladom Standarde manazérstva kvality, v norme
ISO 9001. Bola schvalena 15. septembra 2015 a publikovana 23. septembra 2015. Prechodné
obdobie podla IAF (International Accreditation Forum, 2015) trva tri roky a konci sa 15.
septembra 2018. Norma je sucast'ou suboru manazérskych ISO Standardov, ktoré vychadzaja
zo spolocnej nadradenej Struktary.

Rok 2015 bol vyznamny tieZ pre Standardy a usmernenia na zabezpetovanie kvality v
Europskom priestore vysokosSkolského vzdelavania (ESG). Rastci dopyt po zruc¢nostiach a
kompetenciach v Eurdpe si vyzaduje, aby vysokoskolské institiicie reagovali na situaciu
novymi sposobmi. Pévodny text z roku 2005 bol aktualizovany vzhl'adom na pokrok vo sfére
zabezpeCovania kvality a taktiez v ostatnych bolonskych usmerneniach, napr. v oblasti
kvalifika¢nych rdmcov, uzndvania kvalifikacie a podpory vyuzivania vystupov vzdeldvania s
presadzovanim ucenia sa a ucenia orientovaného na Studenta (I. Ostrovsky, 2013). ESG 2015
prijali ministri zodpovedni za vysokoSkolské vzdelavanie v Eurdpskom priestore
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vysokoskolského vzdelavania v maji 2015 v Jerevane a sucasne sa zaviazali ich
implementéaciou v narodnom systéme vzdelavania (M. Hrn¢iar, 2012).

Prepojenie medzi ISO 9001:2015 a ESG 2015

Norma ISO 9001:2015 a ESG 2015, v casti Interné zabezpecovanie kvality, sa svojimi
reviziami priblizili a stali sa viac kompatibilnymi. Okrem toho ISO 9001 poskytuje ESG
Standardom vhodnt nosnu systémovl kostru efektivneho zvySovania kvality. ESG naopak
poskytuju terminolégiu a poziadavky na lepSie definovanie predmetu vzdelavacieho systému,
cielov a strategického rdmca v oblasti vysokosSkolského vzdelavania. Stiasne sa ocakdva, ze
tak ako v stcCasnom systéme akreditacie sa obsah a poziadavky ESG 2008 stanti sucast'ou
akreditacnych kritérii podla ¢lanku 87a zédkona o vysokych Skolach. ESG 2015 v druhej a
tretej Casti obsahuju Standardy a usmernenia na externé zabezpeCovanie kvality a pre agentary
za zabezpecovanie kvality. Poziadavky pre proces externého zabezpeCovania kvality a pre
fungovanie certifikacnych organov (certifikacie a akreditacie) v ISO Standardoch st obsahom
normy ISO 17021 Conformity assessment - Requirements for bodies providing audit and
certification of management systems a normy ISO 17011 Conformity assessment -
Requirements for accreditation bodies accrediting conformity assessment bodies
(International Accreditation Forum, 2015), ktoré akredituju orgdny posudzovania zhody.
Rozsah a frekvencia externého posudzovania podl'a suc¢asného natavenia je podla schém pre
ISO 9001 prisnejSia a castejSia, tak pre Skolu (certifikovanu organizéciu) ako aj pre
posudzujice organy.

Medzi hlavné prinosy pouZzivania normy ISO 9001 patri schopnost’ organizacie trvalo
poskytovat’ produkty a sluzby, ktoré plnia poziadavky zdkaznika, aplikovate'né¢ poziadavky
predpisov a regulacné poziadavky, zvySovanie spokojnosti zakaznika, zvladanie rizik a
prilezitosti pre dosahovanie cielov (P. Richnak, K. Gubova, 1. Zendulka, 2016). Norma je
aplikovatelna pre vSetky odvetvia aj jej poziadavky st vzdy doplitujuce k poziadavkdm na
samotnu sluzbu a produkt (J. Jambor, 2013). Jej kombinacia s ESG Standardami umozni
lepsie zameranie systému na oblast’ vysokoskolského vzdeldvania v sulade s poziadavkami
European Association for Quality Assurance in Higher Education (ENQA), European
Students’ Union (ESU), European Association of Institutions in Higher Education
(EURASHE) and the European University Association (EUA). Hlavnym cielom Standardov a
usmerneni na zabezpecCovanie kvality v Eurépskom priestore vysokoskolského vzdeldavania
v skratke ESG je prispiet’ k spolo¢nému chapaniu zabezpecovania kvality v oblasti ucenia sa a
vyucovania naprie¢ geografickym hraniciam, a to vSetkymi zainteresovanymi stranami . (J.
Jambor, M. Dzubakova, J. Habanik, 2017)

Taziskom ESG $tandardov je zabezpetovanie kvality siivisiace s uéenim sa a vyu¢ovanim
vo vysokoskolskom vzdeldvani vratane vzdelavacieho prostredia a relevantného prepojenia na
vyskum a inovacie. Vysoké Skoly maju zaviest' zasady a postupy s cielom zabezpecit' a
zlepsit’ kvalitu vzdelavania (Studijnych programov) a d’alSich aktivit. Pojem ,,program* sa
vztahuje na poskytovanie vysokoskolského vzdeldvania v najSirSom zmysle slova vratane
vzdelavania, ktoré nie je sucastou Studijného programu vediceho k ziskaniu oficialneho
akademického titulu, teda vsSetkych aktivit, ktoré Skola podporuje pre dosahovanie
vzdelavacich cielov. ESG pracuji podobne ako ISO 9001 aj s poziadavkami
zainteresovanych stran, priCom zainteresované strany predstavuju vsetkych aktérov v ramci
danej vysokej Skoly vratane jej Studentov a zamestnancov, ako aj externé zainteresované
strany, napr. zamestnavatelov a zahrani¢nych partnerov vysokej Skoly. Kvalita vzdeldvania
podla ESG, je predovSetkym vysledkom interakcie medzi wucitelmi, Studentmi a
instituciondlnym prostredim pre ucenie sa. ZabezpeCovanie kvality ma vyustit' do tvorby
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vzdelavacieho prostredia, v ktorom obsah Studijnych programov, vzdelavacie prilezitosti a
vzdelavacie priestory su vhodne na dany ucel. Podstatou vSetkych Cinnosti na zabezpecovanie
kvality st dva ciele: zodpovednost’ a zvySovanie kvality. Pojem ,,zabezpecovanie kvality sa
pouziva na opis vSetkych Cinnosti v ramci cyklu neustadleho zdokonal'ovania, t. j. aktivity na
zabezpecovanie kvality a aktivity na rozvoj. (ESG, 2015)

Pouzivanie ISO 9001 vo vzdelavacich organizaciach z dlhodobého hladiska celosvetovo
rastie. Rok 2016 priniesol spolu s reviziou ozivenie a narast certifikdtov v oblasti vzdelavanie
0 16%. Utlm ISO 9001 v roku 2015 bol zaznamenany naprie¢ vietkymi sektormi. Savisel s
ocakévanim revizie, ktord bola publikovana v septembri 2015.

Obrazok ¢. 1 Pocet certifikovanych vzdelavacich organizacii podl'a ISO 9001

IS0 9001 - Education Sector Certificates

19689 19379 19713 20079
17703

14832 16242 _— - 16657
1320OI I I 14iu I |

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Zdroj: Z. Myna, U. Yarka, O. Peleschyshyn, 2016

Pristupy k zabezpecovaniu kvality na vysokej Skole

Pri integracii oboch Standardov je mozné vychadzat zo skusenosti vzdelavacich
organizacii so systétmom podla ISO 9001:2008 a ESG 2009 (ktoré boli obsahom
akreditacnych kritérii Vnutorného systému zabezpeCovania kvality podl'a § 87a zakona C.
131/2002 Z. z. o vysokych skolach). Dévodom pre vyber tohto konceptu boli skisenosti s
udrziavanim systému kvality a zlepSovania kvality vysokych §kdl v SR. Osobitne bol doraz
kladeny na potrebu pravidelného externého posudzovania systému a externej spitnej vézby.
Kostru systému tvori Struktira ISO 9001 a kvalitnd externa certifikdcia. Systém je
komplexny, doéslednom riadeni hlavnych procesov a cykle zlepSovania s podmienkou
pravidelného interného aj externého posudenia. Rovnako vyzaduje pravidelnu spétnu vizbu
vSetkych zainteresovanych stran a preukdzatelné zlepSovanie. V roku 2016 boli aplikované
vSetky nové, alebo zmenené poziadavky normy ISO 9001:2015 a vécsSina poziadaviek ESG
2015. V stcasnosti mézu byt’ vykonavané ¢innosti redizajnu Studijnych programov v sulade s
existujucich narodnym kvalifikacnym ramcom a prieskum a klasifikdcia postupov ucenia a
vyucovania orientovaného na Studenta.

Zainteresované strany vysokej Skoly

Zo strany vysokej Skoly je dolezité, aby boli podrobne preskimané potreby a oCakavania
stran, ktoré mozu ovplyvilovat’, alebo st ovplyviiované rozhodnutiami a ¢innostou vysokej
Skoly, s dorazom na zainteresované strany osobitne ovplyviiujuce jej schopnost’ poskytovat’ a
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rozvijat' kvalitné S$tudijné programy a vedecko-vyskumné cinnosti. Kazdé pracovisko

preskiimava potreby:

e Studentov v stlade s profilom akreditovaného Studijného programu,

e zamestnavatelov, ktory zamestnavaju, poskytuji stdz, in¢ formy praxe absolventovi
Studijného programu poskytovaného pracoviskom,

e pouzivatelov vystupov vedecko-vyskumnej a publika¢nej ¢innosti fakulty - Clenov
spolupracujucej akademickej a vedeckej komunity v danej oblasti vedy, podniky a
organizacie vyuzivajice poznatky aplikovaného vyskumu,

e partnerské organizacie, Skoly a zvizy - Specifické organizdcie s uzkymi vztahmi a
vyznamnym vplyvom na pracoviska TnUAD,

e miestne a regionilne organizacie a komunity - podl'a oblasti posobenia a lokalitu a
miestne Specifika fakulty,

e zamestnancov — Specifické poziadavky ucitel'ov, vedecko — vyskumnych pracovnikov,
administrativnych a technicko— hospodarskych pracovnikov pracoviska.

Ulohou rektoratnych pracovisk by malo byt preskiimavanie kI'ai¢ovych partnerov univerzity:

e poziadavky na akreditaciu Studijnych programov, habilitané a inaugura¢né konanie,
pravidla zriadenia verejnej vysokej Skoly a poskytovania vysokoskolského vzdelavania

e grantové a vedecko — vyskumné agentury a programy — podmienky pre podavanie ziadosti
o podporu ¢innosti univerzity a pravidla rieSenia, hodnotenia a financovania podporenych
projektov,

e poziadavky dodavatelov produktov, sluzieb a procesov v stlade s ustanoveniami zakona o
verejnom obstaravani.

Identifikacia poziadaviek zainteresovanych stran je sucastou pravidelného preskiimania

vnutorného systému manazmentom a ich plnenie bude monitorované (J. Jambor, M.

Dzubakova, J. Habanik, 2017).

Postup implementacie vnutorného systému kvality na vysokej Skole

Odporucany postup implementicie systému manazérstva kvality podla ISO 9001 :
2015/STN EN ISO 9001:2016 so zohl'adnenim poziadaviek eurdpskych Standardov ESG
2015 a indikatorov pre vnatorny systém zabezpecovania kvality bol nasledovny:

I. Uvodna etapa

a) ivodné stretnutie riesitel'ov projektu, vedenia univerzity vratane predstavitel'a manazmentu
pre kvalitu,

b) analyza organizacnej Struktary a pracovnych pozicii,
c) identifikacia resp. korekcia poctu procesov,

d) preskimanie sucasného stavu systému manazérstva kvality a vypracovanie harmonogramu
budovania zdokumentovanych informacii,

¢) Skolenie realiza¢ného timu.
II. Vypracovanie a korekcia zdokumentovanych informacii a ich implementacia

a) postupné prerokovanie problematiky jednotlivych procesov systému manazérstva kvality -
samostatne rektorat, fakulty a ostatné sucasti univerzity,

b) vypracovanie pracovnych névrhov riadiacich dokumentov k procesom a ¢innostiam,

¢) pripomienkové konanie k pracovnym navrhom vypracovanych dokumentov,
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d) postdenie pripomienok a dopracovanie navrhov riadiacich dokumentov,
e) schvalovacie konanie,
f) implementacia schvalenych postupov,

g) vypracovanie resp. korekcia Prirucky kvality podl'a revidovanej STN EN ISO 9001:2016
(rozdelenie na 10 kapitol a zapracovanie manazérstva rizika).

III. Vykonavanie internych auditov

a) Skolenie internych auditorov,

b) planovanie realizacie internych auditov,

c) priprava vykonu internych auditov,

d) dohl'ad nad vykonom internych auditov,

e) vyhodnotenie realizovanych internych auditov,

f) pripadna revizia zdokumentovanych informacii na zéklade zisteni z internych auditov,
g) navrh pre rieSenie zistenych nedostatkov z internych auditov a navrh opatreni.
IV. Zaverec¢na etapa

a) preskimanie systému manazérstva kvality,

b) priprava k certifikécii systému manazérstva kvality,

c) certifika¢ny audit (J. Jambor, J. Habanik, 2017).

Monitorovanie, meranie, analyza a hodnotenie vnitorného systému zabezpecovania
kvality

Délezitou sucastou vnutorného systému zabezpeCovanie kvality je zadefinovany
a dodrziavany systém zberu informdcii, analyzy a hodnotenia o poskytovanych Studijnych
programoch a suvisiacich sluzieb. Cielom tohto systému je neustale zlepSovanie procesu
vzdeldvania a pozostdva zo suboru integrovanych nastrojov monitorovania a merania
vnutorného systému Skoly:
I. Meranie a analyza kvality Studijnych programov a spitna védzba ucastnikov vzdelavania.

II. Meranie a analyza vedecko — vyskumnej ¢innosti.

III. Meranie a analyza kvality a rozvoja pedagogickych pracovnikov.
IV. Interny audit procesov a systému

V. Hodnotenie kvality dodavatel'ov
VI. Hodnotenie nezhdd a st’aznosti
VII. Hodnotenie napravnej ¢innosti v oblasti kvality
VIII. Hodnotenie ciel'ov a politiky kvality

Hodnotenie Studijného programu by mal vykondvat garant Studijného programu na
zaklade:
- vysledkov hodnotenia predmetov vo fomulari A,

- hodnotenia zamestnavateI'mi vo formulari B,
- hodnotenia uplatnitel'nosti absolventa vo formulari C,
- hodnotenia stvisiacej vedecko — vyskumnej ¢innosti vo formulari D.
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Obrdzok & 2 Struktira hodnotenia §tudijného programu

A.0 Vysledky stadia
predmetu
Informacdcny list
predmetu

A. Hodnotenie — A.1 Prieskum
predmetu (Formular) [ spokojnosti $tudenta

B. Spiétna viazba

r tnavatel” -

F: Hodnotenie Y NN A.2 Navsteva hodiny
Studijného — (Hospitacia)

D. Hodnotenie vedecko ’
vyskumnej ¢innosti

Zdroj: J. Jambor, M. Dzubdkova, J. Habanik, 2017

Garant Studijného programu hodnoti jednotlivé oblasti kvality, identifikuje silné stranky,
riziké a nedostatky a navrhuje opatrenia na zlepSenie Studijného programu.

Ciele $tudijného programu su definované a monitorované prostrednictvom ukazovatelov
kvality Studijného programu:

Kvalita - Atraktivnost’ Studijného
Studijného programu — pocet
programu uchéadzacov, Studentov,
absolventov.
- UplatniteI'nost’
absolventov.

- Hodnotenie spitne;j
vizby zamestnavatelov.
- Pocet vedenych
zéverecnych prac / pocet
veducich zaverecne;j
prace
Hodnotenie - Uspesnost
predmetov - Hodnotenie spétne;j
vizby Studentov
- Hodnotenie hospitaciou
- obsah predmetu,
organizacia vzdelavania,
formy vzdelavania,
persondlne
zabezpecenie, Studijna
literatra, priestoroveé,
materialne, technické a
informacné
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zabezpecenie Studijného
programu

Pre jednotlivé oblasti vedy a vyskum boli definované ukazovatele vykonnosti v danej
oblasti vedy a vyskumu podl'a atribitu prostredia (ukazovatel A, D, E), atributu vystupy
(ukazovatel’ B), atributu ocenenia (ukazovatel’ C, G) v danej oblasti vyskumu prostrednictvom
ukazovatelov:

» Pocty akademickych zamestnancov v danej oblasti vyskumu: Rocny IKA index

* Hodnotenie vystupov podl'a kategorii a ak. titulov pre zamestnancov na plny pracovny
pomer: vazeny sucet vystupov/ pocet akademickych zamestnancov

* Ohlasy vo WOS/ SCOPUS/ ERIH: Pocet ohlasov/ pocet ucitel'ov
« Rozsah akademickej mobility doktorandov a akademickych pracovnikov: priemernd dizka
pobytu na ucitela
* Posudenie grantovej uspesnosti:
— Pocet podanych projektov / pocet akademickych zamestnancov
— Pocet riesenych projektov / pocet akademickych zamestnancov
— Objem financnych prostriedkov / akademického zamestnanca
* Postdenie kvality vyskumne;j infrastruktary:

Suma investovanych prostriedkov do V'V infrastruktury / pocet akademickych
zamestnancov

Ocenenia: Pocetnost kategorie A, B, C, D. (J. Jambor, M. Dzubdkova, J. Habanik, 2017 )

Zaver

Na zaklade viacrocnych skusenosti s implementovanim vnatorného systému
zabezpeCovania kvality vo forme systému manazérstva kvality podla ISO 9001 a ESG
Standardov mozZeme konsStatovat’ niektoré vyhody zo zavedenia systému manazérstva kvality
na vysokych skolach:
- vyraznejsie sustredenie sa na oCakavania a poziadavky vsetkych zainteresovanych stran
(ministerstvo Skolstva vedy vyskumu a Sportu, zamestnavatel'ské zvézy a organizicie,
Studenti atd’.),
- zvySenie dovery a spokojnosti klienta, partnera a zniZzenie poctu st’aznosti,
- dosiahnutie a udrzanie pozadovanej urovne kvality vysokoskolského vzdelavania,
- prostriedok k efektivnemu riadeniu hlavnych, manazérskych a podpornych procesov na
vysokej skole,
- prehl'adné sledovanie a vyhodnocovanie kI'icovych ukazovatelov vykonnosti procesov na
vysokej skole,
- pravidelna analyza rizik na jednotlivych sticastiach a prijimanie opatreni na predchadzanie
nezhodam a ohrozeniam,
- podrobnéd analyza vysokej Skoly a rychle prijatie U¢innych opatreni pre kontinualne
zlepSovanie,
- posilnenie zodpovednosti a sebaddvery zamestnancov vysokej skoly,
- naskok pred konkurenciou, zvySenie konkurencieschopnosti,
- zvySenie reputacie vysokej Skoly,
- zlepSenie imidzu vysokej Skoly, udrzanie si podielu na trhu prip. moznost’ rastu podielu na
trhu. (J. Habanik, J. Jambor, 2017)
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Priprava Studentov manaZzérstva kvality v oblasti CAQ

Preparation of quality management students in the CAQ scope

Renata JanoScova
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

Clanok pojednava o nutnosti prispdsobenia sylabov predmetov so zameranim na IKT su¢asnym
poziadavkam doby Industry 4.0 pre manazérov kvality. Sumarizuje miesto predmetov CAQ v
Studijnych programoch na slovenskych vysokych $kolach. Navrhuje koncepciu informatickych
predmetov pre Studijny program manazérstvo kvality produkcie.

KPacové slova: Pocitacova podpora systémov manazérstva kvality - CAQ, informacné systémy
— IS, manazérstvo, Kvalita 4.0, Kvalita produkcie, vzdelavanie.

Annotation:

The article discusses the need to adapt the syllabus of ICT-focused subjects to the current
requirements of Industry 4.0 for Quality Managers. Summarizes the place of CAQ subjects in study
programs at Slovak universities. It proposes the concept of information subjects for the production
quality management study program.

Key words: Computer Aided Quality - CAQ, information systems — IS, management, Quality
4.0, Quality Production, education.

1 Uvod do problematiky

Casto sklotiovand koncepcia Priemysel 4.0 nie je samoudelna. Potrebuje svojich
vizionarov, lidrov a realiza¢ny tim Sikovnych l'udi, ktori budu schopni s predstihom poznat’
trendy a trhy, budi mat’ jasno v tom, ¢o chct odmerat’, zistit', ¢i identifikovat’ a budi mat’ na
to dostatok energie a financii (Elids, 2017). Buducnostou manazérstva kvality v stulade
s vysSie uvedenou koncepciou je Kvalita 4.0. Podmienuje to priprava budicich manazérov na
vyuzivanie sofistikovanych IS, Data Mining-u, znalostného manazmentu, manazmentu
informaénych sluzieb a umelej inteligencie (UI). Uloha vietkych vysokych $kol je priprava
takychto manazérov a to sa nezaobide bez zdielania znalosti s praxou a bez pravidelnej
reflexie na jej poziadavky (JanoScova, 2018).

Vroku 2001 pri§lo vedenie Katedry inZinierstva kvality! s myslienkou nevyhnutnosti
zavedenia predmetu informatického zamerania do nového Studijného programu ,,Inzinierstvo
kvality produkcie®. Bol to predmet ,,Pocitacova podpora systéemov riadenia kvality™,
predchodca sucasného predmetu CAQ. Tento trend pokracoval v Trencine dalej a v
naslednom $tudijnom programe ,,ManaZzérstvo kvality produkcie* sa predmety informatického
zamerania roz$irili o mnoh¢é d’alSie. Zavadzanie tychto predmetov vSak nebolo jednoduché. V
tom Case sa predmety pocitacovej podpory v Studijnom odbore ,,Kvalita produkcie® (d’alej
KP) neucili, ak neberieme do uvahy predmety tuzko Specializované na CIM (Computer
Integrated Manufacturing), kde sa CAQ chape v uzSom slova zmysle - ako poc¢ita¢om riadené
kontrola kvality (Computer Aided Quality Assurance). Od zaciatku bolo cielom vyucujucich

I'KIK, neskor Katedra metrologie a kvality pod vedenim prof. Petra Kneppa, DrSc. bola na byvalej Fakulte
mechatroniky Trencianskej univerzity A. Dubceka v Tren¢ine od roku 1997-2010.
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KIK zamerat’ sa na predmety, v ktorych sa pojem CAQ chépe v SirSom slova zmysle a nehra
len ulohu akéhosi ,,hasica poziaru“ (Janoscova, 2018).

Domnievame sa, Ze proces hl'adania vhodného obsahu, ako aj skladby informatickych
predmetov pre Studijny program ,,Manazérstvo kvality produkcie® v odbore KP bol napokon
uspesny. V roku 2005 bola predstavena koncepcia vyucby predmetov CAQ (JanoScova,
2005). Za najvicsi prinos povazujeme zaradenie skupiny predmetov zameranych na CAQ do
skupiny povinnych predmetov a ich vySpecifikovanie v korpuse $tudijného odboru ,,5.2.57
Kvalita produkcie®, na ktorého opise sme participovali v pozicii experta na informaticky
zamerané predmety (Akreditacny spis, 2006).

2 Metodika prace

V ¢lanku sa vyuziva preSetrovanie postavenia informatickych predmetov, zoskupenych
pod pojmom pocitacova podpora systémov manazérstva kvality v suvislosti so Studijnym
odborom ,,ManaZzérstvo kvality*. Poskytuje prehl'ad o tendenciach a pristupoch v tejto oblasti.
Clanok popisuje prekazky pri implementacii predmetov CAQ do vyuéby a v zavere sa usiluje
navrhnut’ rieSenia. Vystupy a zistenia tohoto ¢lanku moézu byt uzito¢né pre vrcholovych
manazérov vzdeldvacich inStitucii, riaditel'ov podnikovej informatiky, manazérov kvality,
lidrov oddeleni inovacii, vyucujicich na vysokych skolach a budicich manazérov kvality.
Vysledky a zavery mozu byt uzitocné pre zékladnu orientaciu v pojmovej oblasti
problematiky CAQ vramci vzdeldvania v Studijnych programoch Studijného odboru
,Manazérstvo kvality*.

3 CAQ v uzSom a SirSom ponimani

Pojem pocitacova podpora v podstate vychadza z pojmu CAXx, ktory predstavuje pouzitie
IKT v procese navrhu, analyzy a vyroby. Pokrocilé Cax systémy zahfiiaji Siroky rad
nastrojov, komer¢nych, ¢i proprietarnych (CAx, 2015). Viaceré¢ CAx systémy obsahuju aj
CAQ moduly. Napriklad v . CAD systémoch sa tolerancnou analyzou skuma funkénost
zostavy, v CAP syst¢émoch je ulohou CAQ modulov zistovanie moznosti dosiahnut
pozadovanu presnost’ suciastky z hl'adiska presnosti technologickej sustavy (stroje, néstroje a
pripravky).

CAQ (v uzsom ponimani) chapeme ako Computer aided quality assurance - sucast CIM,
ako ,,po¢itacom podporovani kontrolu kvality*. Systémy CAQ sa tu vyznacuju tym, ze
reaguju az po vzniku nekvalitnej produkcie v ramci tzv. malej regulacnej slucky (Beniak,
2007).

Z in¢ho uhla pohladu CAQ predstavuje systém uréeny na sledovanie, udrZiavanie a
zlepSovanie kvality v podniku. V roku 2003 J. Palan predpovedal, ze ,,7izeni kvality je viastne
kvalitni Fizeni...* (Palan, 2003). MdZeme pritom pozorovat, ze pocitacova podpora systémov
manazérstva kvality sa postupne meni na kvalitné manazérstvo, a to s podporou IS/IKT. CAQ
v §irSom ponimani teda chapeme ako informacny systém pre podporu systému manazérstva
kvality produkcie vo vSetkych etapach jej zivotného cyklu a hodnotového ret’azca (JanoScova,
2017). Tento pristup je rozdielny, ako pri uzSom chapani CAQ. Takto chapany systém CAQ
prechadza naprie¢ CIM ako aj naprie¢ integrovanymi podnikovymi informa¢nymi systémami.
Takéto systtmy CAQ sa vyznacuju najmd tym, ze riadia procesy tak, aby sa vyskyt
nekvalitnych produktov minimalizoval, ¢ize nereaguji az po vzniku nekvalitnej produkcie,
ale jej predchadzaju, a dokonca ju predikuju (Janoscova, 2018).
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3 Vymedzenie jadra znalosti KP s orientaciou na informatické predmety

Ak budeme chéapat’ CAQ v SirSom ponimani, do jeho ,,portfélia®“ musime zaradit’ vSetky
témy, ktoré suvisia s pocitacovou podporou akychkol'vek systémov manazérstva kvality
a maju informatiké zameranie. Podl'a aktudlneho opisu Studijného odboru 5.02.57 Kvalita
produkcie platného od 23. 2. 2017 obsahuje jadro znalosti vysokoskolského Studia I.- IIL
stupna v Studijnom odbore KP tieto nosné témy:

Zaklady technologickych procesov;

Integrované systémy riadenia;

Systém manazérstva kvality;

Statistické metody;

Pocitacova podpora systémov manazérstva kvality;
Znalost’ problematiky organizacie a jej riadenia;
Integrovany systém riadenia;

Systém manaZzérstva kvality;

Certifikacia a audit;

Statistické metddy;

Metroldgia;

Technické spdsobilost’ a optimalizacia procesov;
Tedria pravdepodobnosti amatematicka Statistika;
Tedria riadenia;

Informacné a znalostné systémys;

e Experimentalne metody;

e Modelovanie a optimalizacia procesov a systémov.

Podl'a opisu Studijného odboru KP vsetky Studijné plany (sylaby) v tomto odbore musia
obsahovat’ vysSie uvedené témy konkretizované do uzsich oblasti a tvoria 3/5 ECTS (AK,
2018). Ak sa zameriame na témy a predmety blizke pocitaCovej podpore systémov
manazérstva kvality (CAQ), musia Studijné programy v Studijnom odbore KP zahfat’ tieto
oblasti (predmety):

Tab. 1 Miesto predmetnych oblasti blizkych CAQ v jadre znalosti VS stidia v §tudijnom odbore KP

- " Rok Priradenie k nosnej téme
Oblast’ znalosti jadra Stupen e as . L
studia jadra
. . y Pocitacova té
Ziklady informatiky 1. stupeni — Be. 1. rok octtacova podpqra systethov
manazérstva kvality
y Pocitacova té
Databazové systémy 1. stupeni — Be. 2. rok octtacova podpqra systethov
manazérstva kvality
. y Pocitacova té
Zaklady prace v sieti 1. stupeni — Be. 2. rok octtacova podpqra systethov
manazérstva kvality
Informacné systémy 2. stupenl — Ing. 1.rok |Informacné a znalostné systémy
Informacné a znalostné systémy 3. stupen — PhD. - Informacné a znalostné systémy
Modelovanie a ?ptlmallzacla 3. stupei— PhD. ) Mode!ovanle a optimalizacia procesov
procesov a systémov a systémov

V tabul’ke st jednotlivé programy podfarbené podla stupnia Stadia. K 31. 12. 2017 sa
Studijné programy v Studijnom odbore KP realizovali iba na troch vysokych Skolach na
Slovensku:
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e SPU - Slovenska poI'nohospodarska univerzita v Nitre;
e STU - Slovenska technicka univerzita v Bratislave;
e TU - Technicka univerzita v KoSiciach.
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Je to mensi pocet v porovnani s rokom 2009, ked’ sa v odbore KP vyucovalo aj na TNUAD
v Trencine a TU vo Zvolene.

4 Moznosti Stadia v Studijnom odbore KP

V Tab. 2 je sumarizacia moznosti Stidia v odbore KP na Slovensku k 31. 12. 2017.

Tab. 2 Moznosti studia v Studijnom odbore KP na Slovensku k 31. 12. 2017

e s T Stupeii/titul/ ol
InStitucia Fakulta Studijny program PEWIUY| A krediticia
forma Studia
STU v Bratislave* |MTF so sidlom v Trnave |KP I Stggzgg}gc'/ do 31.8.2019
SPU v Nitre Technicka Manazérstvo kvality I stupef/Be./ 14 31 8 2018
produkcie denna
. o, Manazérstvo kvality 1. stupen/Be./
*
SPU v Nitre Technicka produkcie (2014) denn4 do 31.8.2019
. L Manazérstvo kvality 1. stupen/Be./
SPU v Nitre Technicka produkcie (2014) extornd do 31. 8.2020
Kvalita a bezpe¢nost’ 1. stupei/Be./
TU v Kosiciach* Strojnicka (Quality and Safety) (aj - SHUpEVBe. do 31. 8.2020
: denna
v Aj)
TU v Kosiciach* | Strojnicka e R 2.stupeb/ing/ | 4 31 g 2018
produkcie denna
TU v KoSiciach | Strojnicka InZinierstvo kvality 2. stupetvIng/ | 43 g 2018
produkcie externa
TU v Kogiciach* Fakulta materialov, Integrované systémy 1. stupei/Bce./
metalurgie a recyklacie riadenia denna
TU v Kogiciach Fakulta n?aterlalov,’ . Iptegrgvane systémy 1. stupen/Bc./ do 31. 8. 2020
metalurgie a recyklacie riadenia externa
TU v Kogiciach* Fakulta materidlov, Integrované systémy 2. stupen/Ing./
metalurgie a recyklacie riadenia denna
. Fakulta materidlov, Integrované systémy 2. stupety/Ing./
LA SET metalurgie a recyklacie riadenia externd do 31.8.2019
TU v Kogiciach* Fakulta materialov, Inzinierstvo kvality 3. stupet/Ing./
metalurgie a recyklacie produkcie (aj v Aj) denna
TU v Kogiciach Fakulta materialov, Inzinierstvo kvality 3. stuper/Ing./

metalurgie a recyklacie

produkcie (aj v Aj)

externa
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Spracované na zdklade udajov suhrnnej databazy Studijnych odborov na portali www.portalvs.sk

Vysvetlivky: STU — Slovenska technicka univerzita, MTF - Materidlovotechnologicka fakulta STU so sidlom
v Trnave; TU — Technicka univerzita, KP — Studijny odbor Kvalita produkcie, V.S — vysokoskolsky.

Z tychto programov v Studijnom odbore KP uz SPU v Nitre neponuka pre akademicky rok
2018/2019 ziadne (kon¢i sa platnost’ akreditacie). Na STU sa studium v odbore KP ponuka uz
iba na MTF v Trnave, aj to len v L. stupni Studia. Na SjF STU zial’ po mnohych rokoch kvalita
produkcie postupne zanikla, ato aj pre neschopnost’ vedenia zabezpecit' garanta Studijné¢ho
programu v odbore KP.

5 Miesto predmetov blizkych CAQ v §tudijnych programoch KP

V nasledujicich tabulkdch st uvedené¢ predmety CAQ (predmety informatického
zamerania) a ich zakladné charakteristiky podl'a jednotlivych institacii, fakalt a konkrétnych
Studijnych programov. Snazili sme sa sustredit’ tie predmety, ktoré st vyuCované pre
Studentov Studijnych programov spadajicich pod studijny odbor KP.

Konkrétne Studijné programy pre analyzu vyskytu predmetov blizkych CAQ sme vyberali
z Tab. 2, kde su oznacCené *.

Ako prvu tu uvaddzame tabul’ku sumarizujucu stav k 31. 12. 2017, za fiou pre porovnanie
nasleduje tabul’ka s informaciami z roku 2009, opisanymi v ¢lanku R. JanoScovej (JanoScova,
2009).

Prehl'ad predmetov informatického zamerania, ktoré st blizke CAQ na STU je v Tab. 3.

Tab. 3 Prehlad predmetov blizkych CAQ v Studijnom odbore KP na MTF k 31. 12. 2017

Cielova skupina Realizacia predmetu
semester/rok
PREDMET Stidia/stupefi/sposob | r0zsah . .| Studijny | Zodpovedny
. N Fakulta |Zabezpecuje
ukoncenia/pocet P/S/L program | za predmet
kreditov
Informacné technolégie 1/L/L/s/5 2/0/2 | MTE | UAIAM KP P. Vazan
Databazy S/MIL/1/s/6 2/0/2 | MTF UAIAM KP P. Tanuska

Vysvetlivky: STU — Slovenska technicka univerzita v Bratislave; MTF — Materialovotechnologicka fakulta so
sidlom v Trnave; UAIAM - Ustav aplikovanej informatiky, automatizdacie a mechatroniky.

Pre porovnanie uvadzame stav ku 31. 12. 2009, kde vidno bohati ponuku informatickych
predmetov:

Tab. 4 Prehlad predmetov blizkych CAQ v Studijnom odbore KP na STU k 31. 12. 2009

Cielova skupina Realizicia predmetu
PREDMET sem./ro¢./stupeil/sposob dotéci }

: otacia .,
ukondenia/pocet ; .. |Studijny|  Garant
kreditov hodin Fakulta |Zabezpecuje program| predmetu

Informacné technolgie ZS/1ILIs/5 12 | MTF | UAIAM | KP | P.Schreiber
Databdzové systémy a Z7S/3./1./zs/3 - MTF UAIAM KP P. Tanuska
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zaklady prace v sieti (V)

Pocditacova podpora v , . ",
manaZérstve kvality (PV) LS/1./11./kz/3 0/3 MTF UPIMK IKP |J.Salgovicova
CAQ ZS/2./11./s/6 2/2 MTF UPIMK IKP | R. Rybansky
Programovanie 7S/1./1./kz/5 212 SjF UPHSV | SVaMK | D. Velichova
Informacné

a komunika¢né ZS/1./11./s/5 2/2 SjF UAMAI |MKvSP | M. Tolnay
technologie

Softvérové systémy (PV) ZS/1./11./kz/4 0/4 SjF UAMAI |MKvSP | M. Tolnay
Aplikované databazové ) .

systémy (PV) LS/1./11./kz/4 0/3 SjF UAMAI |MKvSP| M. Tolnay
Pocitacom podporované . , . .
manaZérstvo kvality (PV) ZS/1./1IL/10 0/2 SjF UVSETM | KP S. Valéuha

Zdroj: Janoscova, 2009

Vysvetlivky: V — volitelny predmet; PV — povinne volitelny predmet; STU — Slovenska technickd univerzita
v Bratislave; MTF — Materidlovotechnologickad fakulta so sidlom v Trnave;, SjF — Strojnicka fakulta STU v
Bratislave; UAIAM - Ustav aplikovanej informatiky, automatizicie a matematiky; UPIMK - Ustav
priemyselného inZinierstva, manazmentu a kvality; UPHSV - Ustav priirodnych, humanitnych a spolocenskych
vied; UAMAI - Ustav automatizécie, merania a aplikovanej informatiky; UVSETM - Ustav vyrobnych systémov,
environmentalnej techniky a manazmentu; IKP - Inzinierstvo kvality produkcie; SvaMK - Strojarska vyroba a
manazerstvo kvality; MKvSP - Manazérstvo kvality v strojarskych podnikoch.

Slovenska polnohospodarska univerzita v Nitre ponuka tieto predmety informatického
zamerania v dvoch stupiioch vysokoskolského Studia (Tab. 5):

Tab. 5 Prehl'ad predmetov blizkych CAQ v Studijnom odbore KP na SPU v Nitre k 31. 12. 2017

Cielova skupina

Realizicia predmetu

semester/rok
PREDMET stadia/stupeiy/sposob | T0zsah .. | $tudijny | Zodpovedny
.. y Fakulta |Zabezpecuje
ukoncenia/pocet P/S/L program | za predmet
kreditov
Zaklady informatiky 1/L/L/s/3 0/0/3 | Technicka - MKP -
Informacné a databazové )
systémy 4/1./11./s/4 1/0/3 | Technicka - MKP -
Informacné systémy 1/IL/L/s/4 1/0/3 | Technicka - MKP -
Pocitatéom podporovana )
1/11./1./s/4 1/0/3 | Technicka - MKP -

vyroba (PV)

Vysvetlivky: SPU — Slovenska polnohospodarska univerzita; MKP — Manazérstvo kvality produkcie;
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V porovnani s rokom 2009 je to vyrazne menej (Tab. 6). V roku 2009 sa predmety CAQ
objavovanli v dvoch stupnioch vysokoskolského stidia az v Styroch Studijnych programoch
Studijného odboru KP:

Tab. 6 Prehlad predmetov blizkych CAQ v Studijnom odbore KP na SPU v Nitre k 31. 12. 2009

Cielova skupina Realizacia predmetu
sem./roC./stupen
PREDMET /spdsob dotacia .| Studijny | Garant
ukoncenia/pocet | hodin Fakulta | Zabezpecuje program | predmetu
kreditov
ZikKlady informatiky ZS/1./1/s/3 0/3 | Technicka - PBT -
Informacéné a databazové hnicka
systémy LS/1./L/s/4 1/3 | Technicka - PBT -
Informaéné systémy ZS/1./11/s/4 1/3 | Technicka - IaATVKP -
Programovanie 1 ZS/1./1L/z/4 1/3 | Technicka - IaATVKP -
Programovanie 2 LS/1./1L/s/6 1/3 | Technicka - IaATVKP -
Pocitacéom podporovana Technicka
vyroba (PV) ZS/2./11./z/4 1/3 - [aATvKP -
Tvorba internetovych hnicka
aplikacii (PV) LS/2./1L/s/4 1/3 | Technicka - [aATVKP -
Informacné systémy 7S/1./1L/s/4 1/3 | Technicka . KP .
Pocitacéom podporovana Technicka
vyroba (PV) ZS/2./11./z/4 1/3 - KP -
Tvorba internetovych hnicka
aplikacii (PV) LS/2./11./s/4 1/3 | Technicka - KP -
Informa¢né systémy ZS/1./11./s/4 1/3 | Technicka - SBTS -
Pocitacéom podporovana Technicka
vyroba (PV) ZS/1.2./11./z/4 1/3 - SBTS -
Programovanie 1 (PV) ZS/1./11./2/4 13 | Technicka - SBTS -
Programovanie 2 (PV) LS/1./1L/s/6 173 | Technicka - SBTS -
Tvorba internetovych Technicka
aplikacii (PV) LS/2./1L/s/4 1/3 - SBTS -

Zdroj: Janoscova, 2009

Vysvetlivky: SPU - Slovenska pol'nohospodarska univerzita v Nitre; PBT - Prevadzkova bezpecnost' techniky,
1aATvKP - Informacna a automatizacna technika v kvalite produkcie; SBTS - Spolahlivost a bezpecnost

technickych systémov.
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Technické univerzita v KoSiciach v stiasnosti pontika predmety informatického zamerania
blizke CAQ vo vsetkych stupiioch vysokoskolského §tidia v troch Studijnych programoch

(Tab. 7):

Tab. 7 Prehlad predmetov blizkych CAQ v Studijnom odbore KP na TU v Kosiciach k 31. 12. 2017

Cielova skupina

Realizacia predmetu

semester/rok
PREDMET studia/stupeit/sposob | rozsah . .| Studijny | Zodpovedny
e N Fakulta | Zabezpecuje
ukoncenia/pocet P/S/L program| za predmet
kreditov

Informatika (PV) 1/1/1./s/7 2/0/3 |FMMR| UMIK ISR M. Solc
Aplikovany softvér (PV) 2/1/1./kz/4 0/0/3 |FMMR UM ISR G. Sugik
Informacné systémy , ,
a databézy (PV) 3/L/1./zs/5 2/0/2 |FMMR| UMIK ISR 1. Pokorny
Pocditacova podpora , K.
manaZérstva kvality 3/1L/11./zs/5 2/0/3 |FMMR| UMIK ISR e
Informacné a znalostné , o
systémy (PV) 1/1./111./kz/10 4(X) |FMMR| UMIK ISR M. Solc
Modelovanie a optimalizacia , K.
procesov organizacie (PV) 1/1./111./kz/10 4(X) |FMMR| UMIK ISR s
Potitacova grafika (V) 2/1../1./kz/1 0/0/2 SjF - KB J. Melko
Programovacie techniky (PV) 3/11/1./kz/2 2/0/2(X)| SjF - KB J. Kral
Informatika (PV) 3/1/1./kz/2 0/4/0 SjF - KB L. Mikova
Statisticky softvér (V) 411/ /kz/1 02/0 | SiF - KB | Z.Kimakova
Softvérové navrhovanie
kvalitativnych parametrov 3/11/11./kz/3 0/4/0 SjF IKP | M. Gorzis

produktov (PV)

Vysvetlivky: TU — Technicka univerzita; FMMR — Fakulta materidlov, metalurgie a recyklacie; SjF —
Strojnicka fakulta; UMIK — Ustav materialov a inzinierstva kvality;, UM — Ustav metalurgie; ISR — Integrované
systéemy riadenia; X — projektova praca; KB — Kvalita a bezpecnost' (Quality and Safety); IKP — InZinierstvo

kvality produkcie.

Ako jedinéd vysoka Skola z naSho vyberu ponukla TU v KoSiciach mensi pocet predmetov
blizkych CAQ v roku 2009. Je to potesitel'ny a podl'a nasho nazoru spravny trend. V Tab. 8 je
sumar informatickych predmetov k 31. 12. 2019.
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Tab. 8 Prehl'ad predmetov blizkych CAQ v Studijnom odbore KP na TU v Kosiciach k 31. 12. 2009

Cielova skupina Realizacia predmetu
PREDMET se{nester/roc?lk{stupein/ dotacia .| Studijng
spdsob ukoncenia/pocet . Fakulta | Zabezpecuje Garant
. hodin program
kreditov
Informatika 78/1./1./kz/4 0/3 HF KIM ISR | M. Solc
Zaklady programovania I
(PV) ZS/2./1./kz/3 0/2 HF KTK ISR Pokc;my
Informacné systémy 1 M.
A y LS/3./1./s/7 2/2 HF KIM ISR Havlik
Informa&né systémy 2 ZS/1./11/s/5 2/2 HF KIM ISR Haniik
Zaklady pocitacovej
techniky ! 7S/1./1/kz/4 02 | SiF m(fj(ffrg;tﬁy KP  |K. Madé¢
Zaklady programového
vybavenia ; LS/1./1./kz/5 02 SiF m(g(frng;‘tﬁy KP  |K. Madad
Informa¢né techniky 78/2./1./kz/3 22 gjp | Centrum KP  |K.Mada&
informatiky
ManaZment informacnej ) M
bezpedénosti -/-/11./diz.skuska/20 - TUKE KBaKP IKP Ora\;ec

Zdroj: Janoscova, 2009

Vysvetlivky: TUKE — Technicka univerzita v KoSiciach; HF — Hutnicka fakulta; SjF — Strojnicka fakulta; KIM
- Katedra integrovaného manazérstva; KTK - Katedra tvarnenia kovov; KBaKP - Katedra bezpecnosti a kvality
produkcie; ISR — Integrované systémy riadenia; IKP - InZinierstvo kvality produkcie.

6 Koncepcia CAQ

Ciel'om navrhu koncepcie vyucby predmetov CAQ pre budicich manazérov kvality bolo
prispiet k vychove absolventa S$tudijného programu ,ManaZérstvo kvality produkcie*
v Studijnom odbore KP, ktory dokaze citlivo a efektivne vyuzivat’ vSetky dostupné nastroje IT
systémovym spdsobom a zvysit’ tak svoju vlastni konkurencieschopnost’ (Janoscova, 2018).

Domnievame sa, ze vroku 2009 bola TnUAD lidrom v oblasti zabezpecenia
informatickych predmetov pre Studijny program MKP v odbore KP. Predmety CAQ sa tu
realizovali v stlade s koncepciou z roku 2005 (JanoScova, 2005).

Tab. 9 Miesto predmetov blizkych CAQ v studijnom odbore KP na TnUAD k 31. 12. 2009

Cielova skupina Realizacia predmetu

PREDMET sem./roC./stupen/ - T
n . dotéacia « . | Studijny
sposob ukoncenia/ ) Fakulta Zabezpecuje Garant
N . hodin program
pocet kreditov
Zaklady informatiky I. ZS/1./1/s/5 2/0/2 FM KI aKMMK | MKP | J. Tkag
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Zsklady informatiky II. LS/1./1./s/6 2/0/2 FM KI aKMMK | MKP | J. Tkag
Databazové systémy (L) 7S/2./1/s/5 2/0/3 FM KI aKMMK | MKP |J. Zabka
Databdzové systémy II. LS/2./1./kz/4 1/0/3 FM KI aKMMK | MKP |]J.Zabka
CAQL LS/3./L/2/3 1/0/3 FM K[ a KMMK | MKP P.
Kneppo
Manazérske informaéné FM P.
systémy ZS/1./1L/s/6 1/0/2 KI aKMMK | MKP | o
CAQIL ZS/2./11./kz/3 1/0/3 FM KI aKMMK | MKP i
Kneppo
Expertné systémy P.
v manazérstve kvality ZS/2/11./2/5 2/0/2 FM KI L

Vysvetlivky: TnUAD — Trencianska univerzita A. Dubceka v Trencine; FM — Fakulta mechatroniky, MKP —
Manazeérstvo kvality produkcie; KI — Katedra informatiky; KMMK — Katedra metrologie a manazérstva kvality,
ZS, LS — zimny a letny semester; s — skuska, z — neklasifikovany predmet, kz — predmet klasifikovany podla
priebeznych kontrol pocas semestra;, Dotacia hodin - 1/2/3 — za tyzden: jedna hodina prednasok, dve hod.
semindr/cvicenie/, tri hod. laboratorne cvicenie (PC lab.); PV — predmet povinne volitelny, V — predmet
vyberovy,; bez oznacenia — povinny predmet.

Vyvoj v oblasti priemyslu, kde nachddzame podstatni Cast’ zamerania manazérstva kvality,
ide vel'mi rychlo vpred. V zmysle koncepcie Priemysel 4.0 nemoze zaostat’ ani kvalita.
Vyvoj obsahu Studijného odboru v Casti informatickych predmetov musi sledovat’ rychle sa
meniace poziadavky praxe. Na Obr. 1 uvadzame navrh novej koncepcie predmetov CAQ,
ktory vychadza z opisu Studijného odboru MK a z poziadaviek praxe.

Znalostné a expertné systémy

Simuldcia | Data mining

Pocitacova podpora pokrocilého riadenia kvality (CAQ/Il.) | ITSM ]
Manazérske a znalostné IS ]

Pocitacova podpora operativneho riadenia kvality (CAQ 1.)

Databazové systémy | Informacné a kolaborativne systémy

Informatika | Algoritmizacia a SW produkt

Obr.1 Navrh koncepcie informatickych predmetov v Studijnom programe odboru KP

Jeho blizs§ia charakteristika je v sucasnosti predmetom vyskumu ndzorov a potrieb
predstavitel'ov vrcholového manazmentu slovenskych firiem v oblasti automotiv.
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4 Zaver

Na Slovensku ubuda pocet Studijnycj programov v odbore 5.02.57 Kvalita produkcie.
Mame sa snad’ obavat” o budicnost’ tohto potrebného a perspektivneho Studijného odboru na
Slovensku? Co je pri¢inou takéhoto stavu?

Na zéklade analyzy miesta predmetov blizkych CAQ moéZeme tvrdit, ze informatické
predmety v Studijnych programoch odboru KP nepribudaji. Vynimkou je TU v KosSiciach,
ktoréd pokracuje v trende CAQ predmetov v zmysle koncepcie z roku 2005 a rozvija ju o nové
poziadavky praxe. Dufame, ze nepol'avi z tohto dobre nasmerovaného trendu.

Nova koncepcia informatickych predmetov v studijnych programoch odboru KP (Obr. 1)
reflektuje poziadavky nasSej doby, v ktorej sa Coraz viac uplatiiuji principy koncepcie
Priemysel 4.0. Kvalita nesmie ostat’ bokom a koncepcia Kvalita 4.0 je plne opodstatnena.

Nasim budicim cielom je implementacia nastrojov CAQ do vsSetkych predmetov
Studijného odboru KP, ktoré to aspon trochu umoziuji. Realizovalo by sa to v ramci
laboratornych cviceni v PC — laboratéridch, po prebrani prislusnej latky po teoretickej aj
metodologickej stranke. Takymto spdsobom by sa CAQ ,rozplynulo®“ do predmetov,
realizovanych v ramci Studijného odboru Kvalita produkcie.

Ing. Renata JanoScova, PhD.

Vysoka skola manazmentu v Tren¢ine/City University of Seattle programs
Bezrucova 64, 911 01 Trencin, Slovakia

E-mail: rjanoscova@vsm.sk
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Technologické firmy a organiza¢na kultura ako factor uspeSnosti

Technological Firms and Organizational Culture as an Effectiveness
Factor

Erik Kubicka
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

Sucasné podnikatel'ské prostredie sa stdva coraz dynamickejSim, komplexnejsim a konkurencnejsim. V
technologickom sektore je to pravdepodobne najviac viditelné. Organiza¢na kultira mdze zohrat
vyznamnu tlohu pri posililovani konkurencieschopnosti firiem v tomto odvetvi. Ak to tak vSak ma byt’,
firmy musia venovat’ mnoho pozornosti hodnotam a postojom, ktoré urcuju, ako vnimaji, rozmyslaju,
konaju a reagujui na svoje okolie. Tento ¢lanok ponuka pohlad na pristup niektorych globalne
uspesnych technologickych firiem k tejto problematike.

Kluacové slova: Organizacna kultira. Konkurencieschopnost’. Technologie.

Annotation:

Contemporary business world is becoming increasingly dynamic, complex, and competitive. A sector
where this is probably most visible is technology. Organizational culture can play a crucial role in
enhancing of competitiveness of firms in this industry. Technological companies must however pay a
lot of attention to the values and attitudes determining how they perceive, act and think about and react
to their environment. This article provides an insight into how successful technological companies
approach this matter.

Key words: Organizational culture. Competitiveness. Technologies.

Uvod

Stcasny svet biznisu je coraz dynamickej$i, komplexnej$i a konkurencne narocnejsi.
NajviditeI'nejSie je to pravdepodobne v technologickom sektore. Ak sa ma organiza¢na
kultara stat’ nastrojov zvySovania konkurencieschopnosti, technologické spolo¢nosti musia
venovat’ velkll pozornost’ hodnotdm, postojom a predpokladom, ktoré urcuji, ako vnimaju,
myslia a konaju i to ako reaguju na svoje prostredie.

Ciele a metodologia

Tento ¢lanok poskytuje prehl'ad o problematike organizacnej kultury a skama pristupy
niektorych globalnych technologickych lidrov v tejto oblasti. Predstavuje kratke pripadové
Stadie Siestich znamych spoloc¢nosti, ktoré sa zameriavaji na identifikaciu klI'i¢ovych hodnot
a spravania povazovanych za zakladny kamen ich globalneho obchodného uspechu.

Teoretické vychodiska
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Co je organiza¢na kultira?

Organizacna (firemnd) kultira je definovand ako subor hodndt a postojov, ktoré urcuju
celkové spravanie firiem, ako aj to, ako vnimaja, premyslaja a konaju ¢i reaguju na svoje
prostredie (Schein, 2010).

Definicia sama o sebe vysvetl'uje strategicky vyznam tejto témy prakticky tvrdiac, ze kultara
je zodpovedna za to, Co a ako sa v spolo¢nostiach deje prakticky v kazdej oblasti ich ¢innosti.

Vlastné skimanie autora preukazalo, ze pre mnohych je organiza¢nad kultira nieco prili§
abstraktné, tazko uchopite'né a plne pochopitel'né. Prieskum uskuto¢neny na vzorke 172
podnikatelov a manazérov v Slovenskej republike v rokoch 2010-2012 ukézal, Zze vicSine
respondentov chyba uz zakladné pochopenie konceptu akultiru vnimaji vécsinou
prostrednictvom niektorych menej dolezitych pozorovatelnych prejavov (Kubicka, 2015).
Hovorit’ preto o vedomom formovani kultiry, aby sa stala zdrojom konkuren¢nej vyhody, je
z dévodu tohto obmedzené¢ho chapania jej podstaty, ktorou st najmd hodnoty a principy,
vel'mi tazké.

Obrazok 1 Zlozky organizacnej kultury

Zdroj: NELSON, D. L., & QUICK, J. C. (2006). Organizational Behavior: Foundations,
Realities & Challenges (5" ed.). Thomson.

Zlozka pozorovatel'nych artefaktov je akymsi fyzickym prejavom organizacnej kultary. Moze
ist o sposoby obliekania, zverejnené¢ zoznamy hodndt, pozorovatelné ritudly a obrady,
korporatny image atd’.

Hodnoty su koncepty alebo nazory, ktoré sa tykaju pozadovanych koncovych stavov a vedua k
vyberu spravania. Explicitné hodnoty su oficialne normy, ktoré organizacia presadzuje, ku
ktorym sa hlasi a mali by sa zhodovat’ s hodnotami vyjadrenymi spravanim. Hodnoty, ktor¢ sa
pre organizaciu v priebehu jej existencie stali takymi dolezitymi, ze sa povazuju za
samozrejmost’, sa nazyvaju zakladné predpoklady (Nelson, 2006).

Najmé dve posledne zmienené zlozky, konkrétne hodnoty vyjadrené spravanim a zakladné
predpoklady, st podstatou a zédkladom organizac¢nej kultury.
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Formovanie a rozvoj kultury

Kreitner (2007) konStatuje, ze organizac¢na kultara je tvorend a formovana Styrmi hlavnymi
komponentmi:

e Hodnoty zakladatel'ov
e (Odvetvie a vonkajsSie podmienky podnikania
e Spolocenska kultura

e Vizie top manaZzmentu

To je tiez vel'mi dolezitd skutocnost,, ktoru treba pochopit. I ked’ odvetvie/podnikatel'ské
prostredie ako aj ndrodna kultiira maju vyznamny vplyv na kultiru, rozhodujtcu tlohu pri jej
formovani a rozvoji hraju vplyvni l'udia v organizacii (zakladatelia, veduci predstavitelia).

Kreitner rozoznava tri generické typy kultar. V konstruktivnych kultirach st zamestnanci
povzbudzovani k interakcii s ostatnymi a k praci na tlohach a projektoch spdsobom, ktory im
pomaha uspokojovat’ potrebu rastu a rozvoja. Takéto kultiry su spojené s dosahovanim
cielov, sebarealizaciou, humanizmom, povzbudzovanim a afiliaciou.

Pasivne defenzivne kultiry s zaloZzené na prevazujicom presvedceni, Ze zamestnanci musia
komunikovat’ s ostatnymi sposobom, ktory neohrozuje ich vlastné pracovné istoty. Takéto
kultary st zvyc€ajne spojené s pravidlami, konvencnostou, zavislostou a skér vynttenou
disciplinou.

Agresivne-defenzivne kultiry vedi zamestnancov k tomu, aby pristupovali k uloham
sposobom, ktory chrani ich postavenie a istotu zamestnania. Su spojené s opozi¢nou silou,
rivalitou a perfekcionizmom.

Preco je kultura taka dolezita?

Ako bolo spomenuté, sticasny svet podnikania sa stava ¢oraz dynamickejSim, komplexnejSim
a konkurencnejSim. Tento ¢lanok je zamerany na technologicky sektor a vysSie uvedené je
pravdepodobne najmarkantnejSie prave v nom.

Vyssie tiez bolo zmienené, ze kultira ovplyviiuje cokol'vek, ¢o sa deje v organizaciach. Ak sa
teda ma stat’ zdrojom konkurencnej vyhody (a nie nevyhody), technologické spolo¢nosti
musia venovat’ hodnotdm, postojom a predpokladom, ktoré urcuju, ako vnimaju, premyslaju,
konaju a reaguju na svoje prostredie va¢siu pozornost’ nez akékol'vek iné druhy firiem.

Vysledky

Apple

Kultara Apple je vzdy bola zalozend na ideali, ze motivovani jednotlivei pracuju lepSie, ak
nemayju $éfa, ktory vSetko ,,mikromanazuje®.
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Organizacna Struktura v spolocnosti Apple takmer neexistuje. Cielom tejto praktiky je
poskytnit’ 'udom maximalnu vol'nost pre spoluprdcu ako aj umoznit' im rozhodovanie
o vlastnej praci. To robi z Apple sice niekedy trochu métice ale v kazdom pripade vynikajice
miesto pre pracu l'udi tvoriacich veci, ktorych ,,sa zakaznici nevedia nabazit™.

Na druhej strane je tu vSak aj brutalny, az nemilosrdny pocit zodpovednosti. V spolo¢nosti
Apple nie je vela striktne vymedzenych procesov, ale existuju dva veduce postupy riadenia a
koordinacie. Prvym st tyZzdenné stretnutia, ktoré nastavuju ,,tep celej spolo¢nosti. Steve Jobs
vysvetloval tieto stretnutia jednoducho; ,,Kazdy pondelok preberame celé nase podnikanie.
Pozerame sa na kazdy produkt vo vyvoji". Druhym je DRI (directly responsible individual) —
priamo zodpovedny jednotlivec. Vdaka tejto praxi a naprieck vol'nému organizaénému
pristupu nikdy neexistuje zméitok v individualnej zodpovednosti (Jadeja, 2012).

Vdaka tymto jednoduchym principom si Apple dokazal udrzat’ svoju start-upova kultiru
napriek tomu, ze v priebehu niekol’kych desatroci vyrastol z garazovej firmy na skuto¢ného
technologického giganta a svetového lidra vo svojej oblasti.

Google

Kultaru spolo¢nosti Google mézeme rozdelit’ na Styri hlavné skupiny, na ktoré je zamerana:
'udi, zakaznikov/produkty, ciele a etiku.

Medzi kultarami spolocnosti Apple a Google existuje prekvapivo vel'a spolo¢nych znakov.
Pravdepodobne najddlezitejSou Crtou spravania spolocnosti Google je averzia k byrokracii.
Kultara spolo¢nosti Google zdoraziiuje neformalnost, angazovanost a zdielanie moci.
Podporuje aj rodinnu atmosféru a, az ostentativne, promuje inkluziu. Je tiez mimoriadne
explicitnd €o sa tyka rovnovahy medzi pracovnym a sukromnym Zivotom (Google).

V spolocnosti je vela pracovnych stretnuti a komunikédcie, mnoho z nich sa uskutocniuje
prostrednictvom IKT. Podobne, ako v Apple sa uskutociiuju tyzdenné stretnutia, kde kazdy
vyjadruje napady a l'udia moézu dokonca navrhovat a pracovat na svojich vlastnych
projektoch. Spolocnost’ Google je znama svojimi pracovnymi priestormi, ktoré si navrhnuté
tak, aby maximalizovali pohodlie zamestnancov a podporovali ich vzijomnu interakciu
(Nelson, 2006). To tiez prispieva k schopnosti spolo¢nosti udrzat’ si svoju startup-ovua kultaru,
i ked’ sa Alphabet medzitym stal jednou z najvacsich spolocnosti na svete.

Hewlett Packard

Zakladatelia spolo¢nosti, ktord tiez vyrastla z gardze pre jedno auto na jednu z najviacsich
svetovych korporacii viac nez len hovorili o ddlezitosti svojich zamestnancov. Jeffrey Pfeffer
zo Stanfordskej university nazval ich pristup principmi orientacie na l'udi. Jeho vyskum v
americkych a nemeckych firmach preukézal, ze aplikacia tychto principov viedla k vyssej
ziskovosti a nizsej fluktuacii v skimanych subjektoch (Kreitner, 2007).

Principy orientacie na l'udi:
e Pracovné istoty
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e Obozretné zamestnavanie

e Viac moci pre zamestnancov
e Stedré odmenovanie za vykon
e Neustale vzdelavanie sa

e Menej dorazu na status

e Budovanie dovery

IBM

Pripadova Studia o snahe vtedajSej Séfky ludskych zdrojov IBM zaviest' kolaborativne
riadenie autorov Roberta Kreitnera a Angela Kinickiho sa zameriava na dva veduce principy
sucasného manazmentu legendarneho producenta hardvéru. Ten prvy je spomenuty uz v
nazve Stadie — kolaborativne riadenie. S totalnym prenikanim digitalnych technologii a
internetu do vsetkych oblasti 'udskej ¢innosti je spojené uvedomenie si, Zze v tomto novom
komplexnom svete viac nefunguje staré mechanistické myslenie a vedenie prostrednictvom
prikazov a kontroly. Je to viac o motivacii a schopnosti viest’ I'udi, nad ktorymi nemate ziadnu
formalnu prdvomoc. NavySe, v tomto poprepdjanom svete funguji horizontilne a
kolaborativne siete I'udi lepSie ako rigidné hierarchie.

Lidri v IBM nevidia l'udi, ktorym predavaju svoje produkty ako zakaznikov ale ako klientov.
Rozdiel spociva v tom, Ze slovo zékaznik je tam chapané transakéne. Klient je niekto, s kym
sa buduje dlhodoby vzt'ah, niekto, koho mozete dokonca aj odhovorit’ od kupy vasho
produktu, ak ta nie je v jeho najlepSom zaujme.

ESET

Pre vécsiu réznorodost’ vzorky, vybral autor tohto ¢lanku aj spolo¢nost’ z rozvijajuceho sa,
postkomunistického trhu — z krajiny, v ktorej zije — Slovenskej republiky. ESET, vyrobca
Spickového antivirusového softvéru, sa povazuje za jednu z mala cisto slovenskych
modernych a celosvetovo uspesnych technologickych spolo¢nosti.

ESET je prikladom firmy, ktorej vizia je silnejSia nez akékol'vek prekazky, ktorym by mohla
celit’. Jej ¢innost’ zacala uz pocas komunistickej éry v obyvacej izbe jedného zo zakladatel'ov.

Zakladom filozofie spolocnosti je zodpovednost’, spol'ahlivost’, spravodlivost’ a inovativnost.
Velky doraz sa kladie na talentovanych a motivovanych l'udi — a firma ich povazuje za zaklad
svojho uspechu. Teambuildingové eventy, Skolenia, zdravotné, dochodkové a socialne
programy prispievaju k vysokej spokojnosti a nizkej fluktuécii zamestnancov (Schuh, 2012).

BMW

Z podobnych pricin, ako bol vyber firmy z rozvijajucich sa trhov, bola vybratd aj spolo¢nost,
ktora nepochadza z USA a neposobi v sektore informacnych technologii.
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Prestizny nemecky vyrobca automobilov nespravne posudil spotrebitel'sky trh v 50. rokoch
minulého storocia a na konci desatrocia sa dostal do vaznych finanénych problémov, pricom
takmer skrachoval. Tento ,,zazitok na prahu smrti“ si firma neustéle pripomina a je jednou z
prvych veci, ktoré sa novi zamestnanci o nej dozvedia.

Jednou zo zakladnych hodnét BMW je preto inovativnost. Zastarané sposoby robenia veci
robia firmy mimoriadne zraniteI'nymi najmé v obdobi kriz. BMW sa preto rozhodlo zbavit’ sa
mentality riadenia zhora nadol a zmenilo sa skér na neformdlne siete, ktoré posilituja
komunikaciu a kreativitu, Co je aj dnes pre korporatne Nemecko netypické. VSetci su
povzbudzovani k tomu, aby vyjadrovali svoje nazory. Majitelia automobilu BMW riadia stroj,
ktory ,,sa narodil* z tisicok brainstormingovych stretnuti.

,Moderny, umelecky a otvoreny pocit z vyrobnych zdvodov spolo¢nosti odraza ich hodnoty
a demonstruje ldmanie bariér medzi robotnikmi, dizajnérmi, inziniermi a manazmentom"
(Bolman, 2008, s. 270). Tato fyzickd otvorenost’ podporuje ndhodné stretnutia a vymenu
nazorov. Inymi slovami, I'udia sa stretavaju, pretoze sa ich cesty prirodzene kriZia.

K tradicnej nemeckej hodnote vo vyrobnom sektore — kvalite, doddva BMW aj
bezprecedentnu flexibilitu. Identické vozidlo zide z vyrobnych liniek spolocnosti iba raz za
devit mesiacov.

Diskusia a zaver

Ak je organizacna kultira chapana a riadend spravne, moze sa stat’ jednym z vyznamnych, az
strategickych zdrojov konkuren¢nej vyhody firiem. Manazéri a podnikatelia musia rozvijat’
svoje znalosti v tejto oblasti a robit’ vel'a sebaflexie.

Pre technologické firmy je toto vzhladom k povahe ich odvevia eSte dolezitejSie. Da sa
povedat’, Ze odporii¢anymi univerzalnymi hodnotami pre tieto firmy by mali byt otvorenost,
neustadle ucenie sa, orientdcia na l'udi, kooperativnost, kreativita ¢i mensi doéraz na
formalnost’, status alebo hierarchiu.

Pre vicsiu vypovedaciu hodnotu sa vSak autor musi zamerat’ na d’alSie ziskavanie dat ako aj o
systematizaciu podkladov a zaverov, napriklad s prihliadnutim na narodné Specifikd alebo
Struktirovanie implikécii, napriklad z pohl'adu strategickej doleZzitosti kultary, jej rozvoja, ale
aj vztahu odporucanych univerzalnych hodnét k budovaniu jedinecnej firemnej identity.
Tento prispevok je preto vnimany ako prezenticia zdkladnych vychodisk a zisteni a ako
podklad k d’alSiemu skumaniu aanalyze stavu organizacnej kultary v existujicich
1 za¢inajucich firmach v technologickom sektore.

PhDr. Erik Kubicka, PhD., MBA

Vysoka Skola manazmentu v Trencine/City University of Seattle programs
Bezrucova 64, 911 01 Trencin, Slovenska republika

E-mail: ekubicka@vsm.sk
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Motivation

 Cybercrime costs the global economy more
than $450 billion in 2016 (Clifton, 2017).

* Surveys of cybercrime costs are conducted
mainly by independent IT firms and specific
institutions. Results are presented in the
official reports.

* |Impact of cybercrime costs or publication bias
have never been analysed.



Introduction

We address the possibility of publication bias
when it stems from the fact that the
significance-level and direction of effect sizes
influence decisions to write, submit and publish
research.



Brief literature review

Cybercrimes activities are identified as:

e illegal interception” (Buono, 2012),

*botnet (Smith et al., 2011),

*hacking (Smith, 2015),

ecyber espionage (Antonescu & Birau, 2015),
*theft through phishing (Kuru & Bayraktar, 2017),
*vhishing and smishing (Epps, 2017),
ecyber-laundering (Tropina, 2014).

Cybercrime costs are complex and defined differently by
commercial IT companies, research institutes and
academicians.



Evolution of cybercrime costs

1999 Costs of computer crime and abuse / Melissa virus
2000 Mafia boy cyber attack
2012 Cost of genuine cybercrime, cost of transitional cybercrime, cost of

cybercriminal infrastructure, costs of traditional crime becoming
“cyber” (Levi, 2012)

2015 Average cost per data breach, overall organizational cost of data
breaches, the cost of detecting a data breach and escalating, post-
breach reaction costs, lost business costs, victim notification costs
(Jardine, 2015).

2016 Reputational costs (Leukfeldt et al., 2016)

2017 Direct, indirect, opportunity costs (Ponemon Institute, 2017).




Data and methods

Annual change of cybercrime costs in the years 1987-2017
336 observations in 26 studies, 28 countries (including world)
the cost specifics

— data breach, virus, fraud, theft, hacking, organizational costs,
detection, post breach, opportunity costs, denial of service, malicious
insiders, web attack, malicious code, phishing, stolen devices, botnets,
malware, notification, direct, indirect, denial of services, security
incident, privacy violations

funnel plot and forest plot

clusered OLS by study id or year, multilevel models clustered
by year and study id
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Tahle 4. The clustered OLS re gression

Clustered OLS

1 2 3 4 5 6 7 8
GDF growth -0,164 -0,204 -0,193 | -0.178 | -0,174 | -0.208 @ -0172 | -0,166
-0.244 -0,249 -0,248 | -0.246 | -0241 | 0251 | -0247 | -0.254
, 0,001* 0,000 0,001* | 0001* 0001* | 0001* 0001* | 0,000
Growth of internetusers . | | | . |
(0,000] (0,000 | (0,000 | (0,000) | (0,000 | (0,000) (00000 | (0,000)
Sponsored by CSI 0,054 0,035 0057 | 0054 | 0049 | 0,056 0,056 0,019
-0,048 -0,051 -0.046 | -0.048 -0052 | -0.047  -0046 @ -0,058
Sponsored by IC3 0476% | 0454 | 0473% | 0,476 0480 | 0476% 04745 | 0430
-0.068 -0071 | -0.068 | -0.068  -0.068 | -0068  -0.068 | -0.074
Sponsored by CISCO 0507+ | 0488* | 0510* | 0507* 0503* | 0508% 0510 | 0473
-0,036 -0,038 | -0.034 | -0036 -0,03%9 | -0035 -0.035 | -0,043
Sponsored by Global Risk Lo19% | L001* | 1,023 | 1,020% | 1,015% | 1,021™ | 1022* | 0,986
Specialists -0,037 -0,039 -0,035 | -0,037  -0.041 | -0,037  -0036 | -0.044
Sponsored by PwC 0,593*% | 0,638% | 0,590 | 0,593% | 0597* | 0,593%  0,590% | 0674
-0,032 0,037 | -0031 | -0032  -0033 | -0031  -0031 | -0.047
Sponsored by [EM D202 | §3me® [ 0303 |ogieR| oFITH [G20erh| O2Ise [noiev
-0,039 -0.037 | -0.039 | -0042 -004 | -0039  -0.041 | -0.042
L 0,253% | 0244% | 0281% | 0,254% 0279 | 026" | 0274 | 0339
Sponsored by universities | | |
-0,078 -0,076 -0,077 | -0.078 | -0089 | -008 | -0075 | -0,086

Mote: *and **denote significance at the 10, 5 percentlevel Standard errors are reported in parenthesis,



Clustered OLS

Tahle 4. The clustered OLS vegression (continued)

1 2 3 & 5 3] & g
Notification costs R | 0,339%
-0,04 - -0.045
& ok -
[ata Breach Costs 0,066 D127
-0,03 | -0,043
5 i : E ek 3
Privacy violations | 0,3 12. | 0,414
_ . -00¥s | | -0.092
: - o "
Stolen Devices 0,151 0,201+
| . -Lo3 _ -0,03
3 ik -
Thefts | 0,334 0,413
-0,094 _ -0,09
. _ B H
Opportunity costs 0,148 | | 0,258
0,073 | - -0,077
R % ek e
Phizhing 0,247 0,337
| _ | _ . -0057 | -0,09
Consztant -0, 123+ -0, 100+ L O B 0 . e R % o0 L O g
-0,034 -0,04 -0,033 -0,034 -0,035 -0,034 -0,033 -0,042
Ohservations | 326 | 326 . 326 3Z6 | 326 3o 3ie 326
K-squared 0,219 0,219 0,223 0,218 0,223 0,219 0,222 0,242

Mote: * and **denote significance at the 10, 5 percentlevel Standard errors are reported in parenthesis,



Conclusions

Results are still only preliminary
publication bias caused by sponsorship/institution
study specifics override yearly differences

we identified
impact of the share of internet users

Cyber security costs estimated by IT firms are higher
in comparison with government institutions

robustness check initializes possible problems
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IT Supported Production Planning and Control Systems
in Mechanical Engineering
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Abstract:

The market demands for consumer goods are changing faster and faster and product life cycles are
becoming shorter and shorter. This has a direct and serious impact on machinery and equipment. It
requires ever-evolving IT supported production planning and control systems in mechanical
engineering to meet these market needs. Digitalization and 3D printing will revolutionize the design
and manufacture of parts. The machine builders are faced with the challenge of maintaining their
competitive edge through constant process optimization and innovation in order to remain competitive
in the future. The question arises as to whether existing technologies are sufficient to maintain the
current competitive position in the global marketplace and what additional organizational measures are
necessary in addition to the latest technological developments.

Keywords: Market requirements, IT supported production and planning systems, simulation, PPS,
ERP and CAD systems, digitization, 3 D printing, competitiveness and competitive edge, quality and
project management

1 The development of packaging and packaging industry

The oldest packaging was probably the basket. The Roman merchants introduced the sack.
In 77 after Christus, the barrel is first reported as a transport packaging. The barrel served as a
storage and shipping container for many foods until the 19th century. Almost everything was
stored and shipped in baskets, sacks and barrels. (PACKAGING VALLEY, 2011)

Characteristic of the packaging is that it is inextricably linked to the product. The outer
packaging has logistical reasons. So it is not part of the product, but is used to facilitate
storage and better transport of pre-packaged products as well as for promotional purposes.
(PEPELS, 1993)

Before the word "packaging" came up in the 19th century, it was referred to as
"emballage", which meant "wrapped". At that time, the Ballenbinder were the first skilled
workers in packaging technology. Then the word "Carton" comes into fashion as a term for
folded or glued sheets of paper. In the middle of the 19th century, the cardboard box became
more and more important as transport packaging. In 1764, the London tobacconists began to
package tobacco in tin cans and offer it for sale. The Briton Peter Durand receives in 1810 a
patent on the tinning of a cylindrical tin can. At the end of the 19th century, toothpaste was
bottled and sold in metal tubes. Around 1910, the Hamburg-based coffee mail-order company
August Thams brings the stand tin can with coffee to the market and around 1922 the
company Trumpf a legendary artist packaging with the motif of a chocolate girl and combines
the product in this way with a fancy packaging. Similar ideas developed at the same time
Hermann Lingner (Odol) and the coffee house Hague in the fifties. After the Second World
War, the packaging machinery industry boomed. At that time there was still milk in the pot
and fish in newspaper, but the move to self-service and the new technical possibilities
required the development of new machines. At the end of the fifties, electrical engineering
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made its way into packaging machine construction, and electronics around 20 years later.
(PACKAGING VALLEY, 2011)

The connection and development of packaging, machinery and branded articles of the
last two centuries

1804 Heat-preservation of food by Nicholas Appert

1810 In England, tinplate is used for preservative cans

1814 First printing presses from Konig + Bauer in Wiirzburg

1830 Heinrich Ziichner produces tinplate cans for the first time in Germany in Seesen/Harz
1840 First paper sleeve winding machines

1845 Wood pulp and pulp-based cellulose (1855): the basis for cheap packing paper

1853 Beginning of bag fabrication in Germany

1862 First paper bag factory in the world (USA); Cooling based on absorption (refrigeration
principle)

1868 Maggi spice product

1869 “Erbswurst” pease-flour sausage from Knorr

1870 Pasteurization of beer, wine and fruit juice; Sweden-Holzer

1871 Corrugated paper, basis for one-sided and twosided corrugated board

1874 The invention of the overpressure autoclave significantly improves the long-lasting
preservation of foods and beverages.

1880/90 I nvention of regenerative firing and the press and blow process: basis for the mass
application of glass containers

1883 The soldering of canned food lids is replaced by mechanical double-fold closure

1885 Chicory coffee, packed in a partly mechanized process

1889 Invention of the carton folding box for industrial packaging: folding boxes have been
known since 1760 from their use for playing cards.

1891 Dr. Oetker baking powder

1893 Dresden merchant Karl-August Lingner develops the formula for an antiseptic
mouthwash — Odol

1896 The Halberstadt sausage and preserved food factory presents the first canned sausages
1903 First fully automated bottle blowing machine

1908 Dresden housewife Melitta Bentz patents Melitta paper filters

1912 Cellophane is invented; heat-sealable from 1929

Around 1920 Beginning of industrial filling of flour, salt and sugar into bottles; gradually
coffee as well

1929 The company Teekanne, in Dresden, brings their first infusion bag made from special
taste-neutral parchment paper to market — the tea bag as we know it today. The company
markets the tea bag packing machine developed by its own employee Adolf Rambold.
Early 1930s Evacuation and protective gassing of filled goods in tin cans (modified
atmosphere packaging)

1930s onward Development of plastic films

Before the Second World War, coffee is filled in vacuum-sealed packages.

1942 Dole-Martin process: first successful aseptic process for tin cans

After 1945 Development of tubular bag process in Germany

1950s onward Development of thermoformed packaging

1952 First tetrahedron packaging for liquid food and beverages

1960 Market launch of blister packaging for the birth control pill

Early 1960s New process for freeze drying from Wolfgang Suwelack

1960s onward Development of capsule filling machines
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1962 The Swiss company Alpura (today: Nestl¢é) is able to sterilize multi-layer packing
material for tetrahedral packaging with hydrogen peroxide for the first time — the beginnings
of modern aseptic packaging technology.

1967 Neutrafill process for inert gas filling of powders and pieced products

1970s onward Development of digital technology

1980s onward Servo controls and programmable logic controllers; Computer-based HMI
machines (human-machine interface)

1981 Approval of hydrogen peroxide as a sterilizing agent for packaging materials and
packages by the US food monitoring authority FDA opens up the American market
1990s onward Development of servo drive technology and robotics

(PACKAGING VALLEY, 2011)

The location success for Baden-Wiirttemberg and the mechanical engineering was justified
very early by the then King William I of Wiirttemberg. In 1946, the Esslinger
Maschinenfabrik was founded. With their help Baden-Wiirttemberg was able to expand their
newly invented railway technology with their own railway lines. The state authority for
tradesmen founded in 1855 and the introduction of the freedom of trade allowed companies in
Wiirttemberg to build generous support. For this reason, the Kingdom of Wiirttemberg
developed into an industrial state until the second half of the 19th century. The establishment
of colleges and trade schools as well as the expansion of the railway network and the energy
supply institutions contributed to creation of an infrastructure that favored the founding of
Daimler, Bosch and later many engineering companies. The upswing took place mainly at the
convenient locations on the region of the Neckar. After 1945, companies from the former
German eastern territories increasingly settled in the areas around Heilbronn and Schwébisch
Hall. This development favored further company establishments by tinkerers who became
self-employed. Cheap land, state subsidies and the expansion of the road network with the
now so important highways A6 and A7, which connect the Heilbronn and Stuttgart in many
directions, led to development of a focus region of mechanical engineering developed from
Stuttgart via Waiblingen to Schwibisch Hall (PACKAGING VALLEY, 2011).

2 Market requirements

The market requirements for consumer goods are changing faster and faster the product
life cycles are getting shorter and shorter. (WISSENSCHAFTLICHER DIENST DES
BUNDESTAGES, 2016) This has a direct impact on the machines and equipment they are
packed with. Developing the right product with enough lead time to be available when the
market demands it presents a great challenge. Market developments need to be closely
monitored and capacities should be used properly. (PACKAGING VALLEY, 2011) In
addition, the customer trend should be followed to get a significantly higher level of after
sales service from the machine builders (VDMA, 2016c¢).

3 Necessary IT supported production planning and control systems

The components of the constantly shortening development times and the correct use of the
necessary in-house and external resources result in a complex area of tension. Systems with
high complexity instead of individual machines are a new challenge for the mechanical
engineers. (PACKAGING VALLEY, 2011)
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Mechanical engineering companies carry out simulations for the space requirements of the
systems and the processes for packaging materials and products before the order is accepted.
Software-supported simulations for the design of the packaging processes and the
arrangement of the packaging machines are becoming increasingly important for the customer
in order to make better use of their own space. (DISPAN / SCHWARZ-KOCHER, 2014)

In addition, by simulation of the packaging material and the product to be packaged, it is
determined which machine configuration lowers set-up, operating and maintenance costs for
the customer. To stand up to globalization as well as to maintain the technical lead by
constantly innovating is a challenge for all mechanical engineers. Over the last few decades,
the desire of the customers to obtain a complete system consisting of many linked machines
and feeders from a single source has been substantiated and then further strengthened.
(KASSMANN, 2014)

Due to the ever-increasing fluctuations in the order sizes, the necessary capacities can no
longer be kept economically justifiable. It is becoming apparent in mechanical engineering
that machines are increasingly being assembled from modules rather than individual parts.
Design and manufacturing control will increasingly need to focus on managing and
integrating external capacity throughout the process to meet market demands. Simulation
techniques and IT-supported software solutions for sequencing the machines to further
improve efficiency and achieve cost-cutting opportunities are constantly being improved.
New design programs will change the design of machines, components and equipment
(DISPAN / SCHWARZ-KOCHER, 2014).

4 Digitization and 3 D printing

The digitization under the term Industry 4.0 as well as the 3D printing will be a major
challenge for the mechanical engineers and revolutionize the drawing and production of parts
and machines.

Particularly in predictive maintenance, such as maintenance and repair, there are great
development opportunities as a result of digitization for mechanical engineering. Service
portals, service apps and or the evaluation of machine-related customer data enable new
business models. The added value of the new possibilities of digitization has not been fully
recognized on customers or on the engineering side, because the boom in mechanical
engineering has prevented this from taking this opportunity for too long. For customers, the
new design methods will offer many opportunities to optimize their production and packaging
processes. Smarter factories, smart factories, production facilities and digitization of the entire
process chain offer challenges and opportunities for the production technology of the future.
Process chains can be accelerated and made more flexible and this also offers great
opportunities for small companies. (Hackstein, 2018)

3D printing is highly relevant for mechanical engineering. Already in many other
industries such as aviation technology and medical technology, some parts of the 3 D printers
are already in series production. In the automotive industry, whole car parts come out of the
printer. Instead of sawing and milling parts from a metal block and then transporting them,
3D printing offers the possibility of eliminating individual process steps and transport,
thereby saving time and money. (Gebhardt, 2018)
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No other technology will change the value chain like the 3D printing. So the spare part
does not need to be ordered from the supplier anymore but you print it out yourself
(Maschinenbau 3 D Drucker, 2018).

5 Maintaining competitiveness and technology advantage

In order to maintain the competitiveness of an important export commodity in mechanical
engineering in Germany , it is always indispensable to maintain a lead against a competitor. In
order to achieve and maintain this, the processes, including engineering, production control
and assembly, must be adapted to the latest technological developments. Modern IT software
solutions for production planning and production control as well as for design, project
management and controlling must be used and further developed. (VDMA, 2016¢)

Globalization makes simple machines affordable even in emerging markets. These external
resources must be found, developed and paid to meet the German requirements for time and
cost compliance. Mechanical engineers need to be internationally oriented and set up to meet
globalization. New innovations and new business models with a very high service level for
the customers are necessary to get an international supplier for the customer as a partner.
(VDMA, 2016c¢)

The competitive advantage can only be maintained and secured by constant process
optimization, service and innovation. In order to be able to develop and manufacture complex
packaging systems in ever shorter time, particularly flexible, IT-supported production
planning software and optimal control concepts geared to the respective company and the
special machines are required. Further optimization in the lead time results from the exact
clarification of the requirements prior to the project start and a careful time and cost planning
as well as planning of the internal and external capacities. Through the targeted development
of suppliers for assemblies and modules, several machines can be built in parallel even in the
absence of their own capacities and assembled in a shorter time. The consistent introduction
of IT-supported project management enables the timely detection of bottlenecks in terms of
time and resources as well as cost development. (VDMA, 2016c¢)

In order to maintain its competitive edge, German mechanical engineering must
additionally invest in and advance the technologies of digitization and 3D printing.

6 Outlook on the requirements of production planning and control systems

In order to meet the market demands with ever shorter life cycles of the products, as
already indicated the mechanical engineering needs flexible and IT supported production
planning and control systems. The question arises as to whether the current approaches,
practices and systems are still sufficient to meet market requirements and globalization in
special machine construction. (WISSENSCHAFTLICHER DIENST DES BUNDESTAGES,
2016)

Mechanical engineering has developed differently. In special machine construction,
machines and systems are designed for customers for special bottling and packaging
solutions. The literature shows how the products and brands have developed over the
centuries and how the mechanical engineering industry has evolved in parallel to give the
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products their unique packaging, where every consumer and end user recognizes the product
immediately. Examples are Odol or Coca Cola and different types of coffee. (PACKAGING
VALLEY, 2011)

Over time, the software became more and more important for machines and mechanical
engineering. More complex machines and equipment with higher performance and faster
conversion options could be built, machines simulated in the software and alternatives and
layout can be displayed faster. Design and production planning systems take on manual tasks
and are constantly being developed to make the development and production of machines
more efficient. (VDMA, 2016c¢)

The question arises as to whether the existing technologies are sufficient to maintain the
current competitive position in the global market.

In addition, it needs to be clarified what is needed to maintain the current technological
lead and what innovations and improvements are expected in the coming years. It is becoming
apparent that machines are being constructed in a standardized way and that production is
being made in countries with lower wage levels. German mechanical engineers concentrate
on development, design, innovation and software solutions and only commission the
machines with highly qualified service teams. With an ever-evolving service for the
customers, the machine-builders take over services to increase the efficiency of the machines
at the customer, reduce their manufacturing and operating costs and thus become an important
partner. In this way, costs can be reduced, downtime of the machines and delivery times
shortened, as well as capacity fluctuations and utilization problems with the packer can be
reduced. (VDMA, 2016¢)

The approaches found in the literature are also currently used in practice, but with some
modifications. Depending on the product, industry and niche, there are different
interpretations. An important technical approach is to design and build machines in a modular
and standardized way. PPS and ERP systems are in use and are being used more and more.
The link to the CAD system and its data is required for automation and ease of work. The
requirements and wishes of the mechanical engineering industry are not only provided by
customers and packers, but are also influenced by political, global, geographic and
environmental requirements. Careful analysis and risk assessment through process and
machine layout simulations, as well as through packaging material requirements, help to meet
production times and costs and reduce them on a case-by-case basis. (DISPAN, 2011)

Intensive analyzes and tests as well as simulations already in the offer phase reduce time-
consuming and costly rework as well as additional constructions.

In order to be able to successfully carry out the simulations for processes, machine layout
and requirements for the packing material, in addition to up-to-date data, experienced, highly
qualified employees trained in existing systems are required in mechanical engineering.
KASSMANN, M. (2014)

The quality management system supports all areas by describing the processes and ensures
through internal and external audits that the quality in the company and at the suppliers is
guaranteed and the delivery times are adhered to.
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In order to be able to deliver packaging systems on time and in compliance with the costs,
intensive project management is required. Again, there are different software solutions that
allow the project manager to meet the demands of the market. (DISPAN / SCHWARZ-
KOCHER, 2014)
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Vplyv digitalizacie na finan¢né zdravie podniku

The impact of digitalization on the financial health of the enterprise

Daniela Matovcikova
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Anotacia:

Digitalizacia predstavuje proces prevodu 'ubovol'nej informécie, ako je text, obrazok, video alebo zvuk
do binarnej ststavy. Cielom elektronického spracovania dat by mal byt rast efektivity, produktivity
podnikania a mal by prispiet’ k etablovaniu sa modernym trendom. Proces digitalizcie Casto vedie
k znizovaniu nakladov, ¢o prispieva k zlepSovaniu finanéného postavenia podniku a jeho celkového
zdravia. K evaluacii podniku sluzi finanéna analyza. Clanok hodnoti a porovnava Gspesnost’ podnikov,
ktoré su v digitalnej sfére priekopnikmi a ktoré naopak zaostavaju, priCom sa hodnotenie uspesnosti
bude posudzovat’ na zaklade vysledkov viacrozmerného modelu diskriminacnej analyzy Altmanovho
Z-score, ktory bude aplikovany na konkrétne podniky.

Kruacové slova: Analyza ex post, analyza ex ante, digitalizacia, Altmanovo Z-score.

Annotation:

Digitalization is the process of transferring any information such as text, image, video or audio to the
binary system. The goal of electronic data processing should be to increase efficiency, business
productivity, and contribute to the establishment of modern trends. The process of digitalization often
leads to cost reductions, which contributes to improving the financial position of the enterprise and its
overall health. The financial analysis is used in order to evaluate the financial position of an enterprise.
The article evaluates and compares the digital businesses to the one that is lagging behind, and the
success rate will be judged by the results of the multi-dimensional model of the Altman Z-Score
discriminatory analysis that will be applied to businesses.

Key words: Ex-post analysis, ex ante analysis, digitalization, Altman's Z-score.

Uvod

Finan¢ny stav podniku sa hodnoti na zéklade financnej analyzy. Je to metdoda hodnotenia
finanéné¢ho hospodarenia podnikatel'ského subjektu, pri ktorej sa ziskané udaje triedia,
agreguju, porovnavaji medzi sebou absolutne i relativne, medzi udajmi sa hl'adaju kauzalne
suvislosti a na zdklade historického trendu sa predpoveda ich budici vyvoj. Cely proces
vypoctu finanénych ukazovatel'ov napoméha lepSiemu porovnaniu réznych podnikov, pretoze
informacnad hodnota relativhych ukazovatelov ma vyssiu vypovedaciu schopnost ako
absolutne vysledky.

Finan¢na analyza ex post

Finan¢né zdravie podniku zavisi od jeho vykonnosti a finan¢nej pozicie. Vyjadruje mieru
odolnosti financii podniku vo¢i externym a internym prevadzkovym rizikam za danej
finan¢nej situdcie. Je syntézou rentability vlastného kapitalu, kratkodobej likvidity,
solventnosti a stability a je neoddeliteInou sucastou financného riadenia, nakol’ko pdsobi ako
spétna vézba a je samozrejme aj zdrojom informécii pre d’alSie rozhodovanie a posudzovanie.
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Finan¢né zdravie podniku sa teda vyhodnocuje pomocou finan¢nej analyzy. T4 sucasne sluzi
k dosiahnutiu d’alSich ciel'ov, akymi st napriklad:

posudenie vplyvu vonkajSieho a vntitorného prostredia podniku;
analyza doterajSieho vyvoja podniku;

komparacia vysledkov analyzy v priestore;

pyramidové rozklady ukazovatel'ov;

poskytnutie informacii pre strategické rozhodovanie;

analyza variant buduceho vyvoja a vyber najvhodnejSej varianty;

interpretdcia vysledkov vratane navrhov finanéného planovania a riadenia podniku
(Matov¢ikova, Jencova, 2013).

RozliSujeme 5 zékladnych skupin financnych ukazovatel'ov:

1.

Ukazovatele ziskovosti - patria medzi zdkladné a najsledovanejSie relativne
ukazovatele, ktoré uruju financné zdravie podniku. Do Citatela m6zeme dosadzovat
rozne podoby zisku ako napr. EAT, EBITDA, EBT. Do menovatela zlomku
dosadzujeme napr. majetok, kapital, naklady, trzby, a to podl'a toho, aku rentabilitu
chceme zistit. Trendom je ukazovatele rentability zvySovat’, vysledky budu zaujimat’
najma majitelov a manazment podniku.

Ukazovatele aktivity - informuji o uc¢innosti vyuZzivania majetku, teda patria medzi
ukazovatele G€innosti (viazanosti), umoznuju analyzovat’, ako U€inne podnik vyuziva
svoj majetok. Podnik by sa mal snazit’ o raciondlne vyuZzivanie majetku, pretoze ak
ma majetku privela su s tym spojené nadpriemerné néklady, pretoze o majetok sa
treba starat, Co vedie k poklesu zisku. Na druhej strane, ak je majetku malo, ide
taktiez o negativny jav, pretoze napriklad nedostatok zadsob znamena pokles vyroby a
tym aj pokles trzieb. Tieto ukazovatele si v§imaji najméd doddvatelia a manazment
firmy.

Ukazovatele likvidity - likviditou sa rozumie schopnost’ prevodu majetkovych sucasti
firmy na pohotové platobné prostriedky. Jednotlivé majetkové stcasti maji ré6znu
schopnost’ prevodu na pohotové platobné prostriedky, a tym aj moznost’ byt’ pouzité
ako okamzité platidlo za zavizky firmy. Vyska tychto ukazovatel'ov bude v pozornosti
bank a odberatel'ov.

Ukazovatele zadlZenosti - patria do skupiny ukazovatelov, ktoré vyjadruju bonitu
firmy. Sa ddélezitym kritériom nielen pre internych pouzivatel'ov, ale aj pre externé
subjekty napr. banky pri posudzovani ziadosti o Uver alebo pre potencidlnych
investorov.

Ukazovatele trhovej hodnoty - indikatory trhovej hodnoty su obrazom realneho,
trhového ocenenia majetku firmy, ale aj firmy ako celku. Na ucely ocenenia sa readlnou
hodnotou rozumie trhové cena. Ukazovatele trhovej hodnoty predstavuju kombinaciu
uctovnych a trhovych hodndt. Podavaju informacie o tom, ako sa pozeraji na
budicnost’ predovsetkym majitelia a potencidlni investori (Mat'ov¢ikova, Jencova,
2013).

Finan¢na analyza ex ante
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Analyza ex ante predstavuje spdsob progndzovania vyvoja buducej financnej situdcie
podniku na zaklade toho, aké vysledky v stcasnosti dosahuji. Analyza sa odliSuje od
hodnotenia ex post, kedy sa len konStatuje momentdlne postavenie podniku, bez naznaku
buduceho vyvoja. Metody, ktoré sa pri analyze ex ante aplikujii maji znacnu vypovedaciu
schopnost’, pretoze dokazu pomerne presne odlisit” podniky prosperujuce od podnikov, kde je
buduci priaznivy vyvoj ohrozeny. Pri predikcii budiceho vyvoja sa pouzivaji rozne metody
viacrozmernej diskriminacnej analyzy, spomefime napr. Springatov model, Fulmerov model,
Taflerov model, Zeta a Index05, vyberieme jeden model Altmanovo Z-score, ktorému sa
budeme v nasledujiicom texte venovat’ (Prognézovanie finan¢nej situacie — analyza ex ante).

Altmanov model, Altmanovo Z-score, alebo tiez Altmanov index ddveryhodnosti patri
k najzndmej$im a najpouzivanejSim metédam viacrozmernej diskriminacnej analyzy. Tento
model sa v priebehu rokov menil. Originalne bol zaloZzeny na analyze 22 pomerovych
ukazovatel'ov, ktoré sa sledovali v 33 prosperujtcich a 33 neprosperujicich podnikoch.

Nakoniec sa sledovanie zredukovalo na 5 primarnych ukazovatel'ov, ktoré najvhodnejSie
dokézu predpovedat’ budicnost’ podniku. Ide o:
e X1 =pracovny kapital / celkovy kapital,
e X 2 =nerozdeleny zisk / celkovy kapital;
e X 3 =EBIT (zisk pred trokmi a zdanenim) / celkovy kapital;
e X 4 =trhova hodnota vlastného kapitélu / cudzi kapital;
X 5 =trzby / celkovy kapital (Kotuli¢, 2007, s. 112) .

Pre akciové spoloc¢nosti s verejne obchodovateI'nymi akciami na burze, stanovil Altman
nasledovnu diskrimina¢n rovnicu:

Z=12* X1+ 1,4* X2+ 3,3* X3+ 0,6 * X4+ 0,999 * X5

Ako je zrejmé, najvacsi doraz pripisuje ukazovatelu X3, najmensiu ukazovatel'u X4. Na
zéklade vysledkov je mozné dané firmy zaradit’ do jednej z 3 skupin:

e 7 >2099 znamena, ze firma je zdrava, financna situdcia podniku je stabilnd, a ani v
buducnosti sa neo¢akéavaju financné t'azkosti;

e 1,81 < Z < 2,99 naznaCuje, Ze firma je v pasme ,sivej zony", ktoré predstavuje
nevyhranené vysledky, a tak nie je mozné vyjadrit’ jasné prognozy;

e 7 < 1,81 napovedd, Ze v podniku na naozaj nepriaznivy financny stav, ktory v
budiicnosti s velkou pravdepodobnostou vyusti do bankrotu (Scholleova, 2008, s.
176).

Pre firmy, ktoré neobchoduju na kapitdlovom trhu odvodil Altman modifikovany model
v nasledujacej podobe:

Z=0,717* X1+ 0,847 * X2+ 3,107 * X3+ 0,420 * X4+ 0,998 * X5
Pre vyslednt hodnotu Z-score v tomto pripade plati:

e ak Z < 1,2, tak firme hrozi bankrot, finan¢nd situacia je kriticka a existuje vysoka
pravdepodobnost’ skorého tipadku;

e v pripade, ze 1,2 < Z < 2,7 existuje vysoka pravdepodobnost’ bankrotu;

e ak je vysledok vnasledujicom rozmedzi - 2,8 < Z < 2,9, tak je moZna
pravdepodobnost’ bankrotu;

e ak Z> 3, tak ide o prosperujuci podnik a finan¢ny stav je v poriadku (Bajus, 2008, s.
150).

Iny model sa pouziva v pripade nevyrobnych a za¢inajucich podnikov. V ich pripade plati
nasledujuca rovnica:

106



10" International Research Conference, Bratislava, April 25th, 2018

Z =656* X1+3,26* X2+ 6,72* X3+ 1,05* X4
V tomto pripade su hranice pasiem nasledovné:

e akjeZ> 2,6, tak sa v podniku predpoklada uspokojiva finan¢n situacia;

e v pripade vysledku, ktory patri do pasma 1,1 <Z < 2,6, ide o oblast’ nevyhranenych
vysledkov, tzv. siva zonu, kedy je bankrot mozny.

e ak je vypocitané Z < 1,1, tak ide o kriticky stav a bankrot je vel'mi pravdepodobny
(Zalai, K., 2016, s. 143).

Vplyv digitalizacie na usporu nakladov

Digitalizacia predstavuje proces prevodu l'ubovolnej informacie, ako je text, obrazok,
video alebo zvuk do binarnej (dvojkovej) sustavy. Definicia digitalizacie je nasledovna:
"Digitalizacia dokumentov je technoldgia reformatovania spocivajuca v prevedeni
dokumentov do elektronickej (digitalnej) podoby. Stucast'ou digitalizcie je aj tvorba metadat,
ktoré su ulozené spolo¢ne s datami. Vysledkom digitalizacie textu je dokument v obrazove;j
alebo textovej podobe." (Digitalizacia textu).

Uspesna digitalizacia sa sklada z dvoch na seba nadvizujtcich krokov. Najskor je nutné
papierové dokumenty prostrednictvom skenera a digitalizacného softvéru previest do
elektronickej podoby. Druhy krok potom zavisi od konkrétnych poziadaviek, ktoré mézu
suvisiet s vytazovanim dat anéslednou komunikéiciou s napr. U¢tovnickym systémom,
pripadne sa mozu ukladat’” do elektronického cloudu. Proces digitalizacie je znazorneny
v nasledujucom obrazku.

Obrazok ¢. 1 Proces digitalizacie

Ostatne systémy

3 .
= L8

Papierové Dokumentové Digitalizatny Software Elektronicke —
dokiady skenery software na vytazenie daf dokumenty Cloud

Y .
[@s e

T
Verifikatné stanice Vytazené data

Zdroj: Digitalizacia dokumentov a dolovanie dat

Existuju 4 primarne dovody digitalizacie:

1. Digitalizacia Setri miesto - text v digitalnej podobe nezaberd tolko priestoru, ako
klasicky pisany text.

2. Digitalizacia prispieva k ochrane udajov — idaje ulozené na CD ¢i DVD nosicoch
alebo USB kliCoch nie st vystavené prirode a vplyvu prostredia, tak, ako je to
pri udajoch na papieri.
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3. Digitalizacia zjednodusSuje Upravu a vyhladavanie - v zdigitalizovanom texte sa
informacie jednoducho hl'adaju a upravuju.

4. Digitalizacia zjednodusuje zdiel'anie — digitalizovany text je menej narocny na objem,
je mozné ho teda zdiel'at’ s kymkol'vek a to vel'mi rychlo (Digitalizacia textu).

Elektronické spracovanie dat by malo viest k rastu efektivity, produktivity podnikania
a prispieva k etablovaniu sa modernym trendom. Tato forma tschovy dokumentov sluzi
k znizovaniu nakladov, nielen na kanceldrske potreby a priestor, kde treba papierové
dokumenty uskladnit, ale Setri aj l'udské zdroje aurychluje proces hladania tudajov
v elektronickej podobe.

Digitalizacia by mala smerovat’ k tspore nakladov na makrotrovni, aj na mikrotrovni.
Jednou z oblasti digitalizacie je napriklad existencia elektronickych verejnych sluzieb, ktoré
maju napomahat’ Setrit’ 'ud’om cCas a Statu financné prostriedky. V ramci Slovenska sa planuju
projekty, ktoré¢ by mali napomdct’ k uvolneniu prekazok v ramci internetového obchodovania,
a zaroven aj zjednodusit’ administrativne tkony. Predpoklada sa, Ze na zéklade tohto postupu
by sa malo v ramci eurdpskej ekonomiky vytvorit’ az 3,8 milidna novych pracovnych miest
a zaroven usetrit’ 15 az 20% suc¢asnych verejnych vydavkov (Stefanec, I.).

Trend digitalizdcie sa pomaly dostdva aj do oblasti automobilového priemyslu.
K markantnym zmenam dochadza napriklad v procese kupy auta. Uz nedominuje tradicny
stereotyp, kedy kupe automobilu predchddza dohadovanie sa s predajcom, v stic¢asnosti maju
kupci viac moznosti a informdacie si najskor zistia na internete. Automobilky tento trend
zachytili a zo showroomov sa stavaju digitadlne predajne s virtudlnou realitou. Predpoklada sa,
ze automobilovy sektor v tejto oblasti investuje do roka 2020 okolo 66,6 miliardy eur. Tato
digitalna transformdcia by sa mala dotknut’ aj dodavatel'ského retazca, ¢o povedie k poklesu
nakladov a vd’aka zhromazd’ovaniu dat sa dodadvatelia flexibilnejSie prispdsobia poziadavkam
spotrebitelov. Dalfou suéastou procesu digitalizacie je vytvaranie inteligentnych tovarni,
ktoré budu vyuzivat’ algoritmy a umelu inteligenciu na pripravu planu vyroby. Hoci bude
zakladanie inteligentnych fabrik na zaciatku nékladné, mali by prispiet’ celkovo k zlepSeniu
flexibility a efektivity vyroby. S digitalizaciou suvisi aj umelé inteligencia, ktora by mala do
roku 2025 prispiet do automobilového priemyslu dodatoénymi trzbami vo vySke okolo 175
milidrd eur. Ocakéva sa, Ze produktivita by sa mala zvysit o 1,3 % rocne, z ¢coho by mohli
profitovat’ aj zdkaznici v pripade, ak automobilky v cendch automobilov zohl'adnia Usporu
nakladov (Digitalizacia posunie auto blizSie k spotrebitelovi).

Porovnanie finan¢ného zdravia 2 podnikov

Podl'a poslednych prieskumov sl najmenej digitalizované firmy v potravindrskom odvetvi
alebo obchode, logicky knajvyssej digitalizdcii dochddza v IT sektore (Digitadlna
transformécia vo vybranych odvetviach v Slovenskej republike). Na zaklade tychto vysledkov
sme sa rozhodli porovnat zdravie podnikov RAVEN s.r.o., ktory reprezentuje obchod
a podnik ESET s.r.0., ktory predstavuje firmu z IT sektora. Udaje pre vypodty boli ziskané
z vyrocnych sprav podnikov za rok 2016, pretoze udaje z roku 2017 neboli este publikované.

Skupina RAVEN, ktord je tvorend akciovou spolo¢nostou RAVEN a dcérskymi
spolo¢nostami RAVEN CZ a. s, RAVEN PL Sp. zo. o. aRAVEN HUNGARY Kft.
zamestnava 750 zamestnancov aradi sa k jednym z najddlezitejSich predajcov hutnickeho
materidlu v krajinach VysSehradskej Stvorky. Obrat skupiny RAVEN predstavuje ro¢ne 300
miliénov eur. Této spolocnost’ bude reprezentovat’ oblast’ obchodu (Profil a historia).
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__ pracovny kapitadl _ obeiny majetok—kratkodobé zavizky _ 110175030—7 — 02085
celkovy kapital celkovy kapital - 148893180 Y
nerozdeleny zisk 50182030
= R =0,3370
celkovy kapital 148893181
EBIT 10606338
= =0,0712

" celkovy kapital 148893181

_ vlastny kapitdl _ 64167584
cudzi kapitdl ~ 84725597

X4 = 0,7574

Z =6,56* X1+3,26* X2+ 6,72 * X3 + 1,05 * X4
Z=(6,56* 0,2085) + (3,26 * 0,3370) + (6,72 * 0,0712) + (1,05 * 0,7574)
Z=374

Na zéklade vysledku je mozné konStatovat’, Ze v podniku RAVEN s.r.0. je uspokojiva
finan¢na situdcia.

Spolo¢nost’” ESET s.r.o. vznikla v roku 1987 atvori bezpecnostné rieSenia pre malé
i velké spolocnosti, domacich pouzivatelov a mobilnych pouzivatelov. Sidli v Bratislave
ama vyskumné a vyvojové strediskd v Bratislave a v Krakove. Zamestnava 385
zamestnancov vo viac ako 160 krajinach sveta (Profil spolocnosti ESET).

__ pracovny kapitdl _ obeiny majetok—kritkodobé zdvizky _ 80907000—16340100 0.5
celkovy kapital celkovy kapital - 164855000 - !
nerozdeleny zisk 55443000
= T o = 0,3363
celkovy kapital 164855000
EBIT 78588000
= — = = 0,4767
celkovy kapital 164855000
vlastny kapital —78858000
X4="—" = = -0,3236
cudzi kapital 242713000

Z =6,56* X1+ 3,26* X2+ 6,72 * X3 + 1,05 * X4
Z=(6,56* -0,5) + (3,26 * 0,3363) + (6,72 * 0,4767) + (1,05 * -0,3236)
Z=0,6799

Z vysledku vyplyva, Ze situdcia je neuspokojiva a podniku hrozi bankrot.

Zaver

Napriek naSim predpokladom sa nepotvrdilo, ze by podnik v obchodnom sektore
dosahoval horsie vysledky ako podnik v IT sektore. Samozrejme, dovodov vysledku je viac.
Podnik ESET s.r.o. v poslednych rokoch vela investoval a vykazoval straty, Co nepriaznivo
vplyva na ukazovatele X1 a X4 v Altmanovom modely. Podnik RAVEN s.r.0. zamestnava
dvojnasobne viac zamestnancov, ¢o prispieva k vySsej produktivite. Taktiez ma 10 nasobne
viac nerozdeleného zisku ako podnik ESET s.r.o. Robit finidlne vyhodnotenie vplyvu
digitalizacie na podniky v zavislosti od toho, v akej oblasti posobia vyzaduje rozsiahlejSiu
a narocnejsiu analyzu, ktorej sucastou by bola ¢o najpocetnejSia vzorka zastupcov z oblasti
potravinarstva, obchodu a informac¢nych technologii, na zaklade ¢oho, by bolo mozné
potvrdit’ alebo vyvratit’ nase predpoklady v tvode ¢lanku. Vysledky rozhodne ni¢ nemenia na
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fakte, ze digitalizacia ovplyviiuje kazdy aspekt nasho zivota a bude v konecnom dosledku
ovplyvilovat’ aj finan¢né postavenie podnikov.

Ing. Daniela Mat’ovéikova, PhD.

Vysoka Skola manazmentu v Trencine/City University of Seattle programs
Bezrucova 64, 911 01 Trencéin, Slovakia
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Digitalizacia podnikovych finan¢nych sluzieb na priklade spolo¢nosti
I.D.C. Holding, a. s.

Kamil Mikuli¢
I.D.C. Holding, a. s.

Anotacia:

Spolo¢nost’ IDC Holding, a. s. krok za krokom plni zvolent stratégiu svojho rozvoja. Bude nutné
aby sa pokracovalo v investiciach v smere hlavného pradu inovacii. Ich uruje pokrok v
automatizacii a digitalizacii, ¢o obndsa aj rozvijat’ digitalizaciu a jej G€inky v priereze vSetkych faz
reprodukéného procesu, osobitne v segmente podnikovych financii, tvorit’ finanény plan s autoritou.
Moznosti automatizovat’ d’alSie odborné Cinnosti sa rozsiria, lebo sa za¢ne pracovat s doposial
nazhromazd’ovanymi udajmi (chytré textové vyhladavace) a d’alSimi inovativnymi nastrojmi (napr.
potencial ,blokéejnu*). Zmeny podnikatel'skych podmienok v realizacii reprodukéného procesu
vyzaduje zmenu Cloveka ako ucastnika tohto procesu. K jeho zmene nepostacuje iba nutnost’ jej
oddévodnenia, ale k tomu je potrebné vykonat’ redlne posuny vo vzt'ahoch v ekonomike.

Krudové slova: Automatizacia, digitalizacia, finanény plan, predikcia.

1 Uvod

K hnacim sildm rozvoja spolo¢nosti a jej spravovaniu pribudli digitalizacia a vyuzitie
umelej inteligencie. Tieto technologie prenikaji do vsetkych trovni v Struktire ekonomiky a
jej spravovania. Cudia v poznavani sveta prirody si paralelne vybudovali vlastny technosvet
(svet technolodgii vratane digitalizécie, vyuzitia umelej inteligencie) a obidva tieto svety
spravuju. A na obidvoch tychto svetoch sa stavaju, do istej miery, zavislymi.

Nové technologie prirodzene poskytuji nové moznosti tak v podnikani, ktoré zameranim
na fazu spotreby zvySuje naroky tak na starostlivost’ v uspokojeni potrieb zdkaznikov cestou
adaptacie vyroby, ako i na rozvoj osobnostnej stranky I'udi (potreba prisposobit’ sa). Tvorcami
novych myslienok a ich realizacie st I'udia a nové technologie su im viac, nez spolahlivy
pomocnik.

Vyrazne Specifickym je digitalizdcia v spravovani organickych casti ekonomiky —
podnikov. V predmete tohto prispevku sa polozil déraz na pracu s novymi technolégiami na
priklade IDC Holding, a. s. (d’alej IDC). Ciel'om su projekty inovéacii, ktoré sa nutne dotykaja
pravidiel usporiadania IDC, v tom i pravidiel jeho vnitorného chodu. V stbore tychto
pravidiel sa ruSia také, ktoré sa opieraju o zastarané myslienky a pretlacaju sa nové tak, aby sa
udrzal efektivny chod podniku. Pritom sa sleduju strategické ciele:

— vecne postupovat’ od nadnarodného podniku v stredoeurdpskom priestore, s vyuzitim
novych technologii, k vy$§im métam. K tomu je potreba upevnit rolu vlastného vyskumu tak,
aby sa uzavretymi inovaciami medzinarodne posiliiovala rola firemnej znacky SEDITA,

— rozvijat’ digitalizaciu a jej G€inky v priereze vSetkych faz reprodukéného procesu,
osobitne v segmente podnikovych financii. Tie, ako je vSeobecne zname, realne podnikové
vstupy, ich premenu a i vysledky syntetizuju v hodnotovej forme.

V postupe spracovania na ¢ast’ o zvlastnostiach potravinarskeho priemyslu nadvazuji nové
formy prace tak v podmienkach Priemysel 4.0, ako i skupinach (kategoéridch) podnikovych
pracovnikov a ich ucasti na tvorbe a realizacii digitalizacie a jej efektov.
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2 Podnikatel’ské prostredie potravinarskych podnikov, ich zvlaStnosti a vplyvy na
digitalizaciu
Zvlastnosti usporiadania Struktarnych prvkov organizacie vyroby v potravindrskych
podnikoch charakterizuju:

— klasifikécia napr. variant podl'a velkosti podnikov a to v zavislosti od poctu pracovnikov
a dosiahnutych finan¢nych prahov (mikropodniky menej nez 10 pracovnikov a neprekracuju 2
mil. € trzieb, malé podniky, ich parametre st 5-nasobkom mikropodniku, stredné podniky, ich
parametre st 5-nasobkom malého podniku, a prirad’uje sa k nim bilan¢na suma roc¢nej stivahy,
ktora nepresahuje 43 mil. € velké podniky su tie, ktoré charakterizuje prekroCenie troch
parametrov stredného podniku; podla poctu vyrobenych vyrobkov — kusové, sériova,
hromadnd; reakcii na dopyt — vyroba na zdkazku, na sklad, projektova vyroba; vlastného
priebehu — diskrétna, procesna; a pod.). Napr. vel'kost” podnikov vplyva na vyber z dvoch
spdsobov zabezpecovania digitalizacie a automatizacie:

a) dodavatel'sky spdsob sa skor uplatni v malom podniku, ktory si IT sluzby ¢i
komponenty skor dodavatel'sky obstara, k tomu treba v objednavke odborné zadanie a

b) vel'kému podniku sa zvyc€ajne vyplati, aby si zna¢nu Cast’ ¢innosti na tiseku digitalizacie
zabezpeCoval vo vlastnej rezii. Organizuje medzné pracovné pozicie, ktoré kombinuji
schopnosti tradi¢ného odboru s novymi poziadavkami na IT (vytvorit si silny vyvojovy tym
a vyvijat a programovat vlastné ¢idla do svojich vyrobkov). To moéze byt jedna z
konkurencnych vyhod podniku,

— v potravinarskom priemysle, plati to i o IDC, prevlada procesna vyroba. Okrem
potravindrskych odborov, je tento spdsob uplatneny v odvetviach chémie, farmécie a pod. V
takomto druhu vyroby sa tato nesleduje v kusoch. Zvyc€ajne prebieha v technologickom
zariadeni s urCitou velkost'ou kapacity. T urCuje planovana velkost’ vyrobnej davky a rozpis
receptir a rezim plnenia. Na tieto kapacity nadvdzujii automatizované linky zhotovenia
findlnych vyrobkov, ich kartondz a expedicia,

— v potravinarskej vyrobe je pomerne novym vyuzitie senzorov a integrovanej analytiky
na usekoch:

a) inovacnych projektov a s nimi spojenych zmien vzt'ahov vo vyrobnych procesoch s
vyuzitim automatizacie a digitalizacie v stvislosti s vyhodami optimalizacie vo vyuziti
strojov a zariadeni. Cielom je nahradit’ kvantitu jednoduchej prace s vyrazne mensSim
mnozstvom zlozitej prace. Pritom v spravani sa podnikov su spolo¢né Crty, prepustaju
rovnaké kategdrie pracovnikov, a i ziskavaju rovnakych pracovnikov (operatorov),

b) monitorovania vykonov zariadeni ¢i zistenia anomalii a nepovolenych ich odchyleni,
ktoré sa dotykaju bezpecnosti vystupov (systematicka kontrola),

¢) zvySenia Urovne bezpecnosti pri praci,

— stabilita kvality vyrobkov, ktord sa neprezite kontroluje a sustavne sa overuje
udrziavanie parametrov kvality, napr. taka Specifickd ¢rta vyrobkov IDC akou je ich
chrumkavost, preto i smart kontrola vizudlnych zavad, odoberanie vzoriek na chemicky
rozbor, ale tiez i signaly z poruch a narokov na udrzbu zariadeni,

— s ciel'om rastu konkurencieschopnosti potravinarskych podnikov, podobne ako i v inych
podnikoch, uvolnil sa zapratany s politickymi ideami priestor, ktory sa vyplnil ideami
marketingu, modernizécie a digitalizacie. Ich racionalne vyuzitie predpoklada byt otvorenym
novym myslienkam pracovnikov s konstruktivnymi napadmi, nezostat’ v inovacidch iba na
urovni preberania otvorenych od konkurencie, ale investovat do vlastnych inova¢nych
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cyklov, Start apov, a tieZ ucinne, najmé na zaciatku podporovat’ ich rozvoj. Mimochodom, v
ére sovietskeho socializmu bolo typickym preberat osvedcené inovacie z cudzieho prostredia
(paradox: ohradili sme sa, ale technicky pokrok sa kopiroval),

— z pohl'adu do minulosti, pokrok v automatizovani vyroby v strojarskom priemysle (napr.
vyroba automobilov) evokoval procesy digitalizacie. S tymito sa zaCalo skér nez v
potravindrskom priemysle. Priiny takého stavu spocivali v tom, Zze po privatizacii
potravinarskych podnikov sa tieto v prvom rade koncentrovali vo svojom inova¢nom
zamerani na svoje vyrobky, a nasledne sa ich investi¢né ¢innost’ orientovala na modernizaciu
(pripomenut’ treba jej financnui narocnost’). Slovenské potravindrske podniky v rychlom
tempe inovacii svojich vyrobkov vratane ich balenia usilovali sa vyrovnat Standardom na
vyspelych trhoch. Plnenie tohto ciel'a zodpovedalo potrebam prispdsobit’ sa vyspelym trhom.
To bolo plnenie odpovede na vyzvy konkurencie pri obhajobe svojich podielov na domacom a
zahrani¢nych trhoch. K tomu treba dodat’, Ze pre viaceré podniky z tohto odvetvia rozmer
doméceho trhu (z0zil sa po rozpade CSFR) nepostatoval na finanéné pokrytie ich
modernizacie. Preto aj, nielen iniciativna, ale i vynlitend orientacia, na rast exportu,

— staré podniky, ktoré sa rozvinuli v obdobi industrializacie, osvojenie novych technologii
sa prejavi na poklese nakladov, nové podniky uz s nimi zac¢inaji. Ak vezmeme v uvahu
kritérium sebestacnosti v sortimente pecivarenskych vyrobkov vnatorny trh je nimi nasyteny.
Na trh sa tlaci zahrani¢na konkurencia,

— v segmente potravinarskej logistiky, ide o trasy do vzdialenych miest spotreby ( senzory
v prepravnych kamidnoch poskytuju v redlnom cCase udaje o mieste prepravy, tepelnych
vykyvoch pocas dopravy). Na kontrolnych stanoviskéach su k dispozicii operatorom digitalne
udaje. V tejto suvislosti vystupuje do popredia balenie vyrobkov,

— senzory s prepojenim zrychlenymi cestami digitalizacie sa dosahuje vysSej efektivity vo
vyvoji urovne konkuren¢nej schopnosti. V nerovnomernom budicom vyvoji vdaka
vyuzivaniu chytrych pristrojov avzajomného prepojenia podnikov sa stadvaji tieto
aktivnej$imi. Ich rozhodnutia a procesy sa mozu priebezne a flexibilne prispdsobovat,

— ekonomika potravinarskych podnikov je zavisla na rozdeleni pridanej hodnoty medzi
tromi ohnivkami potravinového retazca (farmari, spracovatelia prvotnych surovin, obchodné
retazce). Vztahy medzi nimi si ziadaju dosiahnut’ dohody o vzajomne vyhodnej spolupraci a
rovnomernom rozdeleni vytvorenej pridanej hodnoty. V takomto rozdeleni by ziadny z
ucastnikov sa nemal ocitnit’ v situdcii, aby bol nuteny predavat’ svoje produkty ¢i uz pod
uroviiou vykupnych cien, a ¢i cien na trovni nakladov,

— v zavislosti od kombinacie z klasifikacie tychto prvkov sa v kazdom podniku uplatiiuje
osobitny pristup k tvorbe zakladnych dokumentov (technologickych noriem, kalkulacii
nakladov, dokumentov v planovani a riadeni mini reprodukéného procesu, pravidiel
vnutropodnikového systému a pod.)

— paralelne s digitalizaciou sa vecne rozvija regionalizacia. V jej ramci sa nielen podporuje
navrat redlnej vyroby (pozri zaujimavu Cast’ politického programu D.Trumpa) ale sa vyuziva
aj segmentov sluzieb, ktoré maju vlastnost, Ze st teritoridlne mobilnymi. Pre obyvatel'ov su
dolezité informéacie: kde, v ktorom kraji, kol'’ko vznikne novych pracovnych pozicii, s akymi
narokmi na kvalifikdciu a aké bude ich ohodnotnenie. Maly region -- menSie moznosti.
Mimochodom aj preto sa upevni postavenie zvicSenych a progresivnych regionov. Takym je
priestor z trojuholnika miest Viedenn — Budapest’ — Bratislava, a prilahlych oblasti k nim. Jeho
potenciadl spociva v spdjani progresu v prvom rade z rozvoja uvedenych miest a k nim
prilahlych oblasti. Perspektivne sa medzi nimi vyrazne zvysi kooperacia (jeden z prvych
spolo¢nych krokov by malo byt’ zaloZenie vedeckého klastru 3 hlavnych miest). Ich inStitucie,

113



10" International Research Conference, Bratislava, April 25th, 2018

predovsetkym vlady, reSpektujic pritom vplyvy zo silného medzinarodného zédzemia, by mali
predlozit’ navrh planu rozvoja moderného regionu. V jeho ramci sa bude, v porovnani s
dneSkom, odliSne vnimat’ sebestacnost’ v potravindch. Tato, vzhladom na urcity typicky
regiondlny jedalni¢ek intenzivne vplyva na lokalnu produkciu potravin. V ich zabezpeceni
preto pripadne na IDC vyznamna rola.

3 Digitalizacia -- hybna sila v podmienkach IDC, tvorba finanéného plinu
3.1 Zamery IDC v oblasti novych technologii

V sucasnej Strukture HDP vyspelych ekonomik pripadaju vysoké podiely na sluzby,
financie a vyspelé technologie. Priddvam sa k nazorom autorov prieskumu, ze v nasledujucom
obdobi rast potravinarskych podnikov bude zavisiet' v prvom rade od inovativnych pristupov,
vyuzitia modernizacie (v tom i meranie hodnot nehmotnych aktiv, vyuzitie Gzitkovej hodnoty
potravin: energie, prijemna chut,, stabilita kvality).

Rozvoj IDC urcoval, a urCuje, dopyt po jeho vyrobkoch znacky SEDITA v predmete
podnikania. Dopyt je urcujicim, jeho tuloha a metddy zistovania vplyvu su exaktne
rozpracované vo vedeckom diele S.Kassaya (1). V fiom rozvinul os dlhodobého rozvoja IDC:
teoria — prax (podnikanie) — ucenie a komunikécia ( v podnikatel'skom prostredi sa prejavilo
zrychlenie komunikécie, ktora je dolezita pre rozhodovanie). V tejto stratégii sa rata s pracami
na Ciselnej transformacii. Na zvecnenie uvedenej osi za uplynulych 10 rokov v podmienkach
IDC sa investovalo viac nez 110 mil.€. To umoznilo modernizovat’ strojné¢ vybavenie na
kvalitativne novej Grovni. Tato umocnila vykonnost’ fyzickej a duSevnej prace. V investovani
sa na prvom mieste strazila stabilita kvality vystupov.

V tvorbe inova¢nych projektov hlavne vyroby, ale i obsluhy sa vyuZzili navody na
digitalizaciu od dodéavatelov technologii. Cielom projektov bola najskér nahrada rutinne;,
monotonnej a malo zaujimavej prace. Ruky desiatok pracovnikov nahradili, a nahradzuju,
mechanické ruky. Zésadne sa meni rola Cloveka v reprodukénom procese, namiesto
vykondvatela, privesku stroja, sa stdva urCovatelom uloh, kontrolorom kvality préce,
operatorom v dodrziavani algoritmov a pod. Digitalizacia vytlaca 1 pracovnikov sediacich za
uradnickymi stolmi.

V plneni stratégie IDC sa systematicky udrzuje kurz od nadnarodnej firmy rastom priblizit
sa k vyspelym TNK (trans-nacionalnym korpordciam). Tieto sa presadzuju s vysokymi
trhovymi podielmi, a pritom vyuzivaju prednosti:

a) zo zatvorenych inova¢nych cyklov v objektivnych trhovych porovnaniach (vysoko sa
hodnotia pozitivne u¢inky z trovne ich digitalizacie),

b) z organizacie minitrhov a ich spravy (rola spravcov tychto trhov, jeden z nastrojov st
transférne ceny, ktoré plnia funkcie vnutrokoncernovych cien). Za tieto vykony pri vymene
na svetovych trhoch dodato¢néne ziskavajii diel z pridanej hodnoty. Ten z casti TNK
odvadzaji do narodnych statnych rozpoctov.

V realizécii dlhodobej stratégie IDC je dobrym znakom, ak zna¢na ¢ast’ dopytu sa realizuje
exportom (v pripade IDC ide o jeho podiel, ktory je dlhodobo vy$§im nezZ je 50% z objemu
dosahovanych trzieb). M4 sa vSak predovSetkym na zreteli export do krajin s ndroénym trhom
(na takom trhu sa stretne vyrobca s vyspelou konkurenciou). Export do rozvijajucich sa krajin
totiz v konkurencii nebyva tak naronym a moze tak konzervovat' zaostavajici stav v
podniku, a to 1 napriek tomu, ze je exportérom.

U¢innost’ novych technologii sa prejavuje i na useku firemnej komunikécie v styku:
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a) s vlastnymi pacovnikmi sa poskytuji informécie nielen o minulosti a stave podnikania,
ale aj vysledky zo simulécii jeho situacii v buducnosti, ¢o je zvlastny druh poskytovania
informécii k upevneniu ich istot. Velké mnozstvo dostupnych udajov mozno spracovat a i
vizualizovat’ pre nich. Na to sluzia velkoplosné televizné obrazovky na pracoviskach v IDC
(2), ktoré skvalitnili $irenie informacii,

b) so zédkaznikmi z rozsahu a tempa narastania objemu informacii, ktoré treba komplexne
analyzovat’, triedit, obranit' oproti vonkaj$im vplyvom, to vykonavat na baze l'udskych
zdrojov by sa uz temer nedalo ani dosiahnut, a ked tak draho. Digitalizacia to umoziuje
vykonat’ rychlo a kvalitne. Umeld inteleligencia poméha efektivne vykonat segmentaciu
zékaznickej bazy, s charakterisikou ¢ft o spravani sa, o tendenciach potrieb spotrebitelov.

ESte k dvom vyhodach z velkosti podniku. Velké a medzinarodné spolo¢nosti (TNK) maju
zabezpeceny prisun financnych a i intelektualnych zdrojov, aby mohli inovovat’ prvky vyroby
v zmysle Priemysel 4.0. V podnikani nejde ani tak hoci je predaj prvoradym, predsa ide v
zéapase znaciek o prvenstvo v inovacnych rieSeniach. O ich ucinnosti sved¢ia tvrdé udaje z
porovnania ¢i ponuky a ¢i dosahovanych trhovych podielov, na vnitornom, ale najmi na
zahrani¢nych trhoch. AvSak nova technolédgia, aby bola efektivnou vyzaduje urcity rozmer
trhu. Expanzia je nevyhnutnou. Vyrovnat sa TNK, je viac ako pravdepodobné, Ze sa toho
neda dosiahnut’ starymi metodami prace. Kopirovat’ je totiz iba prva faza vo vyrovnani sa s
vyspelym. A realna konkurencieschopnost vyzaduje mat’ pod svojou firemnou znackou
vlastné inovacie. Tieto sa bez dodatocnych investicii (vyskum a vyvoj) fakticky nedaja
dosiahnut’. To je pre mnoho podnikov zlozitym uzlom.

V potravinarstve SR velkych podnikov je skromne, prevlada vyskyt malych a strednych
podnikov a tieto v§ak maji pre inovacie tazsiu poziciu. K tomu nepriaznivo prispieva napr. i
to, ze u ich majitelov prevladaju obavy z prevzatia uverov v spojitosti s vyvojom ich
postavenia na trhu. Mimochodom, v podmienkach malych a strednych podnikov vnitornymi
brzdami automatizacie je ich finan¢na naroc¢nost’. AvSak neda sa im zaostavat’ v digitalizacii
navonok. Naopak, aj ich zainteresovanie na fazu spotreby, sprostredkovane i na fazy vymeny
a rozdel'ovania, ktoré predchadzaju spotrebe, st i tieto pod tlakom optimalizacie dodavok na
pestré trhy (zahrani¢né a domaci trh). V zdujme udrzania svojho podielu na trhu, jeho
ucastnici nielen pruzne mapuji vyskyt potrieb, ale aj hl'adaji moznosti adekvatne reagovat’
(hlavne celit’) vyspelej konkurencii. Jej predmetom su vztahy k dodavatel'om a odberatel'om,
obchodnym retazcom (v nadvdznosti na logistiku v odbyte). Vysledky z tychto vzt'ahov sa
premietaju v predajnosti vyrobkov (napr. na tseku trzieb sa vyuziva podporny systém zliav) a
predikcii podnikovych financii.

K druhej vyhode. V doésledku expanzie vznikli TNK (Cast z ich elity predstavuje
oligarchiu). Z ich hospodarskeho, ale i spoloenského postavenia v globalnej ekonomike
vyplyvaju isté moznosti vyuzit’ digitalizacie a ziskat’ informacny naskok. Ten je vysledkom
zrychlenia v usporiadani informacii a zlepSeni sa v ich rozhodovani s va¢Sou mierou istot. Tie
za istych, pravda vhodnych okolnosti, mozno v TNK vo svoj prospech fruktifikovat. Zo
zdokonalenia umelej inteligencie buda supervykonné stroje (na zaciatku cenovo nedostupné),
ktoré v konecnom dosledku zvicsia socidlne rozdiely, neda sa ocakavat’ ich redukcia.

3.2 Financny plan v podmienkach IDC, jeho tvorba a postup spracovania

Digitalizacia systému spravovania a jeho implementécia, ich technické zabezpecenie,
zavladli na takmer vSetkych internych pracoviskach IDC. S rozdielnou intenzitou evokovali
vyrazné zmeny obsahu prace, ktoré v podstate sa tykaju vSetkych kategérii pracovnikov.
Vicsina z ich vykonévanych ¢innosti sa d4 automatizovat’, zostava vsak ista mensina, ktora sa
zatial’ bud’ neda, alebo by bola prili§ nakladnou. V procese digitalizacie nejde o kratkodobu
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zalezitost’, ale tato bude dlhodobo podsobiacim faktorom. Od vsetkych profesii vo vyrobe a
sluzbach sa vyzaduje ovladat’ nové zariadenia na uzivatel'skej urovni vyrobného odboru
(ovladat’ nové technoldgie). Od stredného manazmentu (predpoklada sa jeho najvacsi ubytok)
sa rata, ze so svojimi analytickymi schopnostami budu vediet’ hodnotit’ spracované udaje a na
ich zaklade predkladat’ navrhy na vhodné rieSenia.

Proces digitalizacie, na jednej strane, v dosledku nedostatku pracovnych sil sa urychl'uje a
na druhej strane sama tlaci na preciznost’ v tvorbe noriem vnitorného spravovania, ¢o vedie k
usporam vo vynakladani prac. Tie sa najCastejSie dosahuju nasadenim robotov (tieto samé o
sebe, maju dlhsiu historiu nez nové technologie).

V modernom podnikani IDC, uroven kvality rozhodovania vo vSetkych fazach
reprodukéného procesu zavisi od U€innosti podnikového finanéného riadenia. Jeho jadrom je
finan¢ny plan (jeho funkciou je rozdelenie zdrojov pri vyuziti Struktirneho pristupu) a tvorba
odvodenych rozhodovacich kritérii. V nich sa vo vymedzenom ¢asovom intervale odréza rez
naprie¢ vSetkymi fazami reprodukéného procesu a to z pohl'adu dosiahnutia zhodnotenia
viazanych vyrobnych ¢initelov. Na ten ucel sa zhromazd’'uju na useku finan¢ného riadenia
syntetizujice udaje o vSetkych fazach podnikového reprodukéného procesu. Zhromazd’ ovanie
udajov a pracu s nimi precizuje a tieZ zrychl'uje nastavena ich digitalizacia. V jej rdmci sa
spraciva velky objem udajov s ktorym sa vyrovnava sofistikovana umeld inteligencia. Jej
vystupy poskytuji navody pre dosiahnutie pozitivnych vysledkov. Tieto sa porovnavaju so
zamermi stratégie na irovni TOP manazmentu. V rozdeleni sa riesi tak Struktira jestvujacich
¢innosti, ako aj jej premena na Struktiru v budicnosti.

Vychodisko v tvare finanéného planu (3) je predikcia trzieb, v ktorej sa zohladiiuje
predpokladana dynamiku vyvoja dopytu a trhovych podielov na domiacom a exportnych
trhoch (informacie z marketingovej Stadie o vyvoji produktov a ich uspesnosti na trhu a
vypracovanej marketingovej stratégie). Pre jednotlivé sekvencie finanéného planu vo vézbe
na trzby sa vyuziju vybrané udaje z finan¢nej analyzy (plan nékladov vyuZiva ndkladovej
narocnosti vyroby, v pldnovanej suvahe sa pracuje s ukazovateI'mi aktivit, ktoré sleduji
vztahy medzi polozkami majetku a trzbami: doba obratu zasob, Struktira pohladavok, doba
splatnosti zavdzkov z obchodného styku a pod.) Osobitna pozornost’ pripad4 na likviditu a
platobnu schopnost. To je znacné aplikabilné pole pre digitalizaciu a jej vplyvu na
ekonomiku podniku.

V tvorbe finanéného planu sa prejavuje zavislost’ na kvalite idajov a iteranom procese v
Case (Casovy interval sa skladd z udajov o skuto¢nosti za predchadzajici rok, ofakavanej
skuto¢nosti bezného roka a kaskadovitej dvojro¢nice finanéného planu IDC s predur¢enim
ekonomiky na buduici rok, a s menSou zavédznostou obdareny vyhlad na dalsi rok). V
porovnani dynamiky sa zistené vyrazné odchylky analyzuji vo vztahu k zmenenym
podmienkam podnikania.

Tvorba financného planu je iteracny proces, v ktorom dochédza k spracovaniu viacerych
variant planu a ustaleniu niektorej z nich, ktora sa najviac priblizuje k definicii ekonomického
zdujmu a jeho Strukture. V iteranom procese dominuje hl'adisko krytia potrieb zdrojov
financovania na nasledujuci rok. Vo vybere z planovych variant sa uprednostiiuje taky, ktory
najlepsie kryje potrebnu uroven buducich finanénych zdrojov. V pripade nedostatku tychto
zdrojov, potom sa pristipi k variantu, v ktorom sa chybajuce zdroje doplnia o externé zdroje
financovania (napr. bankovy tver). V takomto variante sa ostro overuje také kritérium, podla
ktorého bohatstvo firmy ma rast’ rychlejSie, v krajnom pripade rovnako ako rastie jej
zadlZovanie sa:

— akcionari, zo svojho pohladu sleduju dynamiku hodnoty spolo¢nosti, uroven dividend,
uroven ceny akcii, manazment predklada rizika,
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— nizke sadzby urokovej miery totiz podporuju zaradit' do planu investicii i aktivity s
relativne menSou ocakavanou mierou efektivnosti. V tejto suvislosti nesie rizikd manazment.
Tie suvisia s neadekvatnym hodnotenim objektivnych udalosti (mozno aj ofakavanych) a
trendov, ktoré sa prostrednictvom vytvorenych vac¢Sich ¢i menSich hodndt s tymi istymi
zdrojmi zahrni do kone¢ného vysledku. Ten sa podiela na dynamike spolocenského
bohatstva.

Kazdy variant finanéného planu sa posudzuje s vyuzitim metdd financnej analyzy, v
ktorej dominuje predovSetkym vynosnost’ viazanych zdrojov a vysledky z porovnani s
vyty¢enymi finanénymi ciel'mi. Vypracovat’ finan¢ny plan vyZzaduje schopnost modelovat
buduci ocakavany vyvoj vyuzitim tvorby jeho variant. Je vhodné na uvedené ucely pracovat s
modelom finan¢ného planu v niektorom z tabul’kovych procesorov. Pritom vyuzit’ jednoduché
a rychle kroky v premietani [l'ubovolnych kvantitativne vyjadritelnych zmien vo
vychodiskovych predpokladoch vsetkych zloziek finanéného planu.

Pri praci na finanénom pléne treba reSpektovat’, ze financné analyzy ex ante ako jeho
podklad, ale aj analyzy ex post v overovani, sa opierajui o udaje:

— z obdobia, v ktorom sa uplatiiovalo isté podnikatel'ské prostredie. Bez zohladnenia
zmien tohto prostredia, a nekritického uzitia metdd povedie k formalizacii vlastného
finan¢ného planu, v kone¢nom dosledku jeho odtrhnutia od reality. Preto sa ma prikrocit’ k
jeho modifikécii na nové pravidla (adaptovat’ podnikové zamery v pripadoch technologickych
zmien, tiez zmien v predaji a tym i nakupu, zmien v osobnych nékladoch v désledku vyvoja
Struktary pracovnikov a rastu ich priemernych zarobkov a pod.),

— metod doby obratu, ktoré¢ st vhodné na rieSenia planov kratkodobych zavidzkov a
obezného majetku, ich aplikacia v rieSeniach dlhodobych zévizkov zo stivahy nie je vhodna.

Na tieto ekonomické procesy mozno vyuzit jednoduché matematické prepocty (praca s
odpismi, hodnotou z predaja majetku, naproti tomu s hodnotou pripravovanych investicii).
Obdobnym spdsobom mozno modelovat’ 'ubovol'né polozky z finan¢ného planu,

— ulohy S§tatu spocivaju vo v€asnom vymedzeni pravidiel podnikatel'ského prostredia,
uplatnenia dotacnej politiky na podporu novych technolégii, reStrukturalizacie vzdelavania a
vedy, posilneni kyberbezpecnosti, zabezpeceni infraStruktiry pre tdajovu komunikéciu a pod.

Zo spracovania velkého mmnozstva udajov, s prihliadnutim na c¢as, sa dosahuju zo
véasného uspokojenia variabilného dopytu, ¢i uz materidlne a ¢i finan¢né néklady. V
adaptacii IDC ako dodévatela, to zodpoveda rastu jeho flexibility na useku vyroby. V
efektoch sa pozitivne prejavia:

— najma uspory zivej prace, energie, financii, a tiez vyrazne nizsiecho negativneho vplyvu
na zivotné prostredie. Efekty sa dostavuju tak na strane variabilného dopytu, ako aj na strane
flexibility ponuky (tymto sa citatel navySe oboznamuje s doévodmi vyuzit' v hodnoteni
ukazovatel'a pridand hodnota, v tom i merania hodnoty nehmotnych aktiv),

— v projektoch modernizacie IDC sa rata so zdujmami konecnych spotrebitel'ov. Tieto sa
konfrontuju s naroénym kritéridm na ekonomicku efektivnost v realizacii podnikovych
investicii a st v nich zdviznymi. Ich naro¢nost’, hoci ide o individudlnu tvorbu, vyplyva z
reSpektu voci konkurenénému prostrediu. S takto vytvorenymi kritériami riadenia podnikovej
vykonnosti a jej celkového zhodnotenia, sa nejde na verejnost,

V projektoch robotizacie su miesta, ktoré si vynucuju digitalizaciu informaénych tokov
(miesta dotyku medzi novou technologiou a narokmi na nasadenie digitalizacie).Sa to body
zmien, kde zastaralé vzt'ahy medzi i¢astnikmi reprodukéného procesu sa nahradzuji novymi.
Ich implementacia nenardza na nepochopenie vtedy, ked vysledky digitalizacie su
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pomocnikmi pracoviskdm, avSak inak je tomu v pripade, ked jej zavedenim sa nahradzuju
pracovné pozicie. V tejto bariére moznosti ndhrady pracovnika strojom klesaju s rastom jeho
vzdelania a narocnost’ou prace.

S postupujlicou automatizaciou st pracovnici lepSie vybaveni vykonat' odpocet nimi
vykonanych prac. Na tomto Gseku podnikovej prace nejde v prvom rade o ,,zoStihlenie®, ale
mat’ k dispozicii rychlo a kompletné dokumenty. Uplnost’ dokladov a usporiadanie udajov v
porovnani s byvalym zakladanim spisov ma velké prednosti. Umoznuje preciznu kontrolu,
ktora okrem iného, obmedzuje i1 nepoctivé formy podnikania napr.korupciu. To je
nezastupitelnd prednost” technoldgie podnikovej digitalizacie. Na to logicky nadvézuje
elektronicka archivacia, ktora nahradzuje 1 jej iné formy.

Firma musi pracovat s dlhodobo stabilnym socidlnym systémom a to aj pre cas
urychlovania reforiem. V ich ramci osvojenie novych technolédgii taha za sebou rizikd. Na
prvom mieste v rieSeni rizik je duSevné vlastnictvo a s nim spojené autorské pravo
(zdigitalizovat’ ich mozno, ale nie spristupnit’). Oproti rizikdm su také nastroje ako su rezervy
a risk. Rezerva sa vedome vytvara pre pripad nahlych a nepriaznivych vykyvov v plneni
finan¢ného planu. Rozhodnutie v procese tvorby finan¢ného planu prevziat’ risk sa spaja s
oCakéavaniami, Ze pocas realizdcie sa dostavia doteraz nepoznané kladné ucinky o ktoré sa
zvacsi pridana hodnota.

Podpora rozvoja IDC v jeho finanénom plane je odovodnena najmi ak je plan stcasne
nastrojom adaptacie. Ide o to, Ze ak by sa zaostavalo v prispdsobeni sa na zmeny, potom by sa
mohol dostavit’ neziaduci krizovy stav. AvSak i1 priskora adapticia, hoci je lepSia ako
oneskorend, ma nevyhodu, ktora spociva v tom, ze predCasne sa viazu finan¢né prostriedky.

Na tvorbe finanéného planu, tohto jemného nastroja spravovania a usmeriiovania
podnikového ekonomického zaujmu, sa zucastiiuje len maly pocet podnikovych finan¢nikov .
Realita oproti jeho tvrdym cislam neposkytuje vela moznosti zlyhavat jednotlivcom z
manazmentu.

4 Zavery

Z porovnania so Sirokym okolim sa potvrdzuje, ze IDC krok za krokom plni zvoleni
stratégiu svojho rozvoja. Aby IDC dokdzalo sa, ¢o najviac priblizit TNK, udrzat’ s nimi krok,
bude nutné aby sa pokracovalo v investiciach v smere hlavného prudu inovacii (priprava
uzatvorenych inovécii). Ich urcuje pokrok v automatizacii (vyuzitie umelej inteligencie) a
digitalizacii.

Rozvijat digitalizdciu a jej U€inky v priereze vSetkych faz reprodukéného procesu,
osobitne v segmente podnikovych financii. Tie, ako je vSeobecne znadme, realne podnikové
vstupy, ich premenu a i vysledky syntetizuji v hodnotovej forme. Tvorit' finan¢ny plan s
autoritou. Moznosti automatizovat’ d’alSie odborné ¢innosti sa rozsiria, lebo sa zacne pracovat’
s doposial’ nazhromazd'ovanymi udajmi (chytré textové vyhladdvace) a d’alSie inovativne
nastroje (napr. potencial ,,blokcejnu®).

Zmeny podnikatel'skych podmienok v realizéacii reprodukéného procesu vyzaduje zmenu
cloveka ako ucastnika tohto procesu. K jeho zmene nepostacuje iba nutnost’ jej odovodnenia,
ale k tomu je potrebné vykonat’ redlne posuny vo vztahoch v ekonomike (ich prvky sa
vyvijaji v priprave pracovnikov, vede a Skolstve, v riadeni mozno k nemu priradit’ zaujmové
skupiny, ich zainteresovanie na tvorbe a rozdelovani pridanej hodnoty a podielov na
zhodnoteni a pod.)
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Qualitative Parameters within a New Quantitative Due Diligence Approach
to Assure a Successful Post-Merger-Integration
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Abstract:

When entering a new market, quantitative as well as qualitative parameters need to be considered.
Within an acquisition process, this becomes even more important as another company needs to be
evaluated based on those parameters. Quantitative parameters are a good basis for evaluation, but
qualitative ones, such as the culture, need to be considered as well. Within international Due Diligence,
the complexity increases. The bigger the differences between the countries in which the companies are
located, the more challenging it will be. Based on the example of China, challenges for German small-
and medium-size companies on their way to a foreign market will be identified and described. As an
outcome, there is a new approach combining different areas of due diligences under special
consideration of qualitative and soft facts, which enables a company to minimize the risk and be
successful by entering a new market through Mergers & Acquisition (M&A).

Keywords: Due diligence. Challenges doing Mergers & Acquisition (M&A) in China. Cultural
differences. New M&A approach. Quantitative and qualitative measures. Time efficiency.

1 International Due Diligence and M& A

There are many approaches to company growth. One is acquisition of competitors or
complementary companies. In the past, mergers and acquisitions were more likely executed
by multinational companies, but the number of transactions of medium-size companies is
growing steadily. (KOCH & WEGMANN, 2002) One reason for that is that small and
medium-size companies all around the globe are facing the challenge of not having a
successor for the company. (HAUSER, KAY & BOERGER, 2010)

While in big companies, the whole departments are entrusted with the so called due
diligence to assure thorough examination before company acquisition, small- and medium-
size companies often involve external partners to cover the missing experience and capacity.
(STERN, 1993) The due diligence is done for different subdivisions, into which the company
needs to be split before the examination. The findings and drawing up of the correct
conclusion are often limited due to a lack of time and experience. (KOCH & WEGMANN,
2002) Although business transitions in the same country are already complex under the same
legal conditions, as well as under identical accounting rules, the complexity of transitions in
the international context is multiplied by a large number. (SCOTT, 2001)

But not only the Due Diligence process is challenging; companies also face economic
problems in the Post-Merger-Phase. The reasons for that can be found in a missing strategy,
but especially in ignoring qualitative facts, such as country specific parameters. As a
consequence, sometimes the whole transaction is completely cancelled.
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2 Mergers and acquisitions between Chinese and German companies

Chinas Mergers & Acquisition (M&A) activities in Germany broke all records in the year
2016. On the other end, German companies were less active in China. In the year 2016, only
eight acquisitions were noted. In China, most of the acquisitions are still taking place between
local companies, but a lot of German small- and medium-size companies have strengthened
their M&A activities in China. This tendency has been noticed by the German Chamber of
Commerce and confirmed by the Fiducia Management Consultants, which are mainly
representing German medium-size companies. (TIAN, 2016)

The main driver for that is development of the Chinese economy from the work bench of
the world to technology and quality driven companies, which are capable to compete with
national and international players considering the product and service quality. Due to the
higher competition, it becomes harder for international companies to reach their growth
targets in the market. Furthermore, Chinese companies have reached the next level of
transparency talking about Corporate Governance, Accounting and Compliance. (REUVID,
2011)

There are various reasons for growing interest in Chinese companies, but is the interest of
Chinese companies to be acquired by an international company growing as well?
Traditionally, Chinese companies have had easy access to capital if needed for investment and
expansion. Besides that, the growth potential in the local market has been big, which does not
make sale of a company more attractive. A change in that topic is based on the fact that
approximately 50 % of the Chinese GDP is generated out of family-owned medium-size
companies. Similar to the structure in Germany, a lot of them are struggling in finding a
successor. (REUVID & YONG, 2006)

Increasing international M&A activities in China can be noticed in the following areas.
On one hand, Business to Customer (B2C) markets are experiencing increasing purchasing
power of the Chinese middle class. On the other hand, Business to Business (B2B) markets
are driven by the “Made in China 2025” offense of the Chinese government, which is
strengthening the production of locally produced components and machinery.

The main drivers for German companies to force Chinese M&A are the following:
- Fast market growth

- Diversification

- Regulatory environment

- Vertical integration

Another beneficial situation for international M&As in China is that the regulations for
foreign investment have been adjusted in the last few years. An updated foreign investment
catalogue has reduced the number of restricted and prohibited activities by one third from 93
to 63. (TIAN, 2016)

There are several parameters which are giving the indication that the trend of
liberalization will continue. Foreign Direct Investments (FDI) did decrease in the first half of
2017 as the result of a shrinking cost advantage of China as a production site. Besides that,
the political pressure of other countries is increasing. They are claiming that M&A activities
also need to be possible in China and not only for Chinese companies abroad. (MORAN,
2007)

121



10" International Research Conference, Bratislava, April 25th, 2018

For international companies, it will be more interesting but also more important to
acquire Chinese companies due to the selective protectionism China is establishing with its
above-mentioned concept “Made in China 2025”. China is protecting industries by limiting
import. If international companies don’t want to lose their market share, they need to invest
in China. (TIAN, 2016)

Companies which want to invest in China need experience and discipline. They need to
be aware of the challenges and threats. Companies which are not familiar with the legal
situation, the market, the cultural differences and the processes within Chinese companies will
face serious struggle.

3 Quantitative challenges in the Due Diligence process

Even though there are lot of theories regarding Due Diligence available in literature, a
great number of company acquisitions has failed. Based on qualitative research, it can be
stated that this could have been avoided with a more integrated form of evaluation and
consideration of sustainability. The existing due diligence approaches are focused on the past
and the actual situation of a company. The sustainability and future orientation of the
company remain largely ignored. A concept of systematic analysis of a company with
inclusion of company-internal as well as sector-specific parameters is only conditionally
existent. Particular attention has to be paid to the future viability of the company, which
means that not only static assessment of the actual situation but also outlook on the company's
sustainable success potential is to be undertaken. (KEUPER, HAFNER & VON GLAHN,
20006)

By using the existing theories, on average, a total of 112 man-days are added for due
diligence. (DUE DILIGENCE IN PRACTICE, 2016) This is covering a lot of capacity within
the company, or external resources need to be used. During this period, in-depth examination
and, in particular, estimation of the future performance of the company to be acquired is just
impossible. While the internal resources are often limited, especially in small- and medium-
size companies, the external resources are often not familiar with the details of the industry.
To a large extent, problems arising as a result of acquisition of the company are due to errors
during the due diligence, which have arisen because of time constraints. In order to counter
this shortage of time, the approach to be taken into account is the existing data from different
areas of the company, which are procured in the context of due diligence, following a process
of a preparation system that covers all areas of the company. (KEUPER, HAFNER & VON
GLAHN, 2006)

4 Qualitative challenges during Due Diligence in China

There is a variety of qualitative reasons which are holding German companies back from
M&A activities in China. The reasons could be discovered based on a questionnaire discussed
with representatives of international companies doing or being interested in doing M&A in
China. The outcome will be explained in the following sub-chapters.

4.1 Cultural aspects

China has not maintained relationships with other countries for centuries. The culture and
the language are different from what foreign investors know from their home countries or
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M&As in other countries. For these reasons, a lot of flexibility and understanding from both
the Chinese and investors’ side is needed to make the process work. (TIAN, 2016)

The first big hurdle is finding a real decision maker in the organization and getting in
touch with this person to make the first contact. It is also important to send the right person
out of the own organization to show respect. The formalities need to be cherished to make
sure no one is losing their face. (REUVID & YONG, 2006)

The key word to overcome the cultural differences is the so-called “Guangxi”, the
Chinese word for relationship management. Once there is a relationship between the two
organizations, there is trust, and the probability of a successful transaction is increasing. The
hardest part is to establish this relationship, without having the background or at least a
partner walking one through. (MORAN, 2007)

4.2 Market

Every market is special, but China is unique. A sentence which sounds like a phrase but
can be explained by analyzing the different parameters impacting the market.

Still, a big challenge for companies which want to act in China is the competition. The
number of product piracy could be decreased in the last years because of stricter control and
follow-up on violations. Nevertheless, there is still a high probability that a company will face
competition based on the own technology and identical products in the market after a short
period of time. One big reason is that in China, copying is not classified as a bad habit; it is
more like a form of a compliment because only good products will be copied. (REUVID,
2011)

But not only the competition is unique; the customer behavior and requirements differ as
well, compared to the rest of the world. Product specification is distinctive to all the other
markets worldwide. One specific example is the automated packaging of products. (MORAN,
2007) While in all other markets, the speed of a machine and, therefore, the output is most
important, the Chinese market has really strong focus on the packaging quality, which
automatically decreases the speed, as quality and speed have a trade-off. Another big
difference is in the after-sales market. While in Europe and especially in North America, most
of the profit of manufacturing companies can be realized out of the after-sales business, there
is no appreciation for the service in China. Customers need to be convinced that after-sale
service is important and that it is not for free. (REUVID & YONG, 2006)

Demographic changes cause fast development of the market and changes in customer
requirements. The market and, therefore, requirements for the product are varying with high
speed, which is not known in other markets. (TIAN, 2016)

All the mentioned parameters lead to the fact that an individual business concept, or at
least adaption of the existing concept, is necessary to be successful in China.

4.3 Legal system

China has one of the oldest legislations in the world. In the last decades changes have
been made to adapt to the European and Anglo-American legislations. Nevertheless, there are
still lots of undefined aspects and the definition of circumstances is not clear enough due to
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the Chinese language. Statements from official authorities differ based on the interpretation of
a single person. This is why it is important to maintain a good relationship with official
governmental representatives. One challenge is that legal representatives change their location
every couple of years to avoid corruption. This causes the fact that negotiations then start all
over again. What was allowed yesterday might be forbidden tomorrow. (REUVID & YONG,
20006)

Another issue is that it is still part of the Chinese tradition to offer the so-called “Hong
Bao” - a red envelope containing money — to a business partner for the Chinese New Year.
During the last legislation period, the government increased awareness of corruption and even
exchanged more than 100.000 officials. But the expectation is traditional behavior and cannot
be changed in an instant. Consequent change management within the population and
companies is needed, but it obviously depends on the individual. As long as expectations of
the players are not matching, it automatically causes a challenge. (MORAN, 2007)

44 Employees and know-how transfer

The salary structure in China has a wide range. This depends on the kind of job as well as on
the location. While salaries are still on a lower level in the west of the country, salaries have
increased to a high level in the east of China. Competition within the labor market is
becoming stronger and stronger. (REUVID, 2011) The good infrastructure and development
of the country have made it attractive for national and international companies to base their
facilities there. Besides that, the Chinese government is strengthening urbanization. In 2012,
for the first time, more Chinese lived in cities than in the countryside. By 2020, the population
of greater Shanghai is planned to be bigger than 100.000.000. This makes the total labor
market increase, but not the number of qualified employees. In other words, there is a wide
range of different qualification levels within the pool of potential employees. The
urbanization has increased the living costs, which causes a strong increase in salaries. The
biggest challenge is the price-quality-ratio as the salaries increase faster than the qualification.
The educational system is also different from the western one, which automatically causes
problems within the companies. It is important to internally qualify the employees, knowing
that loyalty to the employer is lower compared to western countries. (REUVID &YONG,
20006)

4.5 Supply Chain Management (SCM)

If the purchasing power of a company is not big enough, there might be price
disadvantages, but also quality issues, while sourcing locally. International companies try to
solve this problem by importing critical parts from abroad. As China did create an import
certificate called China Compulsory Certificate (CCC) comparable to the Communauté
Européenne (CE), imports are restricted as well and especially electronic parts need to be
checked carefully. (ZHENG, 2017)

5 New M&A approach

If companies want to start M&A transactions in China, they need a concept which is
dealing with all the challenges and offering solutions to the mentioned encounters. One
possible solution will be introduced in the following text. It consists of two main ideas:
generating integrated company evaluation with a strong focus on the sustainability on one
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hand and consideration of the soft facts on the other hand. It shows that a proper solution
makes M&A in China more and more attractive.

5.1 Integrated Due Diligence

Usually, different parts of Due Diligence are done independently, without linking them to
each other. But a company is an integrated system, which leads to the fact that different Due
Diligences are also linked to each other and that the evaluation should be integrated as well.
In the following text, the integrated Due Diligence approach with a focus on sustainability
will be described more specifically.

Particular attention has to be paid to the future viability of the company, which means
that not only a static assessment of the actual situation is to be undertaken, but also an outlook
on the company's sustainable success potential. The driving factors of the company have to be
discovered. It needs to be considered that they differ depending on the country and the
cultural background. The openness, willingness and trust of the employees placed in it can
differ significantly. The new development deals with integration of the different levels and
holistic assessment. In other words, the different areas will be linked to each other, based on
the Balanced Scorecard Model of KAPLAN and NORTON. (KAPLAN & NORTON, 1997)

Hierarchy levels of the holistic assessment:

1. Finance

2. Commercial
3. Process

4. Employee

5. Technology

For all the dependencies between the different levels, key performance indicators need to
be defined to make the dependencies measurable. Benchmarks, which depend on the
individuality of the company either from the market or from the company, need to be taken
into account as well. (WINKLER, 2013)

A model for integrated due diligence process, which is assessed by all company
components regarding both the current situation and the future capability, can be represented
by the prevailing theories. A challenge can be seen in individual processes of a company and
various data quality. These must first be made comparable to the evaluation of the resulting
key figures. In the international environment, the challenge to create a common data base is
even bigger, due to legal differences, but once this goal is achieved with a structured
procedure, the created measures can be used in an efficient way to evaluate the company and
to make a decision about starting negotiations on merger and acquisition or to stop them at an
early stage.

5.2 Consideration of soft factors to avoid Post-Merger challenges

As a reaction to the known challenges while doing M&A in China and as a result of soft
facts and cultural aspects, it is important to have a strong focus on post-merger-activities. The
concept of the future structure of the company needs to be part of a contract to make sure that
the buying as well as the selling party do have the same understanding.

(a) Organization
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Within the Organization, the hierarchies need to be flat to keep administration and
overhead costs as low as possible. Processes of the acquirer need to be transparently
transferred to the selling entity. Furthermore, they need to be documented and accessible to all
the employees. The processes need to be adapted to local requirements where needed. It is
recommended to launch and use the company-wide ERP system after the setup of the
organizational structure including processes. Only with a consistent concept and an integrated
IT solution, the basis to use the existing synergies is given.

Afterwards, international M&A design software needs to be standardized to make sure
that all R&D departments worldwide can cooperate without any barrier. Components also
need to be standardized to avoid challenges, for example within the supply chain, as parts are
purchased globally. The whole supply chain usually offers a lot of room for challenges, but
also for synergies within the acquisition. The purchasing volume increases, which leads to
more negotiation power and, lastly, to better prices. There is better and easier access to
existing sources in Germany as well as in China. There is a long list of companies specialized
in series production in China, so additionally to M&A, cooperation with an external
manufacturer can be useful, as well as foundation of a purchasing association, to get better
pricing conditions and to assure better quality control.

(b) Human Resources

Solving the challenge of not having enough employees with sufficient qualification is not
easy and cannot be done with only one measure. It is important to establish a mix of methods.
One way is cooperation with the local education system to make sure that training of basic
requirements can be established within the curriculum of various institutions and that there is
easier access to future employees already during the time of their education. One possibility
is, for example, to organize and attend job fairs in educational institutions to get in touch with
students and offer them internships and the possibility of job shadowing. Besides that, it is
important to train employees within the company. Based on the company size, it is not always
possible for the company to establish a training center on its own. In that case, cooperation
with other manufacturing companies could be reasonable, to establish a shared training center
in China. Finding employees and keeping them in the company once they are qualified
enough is another challenge, especially for small- and medium-size companies. Therefore, it
is important to strengthen the employer branding and to strengthen the loyalty of the
employees. Awareness increase of the company can be reached through cooperation with
bigger organizations, such as the German Chamber of Commerce, for example, while
attending some of their numerous events, such as a job fair, a place where German companies
can attend to meet Chinese job seekers, who have a strong interest in working for a German
company and mostly even have a connection to Germany, for example through their
educational background. Within the company, another possibility is to establish annual
employee evaluation, which helps to lead the focus of the employees from being only
monetary driven to understanding that customized training, based on the evaluation, to
eliminate the weaknesses of the employee step by step, can be more valuable in the long run
than a pure increase in the salary in a short run. As another incentive, training and employee
exchange with the headquarters is recommended, as well as showing the employee
appreciation of the company and their value for the company.

(¢) Compliance

As a concrete measure against corruption, it is recommended to implement an internal
code of conduct, which makes the employees aware of the legal requirements and the
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internally set regulations. More and more important are compliance regulations and
implementation of a management system executing these policies.

(d) Customization of products based on the market requirements

For sustainable success, it is important to meet the requirements of the market. As
mentioned in Chapter Two, product specifications in China are quite unique and can differ
from the ones in the rest of the world. Furthermore, there is a fast change in the requirements
due to strongly increasing per head GDP. Due to these reasons, it is important to involve all
relevant company internal departments, such as sales and R&D, at an early stage of the
product development. While the sales department is the access to the market and needs to
deliver the specifications needed, it is the task of the R&D department to realize the desirable
specifications on time and with the quality required. The pricing concept needs to be adapted
based on the market price, but also according to individual customer expectations. The above-
mentioned price sensitivity for after sales products needs to be considered and an overall
pricing concept needs to be established.

6 Outlook for international M& A in China

M&A is always challenging, even more for small- and medium-size companies.
Evaluation of a company under consideration of the company’s relevant parameters is only
post-examination. Furthermore, it needs to be assured that the right parameters are chosen,
especially if the Due Diligence is done in collaboration with external partners. Once this can
be assured, the focus needs to be led to the sustainability of the transaction. In the
international environment, the challenges are increasing. The bigger the differences between
two countries, the bigger the challenge. In the specific example given, it could be shown that
especially because of the soft facts, such as the cultural aspect, the whole Due Diligence and
the M&A need to be processed with a high level of sensitivity.

It is the actual expectation of experts on both sides that the number of international M&A
activities in China will be constantly increasing over the next few years. Working with the
new concept of integrated Due Diligence, which fulfills internal requirements of the acquirer,
as well as requirements of the company to be acquired, can be a competitive advantage.
Considering the post-merger activities is another benefit as well. A structured and transparent
procedure helps to understand the parties to understand each other better. At the end, the
atmosphere during the due diligence process will be better as the parameters are clear and
understandable for everyone. This will help to increase the respect and reputation of the
potential buyer. As the rest of the market players will also receive this information out of the
market, this can be a competitive advantage of future sales, when companies are searching for
interested buyers. The market will take note of the innovative approach, which might even
cause interest of other companies in adapting to the model, which could even lead to a new
business model for the future.
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Omni-channel retailing a jeho vyuZitie pri poskytovani sluzieb
zakaznikom v podnikoch médneho odvetvia

Omni-channel retailing and its application in providing of consumer
services in the enterprises of fashion industry

Zlatica Papcova
Vysoka Skola manazmentu v Trencine/City University of Seattle programs

Anotacia:

Schopnost’ simultdnneho vyuzivania viacerych kandlov interakcie so zdékaznikmi predstavuje
dominantnt charakteristiku novodobého fenoménu znameho ako ,,omni-channel” retailing. Jeho
vyznam spociva v sprevadzani zdkaznika v priebehu celého nakupného procesu a podpore pozitivnej
zakaznickej skusenosti. Prispevok s vyuzitim systematiky a komparacie prezentuje dostupné definicie
apojmy ztejto oblasti. Zaroven poukazuje na vplyv koncepcie ,,omni-channel na spravanie
spotrebitela a jeho rozhodujucu ulohu v podnikoch médneho odvetvia, ktorého vyrobky dominuju
podla viacerych prieskumov medzi kategériami produktov najviac nakupovanymi prostrednictvom
nternetu.

Kracové slova: E-commerce, omni-channel, spotrebitel'ské spravanie, zdkaznicka skiisenost’.

Annotation:

The capability of the simultaneous use of several consumer-store interaction channels represents the
dominant feature of a modern phenomenon known as "omni-channel" retailing. Its importance lies in
accompanying the customer throughout the entire buying process and encouraging a positive customer
experience. A paper using systematics and comparison presents the definitions and terms of this area. It
also points to the impact of the omni-channel conception on consumer behaviour and its considerable
role in enterprises of fashion industry, whose products dominate, according to several surveys, amongst
the categories of products most purchased through the Internet.

Keywords: E-commerce, omni-channel, consumer behaviour, customer experience.

Nachédzame sa uprostred digitalnej revolucie, v dosledku ktorej sa I'udstvo ocitlo tvarou
v tvar akémusi kvantovému skoku vpred a ¢eli najhlbSiemu socialnemu prevratu vsetkych
dob. Digitdlnu éru moézeme charakterizovat' ako evolu¢ny trend vo vyvoji spolo¢nosti
(Krizan, 2009, s 50). Podl'a Tofflera ide o tretiu vinu technologického pokroku', ktora uz nie
je zalozena na vyrobe, ale na znalostiach a informdciach (Toffler, Tofflerova, 2001, s 15).
Digitalizacia, ktora podnietila rozvoj novych mozZnosti interakcie so zdkaznikmi, C¢i
narastajlca sila spotrebitelov spojend s informacnou revoltciou sa zapricinili o vznik novej
koncepcie zndmej ako ,,omni-channel”. Omni-channel nadvédzuje na dobre zavedeni multi-

! Doposial’ Pudstvo preslo dvoma velkymi vinami a kazd4 z nich do zna¢nej miery vymazala predoslé kultiry
alebo civilizacie a zmenili ich takym sposobom ako si tie, ktoré im predchadzali nevedeli ani len predstavit’:
- prvou bola agrarna revoliicia umoznujuca l'udstvu vytvorit’ skutocné civilizacie
- druhou zase priemyselna revolucia, vytvarajuca moderné, ,masové spolocnosti“ (Toffler,
Tofflerova, 2001, s 15).

129



10" International Research Conference, Bratislava, April 25th, 2018

kanélovu infrastruktaru, od ktorej sa odliSuje v schopnosti simultanneho vyuzivania vSetkych
dostupnych kanalov spajajucich podnik so zdkaznikom. Na zékaznicky orientované podniky,
ktoré vyuzivaju viaceré komunikacné a distribu¢né kanaly je v sicasnosti vyvijany silny tlak
v otazke lojality zédkaznikov a zvySovania ,,sudrznosti* zdkaznikov s ich znackou pomocou
pozitivnej zakaznickej skusenosti. Ako uvadza Friedlein (2014), dneSny zdkaznik je ,,omni-
channel kreatarou®. Je ¢oraz viac zavislym na inovaciach a interaktivnych technoldgiach, ¢i
uz pri ziskavani informécii alebo ich zdiel'ani. Ak chce byt podnik tspesny, musi spravne
identifikovat’ poziadavky a ocCakavania jednotlivych zakaznikov, drzat snimi krok
a neprestajne sledovat’ a ovplyvilovat’ tiroven ich skisenosti pozitivnym smerom.

Predkladana praca je rozdelend do troch cCasti. Prva sa zaoberd rozmachom digitdlnych
technologii a s nim spdtou novou érou nakupovania, ktord vytvorila priestor pre vznik
novodobého fenoménu znameho ako ,,omni-channel“. Poukazuje na jeho vyznam
v spotrebitelovom procese rozhodovania o ndkupe a pri podpore vynimocnej zékaznickej
sktisenosti. V druhej Casti sleduje Specifikd omni-channel v podmienkach podnikov modneho
odvetvia a zdoraznuje jeho dodlezitost’ pri dosahovani konkurenc¢nej vyhody. Zameriava sa
predovSetkym na inovativne technologie vytvarajice prienik medzi digitdlnym a fyzickym
prostredim, pomocou ktorého moézu zékaznici ucelene prechadzat medzi jednotlivymi
kontaktnymi bodmi spolocnosti a uskuto¢nit’ nakup v stilade s ich poziadavkami. Posladena
Cast’” pojednava o uplatneni koncepcie omni-channel pri poskytovani sluzieb zdkaznikom
v prisluSnom odvetvi a o potrebe hlbsSieho skiimania jednotlivych podnetov z online a offline
prostredia podiel’ajiicich sa na vytvarani zdkaznickej skuisenosti.

1 Nastup novej éry obchodovania a vznik koncepcie ,,omni-channel*

,Nie je dovod, pre¢o by niekto chcel mat’ doma pocitac” — Ken Olson, 1977 (in Jurecka
akol., 2013, s 80). Co rozumieme pod pojmom digitalny? Podla Chatfielda (2011, s. 3), na
rozdiel od analogovych sucasti tohto sveta, ma digitalny objekt podobu binarneho kodu, tzn.
je to nieco, ¢oho podoba je definovana postupnost'ou nul a jednotiek. Tento poznatok stoji za
najvyznamnejSimi spolo¢enskymi zmenami druhej polovice 20. a zaciatku 21. storocCia. Za
rozhodujicu vlastnost’ digitdlnych objektov mozno povazovat ich vzajomnu kompatibilitu
(t.j. po prvy krat v historii 'udstva mozno takmer donekonecna rozmnozovat’ a Sirit’ slova,
zvuky, obrazky ¢i mysSlienky, opét’ k nim pristupovat’, modifikovat’ ich a vytvarat’ nové). R.
W. Kroon (2014) definuje digitalizaciu ako proces konverzie analégového materidlu do
digitalnej formy. Hlavnymi prednostami takto ziskanych digitdlnych informécii su
predovsetkym rychlost’ a jednoduchost’ ich Sirenia a uchovévania.

Digitalna spoloc¢nost’ funguje na zéklade rozsiahlej fyzickej siete, resp. ,,infrastruktary*
spajajucej Coraz viac zariadeni po celom svete — internetu. PoCiatoCnym pouzivatelom
internetu, v rokoch 1970 a 1980, bolo prevazne technické publikum — vladne agentury,
akademicki vyskumnici a vedci. Moznost' komeréného vyuzitia internetu vSak vyvolavalo
Coraz vacsie oCakavania zo strany podnikatelov, ako aj investorov. V roku 1995 pouzivalo
internet stdle menej ako 1 % populdcie. Na prelome milénia uzZ malo pristup na internet
priblizne 416 miliénov T'udi (6,8 % svetove] populéacie), v roku 2016 to boli viac ako 3,4
miliardy, o predstavuje ndrast o 725 % (World Bank Group).
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Graf ¢. 1 Vyvoj podielu pouzivatelov internetu (% populdcie)
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Ku zmenam spojenym s rozsirovanim digitalnych technoldgii dochadza bezprecedentnou
rychlostou. S narastom pouzivatel'ov internetu je spojeny nastup novych médii — blogov,
socialnych sieti (napr. Facebook, Twitter) a inych web 2.0 aplikacii, ktoré jednotlivcom
umoziuju zdiel'at’ osobny zivot a skisenosti s okolitym svetom. Tym, Ze spotrebitelia maji na
dosah ruky viac informadcii, viac produktov zo vSetkych katov sveta a viac moznosti vyjadrit
svoju skusenost’ (¢i uz pozitivnu alebo negativnu), musia spolo¢nosti nachadzat’ sposoby, ako
udrziavat’ krok s ich narastajiicimi poziadavkami (Joyce, R. 2002). Digitalizdcia neprinasa
vyhody len samotnym spotrebitelom. Rovnako prinasa vyhody podnikom a to najmé tym, zZe
im umoziuje priblizit' sa zdkaznikom (bez ohl'adu na geografickli vzdialenost’) a dokladne
analyzovat’ ich spravanie — potreby, zelania, osobné postoje, nakupné spravanie, preferencie
¢i zvyklosti.

Obrazok ¢. 1 Prelomové udalosti spojené s nastupom novodobych digitalnych

technologii
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Zdroj: Europska komisia, 2017.

Na zaklade udajov Statistického uradu Eurdpskej unie/Eurostat (2018) patri k naj¢astej$im
on-line aktivitim na jej Uzemi posielanie a prijimanie e-mailov, ziskavanie informadcii
o tovaroch a sluzbach, vyuzivanie socidlnych sieti (vytvaranie uzivatel'skych profilov,
posielanie sprav a inych prispevkov na Facebooku, Twitteri, atd’.), ako aj Citanie online sprav,
novin a ¢asopisov &i hranie/stahovanie hier, po¢ivanie hudby alebo pozeranie videa. Coraz
viac populdcie vyuziva internet na on-line nakupovanie. Zna¢ny pocet tradicnych, ,,off-line*
zékaznikov sa tak nezastavitelnym tempom meni na ,,digitalnych zékaznikov*. Napriklad na
uzemi Slovenskej republiky rastol podiel obyvatel'stva nakupujuceho tovary a sluzby cez
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internet v rokoch 2002 az 2017 priemerne roc¢ne o 4,32%. Na zéklade extrapolacie ¢asového
radu, ktora predstavuje odhad hodnot premennej mimo sledovaného casového intervalu,
predpokladdme, ze vroku 2018 bude podiel obyvatel'ov nakupujucich cez internet 65%
a v roku 2019 bude podiel priblizne 70%. O zvySujuci sa podiel kazdodennych pouZivatel'ov
internetu a o zvySujuci sa podiel populacie nakupujucej tovary a sluzby cez internet sa do
znacnej miery zapri¢iituje rozmach mobilnych zariadeni (najmé smartfonov).

Graf ¢. 2 Podiel digitalnych zdakaznikov v SR v rokoch 2018 - 2019
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Vsetky operacie spojené s obchodovanim (nakup, predaj, podpora zdkaznickeho servisu)
pomocou internetu — elektronickej komunikacie, oznacuje pojem e-commerce alebo
elektronické obchodovanie. E-commerce napoméha vytvarat' vzt'ahy so zdkaznikmi, zvySuje
rychlost’ a efektivnost’ organizacie, znizuje néklady spojené s predajom, no poskytuje aj
vacsiu flexibilitu a jednoduchsi pristup na globalne trhy (Kotler, P., Armstrong, G., 2004,
s 142). Nastup elektronického obchodovania tak zasadne meni spdsob vedenia podnikov
a stava sa pdvodcom toho, ze trhové Struktiry po celom svete sa nezastavitel'ne transformuju.

Novodobé formy obchodovania vyust'ujice do viackanalového predaja

Internet sa zapricinil o vznik novych podnikov Specializovanych vylu¢ne na elektronické
obchodovanie, tzv. virtudlnych spolo¢nosti (angl. click-only retailers, pure-play retailers
alebo ,,dot-comy*). Mnoho takychto firiem bolo sprvoti, na konci 20. a zaciatku 21. storocia,
natenych bojovat’ s niz§im predajom, nez sa pdvodne predpokladalo. Akademici pripisuju
tento neuspech najmi opomenutiu zakladnych obchodnych metéod, ako napr. rozvoj
obchodnej stratégie, znacky, intelektualneho kapitalu a obchodnych procesov. Viacero Studii
sa zaroven sustredilo na preskiimanie oblasti, akymi su obavy zakaznikov o bezpec¢nost’,
naklady na dorucenie tovaru, problémy pri preprave, nedostatok dovery k prezentovanym
produktom ¢i spolocnosti, ktord produkty sprostredkuje (McCormick, H. et. al.,2014, s 51 —
55).

Obrazok ¢. 2 Novodobé formy obchodovania

Brick-and-mortar retailers

predavajuci > tradi¢néa obchodna siet’ €——> | spotrebitelia

Click-only retailers

predavajici ——> elektronické obchodovanie €&——> | spotrebitelia
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Click-and-mortar retailers

tradi¢na obchodna siet’

\ elektronické obchodovanie /

Zdroj: Kotler, Armstrong, 2004, s. 144.

V tom istom obdobi dochddza nie len k prenikaniu virtudlnych podnikov do sveta
obchodu, ale aj k rozsireniu hybridného pristupu, virtudlno-kamennych spolo¢nosti (angl.
click-and-mortar alebo brick-and-click) nadobudajucich vyhody zo sucasného posobenia
v online aj offline prostredi. Ide o tradi¢né, kamenné (,,tehlovo-maltové®, angl. brick-and-
mortar) predajne, ktoré pridali k svojej ¢innosti on-line marketing (Zary, 1., 2017).

predavajuci spotrebitelia

Spociatku si tradicni predajcovia neboli isti zaclenenim internetovych technolégii do
svojich obchodnych stratégii v obavach z kanibalizmu vlastného predaja. Neskor vSak zacali
experimentovat’ s online obchodmi v snahe porozumiet tomu, ako internet meni vzorce
spotrebitel'ského spravania. MnoZstvo tradicnych predajcov si vytvorilo webovu stranku
vyhradne k prezentacii fyzickych predajni na internete, na budovanie komunity, zdkaznicky
servis €1 poskytovanie informacii (map, otvaracich hodin, S$pecifickych pontk, napr.
informacii o zl'ave, novinkach a pod.) (Chatterjee, P., Basuroy, S. 2001, s 79). Po stroskotani
mnohych zacinajucich podnikov pdsobiacich vylu¢ne online sa zistilo, ze prave existencia
zavedene] znacky poskytuje v internetovom prostredi nenahraditeI'né vyhody prejavujuce sa
v lojalite zdkaznika a narastajicich ziskov. VicSina autorov sa zhoduje v tom, ze pristup
,click-and-mortar* je vo vécSine pripadov uspesnejsi nez pristup ,,click-only* (McCormick,
et. al. 2014).

Firmy tak v Coraz viac¢sej miere zacCinaji vyuzivat' na interakciu so zédkaznikmi nie jeden
(napr. kamennd predajila alebo internetova predajna), ale viacero kanalov. Hovorime o
koncepcii znamej ako ,multi-channel”“. Definicie viackandlového predaja (angl. multi-
channel retailig) alebo viackanalovej interakcie so zdkaznikom sa v odbornej literatire
odliSuji. Mdze ist’ o vel'mi jednoduché interpretacie, ako napriklad dostupnost’ predaja online
aj offline (McCormick, H., et. al.,2014, s 57). Alebo zlozitejSie interpretacie, podla ktorych sa
multi-kandlovy predaj sustredi na pouZivanie viac ako jedného kanala? konzistentnym
a koordinovanym spdsobom tak, aby mal zédkaznik k dispozicii mnozstvo kontaktnych bodov
a bodov, v ktorych moze iniciovat’ a uzavriet nakup produktu alebo sluzby (Chen, J.-S.,
Ching, R. K. H., Tsou, H.-T., 2009). Pod kontaktnym bodom (angl. touchpoint) rozumieme
vSetky komunikacné, I'udské a fyzické interakcie, ktoré zakaznik zaziva pocas celozivotného
vztahu so sluzbami organizacie — pocas svojej zakaznickej cesty. Patria sem napriklad ndkupy
zékaznika, kontakty zo strany predajcov/ poskytovatel'ov sluzieb, balenie produktov, zaru¢ny
servis, navstevy internetovych stranok, kontakt pomocou novych médii (socidlnych sieti,
blogov), prieskumy spokojnosti a i (Kotler, 2007, s 554).

2 Kanal (angl. channel) — predstavuje spdsob, akym je produkt poskytovany do miesta spotreby, zahrfiujlic
vsetky marketingové aktivity, ktoré vytvaraji hodnotu pre zdkaznika (Chen, J.-S., Ching, R.K.H., Tsou, H.-T.,
2009).
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Schéma ¢. 1 Vyvoj koncepcie multi-channel

Click-and- Multi-

Click-only mortar channel

Zdroj: McCormick, 2014, s 54

Vyznam viackanalovych modelov narastd zo spotrebitel'ského, ako aj obchodného
hl'adiska. Spotrebitelia maji moznost’ vol'by nie len spdsobu, ako spolupracovat’ s predajcom,
ale aj volby kanalu, ktory najviac vyhovuje ich preferenciam alebo aktudlnym potrebam
atypu interakcie (¢i uz napriklad vyhladdvanie informacii alebo rieSenie problémov).
Tradi¢ny obchod umozituje spotrebitelom dotykat’ sa a vysktsat si tovar, ziskat’ informacie
od vyskoleného persondlu, okamzite si tovar zaklpit' a spotrebovat. AvSak v porovnani
s nakupovanim v tradi¢nych predajniach, kde spotrebitelia musia prechadzat pri hl'adani
najlepSej ceny a/alebo hodnoty, t.j. produktu, ktory najviac vyhovuje ich potrebam, z jedného
a porovnavat ceny z pohodlia domova, ako aj oddialit' ¢as medzi ndkupom a spotrebou
(McCormick, H., et al., 2014, s 58). Zakaznici su sofistikovanej$i pri pouzivani jednotlivych
kanalov a oCakéavaju, Zze marketingové, predajné a servisné interakcie im poskytnu presne to,
o cheu, kedy to chet a s pouzitim pre nich tej najpohodInejsej metody. Uspesna integracia
viackanalového predaja by mala napriklad umoznit’ vyhladavat’ informacie o produktoch
v jednom kanali, nakupovat’ produkty prostrednictvom druhého kanala a nésledne prevziat
produkty tretim kanalom (napr. vyhl'addvanie online — nakupovanie v obchode; vyhl'adanie
online — nakupovanie online — vyzdvihnutie v obchode).

Synergia fyzickych a virtualnych kandlov zasadnym spdsobom ovplyviluje spravanie
spotrebitel'ov pri nadkupe a podniky sa musia dokladne zameriavat’ na ich koordinaciu.
Zakaznici sa totizto do velkej miery zaujimaji nie len o moznost volby medzi réznymi
predajnymi kandlmi, ale aj o prvky, ktoré im pri nakupovani asistuju (napriklad moZznost’
vyuzitia pristupu k mobilnému internetu v kamennom obchode na vyhladavanie informacii
o vyrobku a /alebo na porovnanie cien vyrobkov). Multi-channel tak otvéara priestor pre
poskytovanie roéznych sluzieb zdkaznikom odvijajicich sa od Specifik jednotlivych kanalov
a z moznosti viackanalovej interakcie medzi zdkaznikom a predajcom sa stava platforma pre
vytvorenie vyssej hodnoty pre zakaznika a zlepSenia zakaznickej skiisenosti.

Koncepcia ,,omni-channel“ a vytvaranie pozitivnej zakaznickej skiisenosti

Uz vroku 2000 sa Otto a Chung zaujimali o to, ako mozno skombinovat techniky
elektronického obchodovania s tradicnym, fyzickym predajom tak, aby sa zvysila celkova
hodnota nakupovania pre zdkaznika (McCormick, H., et. al., 2014, s 54).

Vyuzivanie multi-kanalového predaja, v ktorom st rozne kandly nakupu pouzivané
izolovane, uz viac v kontexte narastajucej konkurencie a neustadleho napredovania technoldgii

nie je dostacujuce. V dosledku zmien v modernom podnikatel'skom prostredi, evolucia
podnikania prinaSa novl koncepciu znamu ako ,,omni-channel retailing*.
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Schéma ¢. 2 Vyvoj koncepcie omni-channel

Click- Click Multi- Omni-
and-
only channel channel
mortar

Zdroj: McCormick, 2014, s 54

Latinské slovo ,,omnis“, ktoré v preklade znamena ,,vSetko®, ,kazdy“, ,,univerzalny*,
vuvedenom termine poukazuje na zjednotenie cesty zakaznika naprie¢ viackandlovou
interakciou. Mozno ho preto povazovat’ za akési povznesenie zavedeného multi-kanalového
konceptu, ktoré moéze pre podnik predstavovat vyznamni konkurenéni vyhodu. Narast
predaja v existujucich on-line kanaloch, ako aj postupné prechddzanie obchodnikov na e-
commerce, sa totizto zapriinuji o to, ze podiel on-line predaja sa celosvetovo zvysuje.
Bodhaniho vyskum (in McCormick, H. et. al., 2014) pritom indikuje, ze omni-channel
spotrebitelia mozu byt ochotni zaplatit’ az o 20 percent viac nez ich viackandlovy naprotivok.

Tabulka ¢ 1 Omni-channel vs. Multi-channel

Multi-channel Omni-channel

Koncepcia Vyuzivanie viacerych, vzajomne | Integracia vSetkych rozpriahnutych
oddelenych kanalov kanalov interakcie
Urovei integracie | Ziadna Uplna
Rozsah Predajné kanaly: kamenny obchod, | Predajné kanaly: kamenny obchod,
webové stranky a mobilné zariadenia | webové stranky a mobilné zariadenia
(inteligentné telefony, tablety) (inteligentné telefony, tablety, aplikécie)
Socidlne média
Zakaznicke kontaktné body
Ciele Individualne ciele jednotlivych kanalov | VSetky kandly pracuju spolocne s cielom

(vyska predaja prostrednictvom urcitého
kanala, skusenost’ pri vyuziti urcitého
kanala )

poskytnit holisticka zékaznicku

skusenost’

Stratégia riadenia

Odlisna stratégia riadenia kanalov - kazdy
kanal je riadeny samostatne, izolovane

Jednotna stratégia riadenia kanalov

Nie je mozné ovladat’ integraciu vSetkych | Ovladanie 1plnej integracie vsetkych
kanalov kanalov
Riadenie kanalov a kontaktnych bodov je | Synergické riadenie kanalov
zamerané na optimalizaciu skusenosti | a kontaktnych  bodov ~ zamerané na
s kazdym z nich samostatne optimalizaciu holistického zazitku
Vnimand interakcia so znackou

Zakaznik Nie je moznost aktivovat vzajomnu | Je mozna Gplnd interakcia
interakciu medzi kanalmi
Paralelné vyuzivanie kanalov, kanaly st | Simultanne vyuZzivanie kanalov, ktoré su
sustredené smerom k zékaznikovi sustredené okolo zakaznika

Predajny personal | Spravanie predajného  persondlu sa | Prispdsobenie  spravania  pouZzivanim
neprisposobuje odlisnych argumentov v zavislosti od

potrieb  a znalosti

zakaznika

produktu  kazdého
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Zdroj: Mosquera, A., Pascual, C.O., Ayensa, E.J. 2017 a Verhoef, P.C., Kannan, P.K.. Inman,
JJ., 2015.

Pri viackanalovom pristupe spolo¢nost’ pouziva na interakciu so zdkaznikom roézne kanaly,
pricom kazdy z nich je riadeny samostatne s odliSnou stratégiou — jednotlivé kanaly nie su
vzajomne integrované. Omni-channel sa sustred’uje okolo zdkaznika a zabezpecuje, aby
mohol jednoducho a ucelene prechadzat’ medzi jednotlivymi kontaktnymi bodmi spolo¢nosti
a uskuto¢nit’ jediny ndkup. VSetky kanaly su pre spotrebitela dostupné a st vzajomne
prepojené vid’ Obrazok ¢. 3.

Obrazok ¢. 3 Postavenie zakaznika v multi- a omni-kandlovom pristupe.

Multichannel Omnichannel

Smarfon

Zakaznik Kamenny
obchod (7}

Socialne
o siete

Kamenny Web Smartfén Telefon

obchod Web Telefon

Zdroj: Paccard, 2017.

Podl'a C. Lazarisa a A. Vrechopolousa (2014, s 1) je prave schopnost’ simultanneho
vyuzivania vSetkych dostupnych interakénych kanalov medzi zékaznikom a predajcom
dominantnou charakteristikou fenoménu omni-channel, ktory, ako dalej uvadzaju,
bezprostredne nadvizuje na dobre zavedent multi-kandlovu infrastrukturu.

Prvy krat sa s pojmom omni-channel stretdvame v spravach vyskumnej jednotky Global
Retail Insights spolo¢nosti IDC, kde Parker a Hand (2009) a Oris a Casoli (2009)
zaznamenavaju, ze ,omnichannel spotrebitel* je dalSim vyvojovym Stadiom multi-
kanalového spotrebitel’a, ktory namiesto paralelného vyzivania kanalov, pouziva kanaly
simultanne. Od tej doby pojem ziskava zvySenu pozornost’ akademickej obce ako aj praktikov
zroznych odvetvi. Prvé definicie omni-kandlového pristupu v akademickej literature
charakterizuji pojem ako: ,,integrovanu sktisenost’ s predajom, ktora spaja vyhody fyzickych
obchodov s online skiisenost'ou bohatou na informacie” (Rigby, 2011, s 4). Téato definicia
bola zovSeobecnend tak, aby nezahfiiala len sucasné vyuZzivanie kandlov, ale najma
skusenosti, ktoré vychadzaji zich integrovanej kombinacie. Znamend to, Ze predajcovia
musia vidiet' vSetky svoje kanaly ako jednotnu, celistvli operaciu. Karmel J.P. a Key M.
(2011) uvadzaju, ze skutocnd omni-channel sktsenost’ by mala zodpovedat tuzbe sluzit
zékaznikovi kedykol'vek a kdekol'vek si chce tovar kupit’ (popripade tovar vratit’). Zaclenenie
omni-channel do podnikovej stratégie musi pritom koreSpondovat’ s individualitou
podnikania. Na ur¢enie toho, ktoré kanaly najlepSie vyhovuji nuansam konkrétneho podniku
a odvetvia, v ktorom podnik pdsobi, je potrebné skumat prilezitosti, ktoré kazdy kanal,
resp. kombinacia kanalov ponuka zakaznikom ato, ¢o ovplyviluje mieru ich spokojnosti
(Chen, J.-S., Ching, R.K.H., Tsou, H.-T., 2009).

Pochopenie zakaznickej sktisenosti a procesu rozhodovania zakaznika o kupe je pre firmy
nesmierne doblezité. V stcasnosti maju zdkaznici tendenciu vyuzivat pocas svojej nakupnej
cesty rozne kanaly a r6zne kontaktné body — ¢i uz uvazujeme o faze uvedomenia si potreby,
vyhladavania informécii, hodnotenia alternativ, rozhodovania o ndkupe alebo o faze
zhodnotenia nakupu, resp. spravania sa po nakupe. Ich pouzitie sa neuskutociiuje v ziadnom
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konkrétnom chronologickom poradi. Zakaznici aj napriek tomu pozaduju integrovany zazitok
a to bez ohl'adu na to, akil kombinaciu kanalov si vyberu.

Obrazok ¢. 4 Nakupna cesta zakaznika v podmienkach omni-channel

Uvedomenie
potreby .Ziskava’ni_e’: Hodnoterrlie > Rozhodnutie o nikupe | >Sprévanie po
(poznanie informacii alternativ nakupe
problému)
Néavsteva
kamennej
Marketingove predajne pre Porovnavanie
podnety ziskanie v obchodoch Odnesenie
informacii Kupa domov
' .. WoM,
Online, TV, Porovnavanie v predajni e-WoM
e-mail, tlac, Ziskavanie online (PC) Dorucenie
reklama informacii = || Kupa online tovaru L
online (PC) Porovnévanie (PC) Xrateél o
WoM, e- v mobilom Vyzdvihnutie || mbaed OV
WoM Ziskavanie zariadeni Kupa v obchode . .
(socidlne informéacii na (mobilnom pomocou Ziskanie vs.
média) mobilnom telefone, mobilného Dorucenic do || Stratenme
zariadeni tablete) zariadenia najblizsej zakaznikov
Osobné predajne
faktory WoM, e-
WoM,
ziadost’ o
informacie

Zdroj: Lu, 2017, s 12.

Ako uvadza G. Cook (2014, s. 262), jednotlivi zdkaznici nepremyslaju o kanaloch.
Nepremyslaja ani o tom, ¢i sa spolocnost’ sustredi na multi- alebo omnikanalovy predaj.
Vsetko, oo sa zakaznici skuto¢ne zaujimaji je nachddzanie odpovede na ich aktudlne
potreby a tuzby spdsobom, ktory je nalezity, poskytuje im poteSenie a pontka adekvatnu
hodnotu v porovnani s vynaloZenymi nakladmi a vyuzitym ¢asom. Omni-channel zdkaznici
vykazuju proti tradicnym zakaznikom odlisné vzorce spravania. V priemere vynakladaji viac
penazi (Venkatesan, V., Kumar, Revishanker, 2007) a nakupuju Castejsie ako bezni zdkaznici
(Kumar, V., Venkatesan, R., 2005). St viac informovani, pouZzivaji rézne technologie a maja
vdcSie naroky na predajcov. Na strane druhej, v pripade, Ze najdu spolo¢nost, ktord im
ponuka taku sktsenost’ ako pozaduju, stdvaji sa voci nej velmi lojalni (samozrejme za
predpokladu, Ze tato skusenost’ zostane nezmenend). Obsluhovanie omni-channel zakaznika
vyzaduje od predajcov, aby pouzivali inteligentné¢ technoldgie, v dosledku ¢oho budu
informécie a data dostupné nie len zdkaznikovi, ale aj zamestnancom obsluhujucich tychto
zékaznikov. Vybudovanie efektivneho a i¢inného omni-kanalu tak vedie k viacerym vyzvam.
Déraz sa pritom kladie najmé na zlepSovanie zakaznickej sktisenosti (Cook, G., 2014, s. 262).

Shaw a Ivens (2002) definuju zakaznicku skusenost’ (angl. customer experience, CX) ako
interakciu medzi zékaznikom a organizéciou, ktora predstavuje spojenie fyzickej vykonnosti
organizacie a pocitov a emdcii spotrebitel'ov vo vSetkych momentoch vzajomného kontaktu.
Podl'a Meyera and Schwagera (2007) ide o vnutornu alebo osobnli odpoved’ spotrebitel’a,
ktora mdze byt priamo alebo nepriamo spojend s konkrétnu spolo¢nostou. Schmitt, Brakus
a Zarantonello (2015) naznacuju, ze kazdd sluzba poskytnutd spolo¢nostou vedie

137



10" International Research Conference, Bratislava, April 25th, 2018

k zékaznickej sktisenosti, bez ohl'adu na jej charakter a formu. V roku 2016, Lemon K. N.
a Verhoefa P. C. (2016, s 71) uvadzajt, Ze skusenosti zakaznikov st multidimenzionalnym
konstruktom, ktory sa zameriava na kognitivne, emociondlne, behaviordlne, senzorické
a socidlne reakcie zadkaznika na ponuku spolo¢nosti v priebehu trvania celej jeho nakupnej
cesty.

Zijeme v zékaznicky orientovanom podnikatel'skom prostredi, v ktorom predajcovia
nemdzu pasivne stat’ a dufat, ze sa ich produkt dostane k spravnemu zakaznikovi. Pri riadeni
zékaznickej sktisenosti je potrebné klast’ doraz na suhrn skusenosti na kontaktnych bodoch
spoloc¢nosti cez vSetky dostupné kandly a snazit’ sa o rozvoj lojalneho a dlhodobého vztahu so
zékaznikom.

2 Zjednotenie cesty ,,omni-channel“ zakaznika v procese rozhodovania o nakupe
produktov modneho odvetvia

Trh modneho odvetvia pozostavajici z vel'kého poctu podnikov a znaciek roz¢lenenych do
roznych segmentov (podla druhu vyrobku, typu kupujuceho, vyrobného procesu ai.), sa
v priebehu poslednych niekol'’ko rokov dramaticky zmenil. Vyzvou pre vSetky podniky, ktoré
v iom podsobia, sa stalo prepojenie online a offline kanalov, skracovanie zZivotnych cyklov
(rychle uvadzanie novych produktovych radov audrziavanie existujucich radov stéle
ziadanymi, tym Ze budl nepretrzite poOsobit novym asviezim dojmom) a intenzivna
orientacia na zakaznika. Mnoho podnikov posobiacich v tomto odvetvi si zacalo uvedomovat’
potrebu kracat’ ruka v ruke s inovéaciami a zaCalo hladiet na digitdlne technoldgie, ako na
prilezitost’ prilakat’ viac zakaznikov do svojich obchodov, optimalizovat’ distribuciu, alebo
zvysit' ,,sudrznost™ zdkaznikov so znackou a ich lojalitu. V snahe pokracovat’ v tomto trende,
hl'adaju podniky aj nad’alej moznosti pre investicie v rdmci rozsirovania svojej viackanalovej
ponuky a novych kontaktnych bodov umoziujicich dokonalejsiu interakciu so zdkaznikmi
(McCormick, H., et. al., 2014, s 58). Do popredia sa dostdva zabezpeCovanie inovativnych
nastrojov, ktoré napomdhaju uspokojit' vSetky poziadavky a ocCakavanie zdkaznikov
a ovplyviiuju pozitivnu zakaznicku skusenost’.

Pri nédkupe hedonickych produktov, ku ktorym patri aj mdda, sa u zdkaznikov predpoklada
navSteva kamennej predajne z dovodu vychutnania si atmosféry a zazitku znéakupu.
Spotrebitel' vstupujuci do predajne je vSak v podmienkach omni-channel ovela viac
pripraveny — pozna jednotlivé vyrobky, ktoré chce fyzicky vidiet, ma predstavu o tom, kol'ko
je ochotny za ne zaplatit. Zaroven oCakava, ze zamestnanec, ktory ho bude obsluhovat’ vie
viac ako on a bude schopny pomoct’ mu urobit’ kone¢né rozhodnutie. Asistenti ndkupu sa tak
dostavajii do naroc¢nej pozicie: v predajni maju vystavené stovky neustdle sa obmienajicich
produktov, ktoré¢ by mali, podl'a oakavani zdkaznika, dokladne poznat, kym zakaznik ma
pred o¢ami len jeden alebo par konkrétnych produktov, o ktoré prejavil zdujem a zaroven
disponuje kvantom informacii dostupnych pomocou svojich ,koncekov prstov . Aby
spoloc¢nosti predisli nespokojnym zdkaznikom a poskytli im pozadovany zazitok, v Coraz
vac¢se] miere sa sustred’'uju na zabudovavanie digitdlnych prvkov do fyzického prostredia —
tradi¢nej predajne. Ide o tzv. smart-in-store technolégie a patria k nim:

e Digitalne tabule — Digitadlne tabule su velké (viac ako 30 palcové) ploché monitory

s nepretrzitou reklamnou slu¢kou ainformaénym materidlom. Ich obsah je mozné

v realnom Case upravit tak, aby sa pre vybrané publikum zobrazovali cielené spravy.

V kombinacii s videokamerami ¢iinymi technologiami moézu predajcovia sledovat

spravanie a reakcie zdkaznikov na reklamu, cielené informacie ¢i ponuku zobrazovan( na

monitoroch (Burke, R. R. 2009).
¢ Free in-store Wifi — Bezplatné internetové pripojenie umoziuje zakaznikom pouZzivat

mobilnt aplikaciu predajcu v kamennej predajni na vyhladdvanie produktov, pristup
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k vernostnym programom, kuponom apod. Niektori predajcovia maji v predajniach
umiestnené tzv. bluetooth beacon zariadenia, ktoré detekuju kupujuceho a automaticky
s nim komunikuji prostrednictvom prisposobenych sprav odosielanych na jeho mobilné
zariadenie (spravy pripominaji zakaznikovi oblibené produkty prezerané v mobilnom
zariadeni, nazbierané body z predchédzajicich nakupov, tzv. ,kicks®, Specidlne ponuky
ai) (El Azhari J., Bennett, D., 2015). Beacons zhromazd’uju udaje o zdkaznikoch a podla
Milesa S. (2014) st premostenim medzi fyzickym prostredim a digitdlnou skisenost’ou.
Mobilné aplikacie — Mobiln¢ aplikécie sa usiluju o participaciu navstevnikov, ziskavaji
udaje, spatnu vdzbu a aj nepriame objedndvky ¢i registracie. AvSak boli vyvinuté skor
preto, aby obohatili zakaznicku skusenost’ pri nakupovani, nez aby sa stali samostatnym
predajnym kandlom. Na trhu existuju tisicky aplikacii, ktoré¢ dokazu skenovat Ciarové
kédy, ponukat zakaznicke recenzie a porovnavat ceny. Predajcovia preto musia byt
inovativni a vyvijat’ aplikacie, ktoré poskytni pridavné benefity, cenné informadcie,
podporia ndkupné rozhodnutie azvySia rozpoznanie znacky (angl. recognition)
(McCormick, H., et. al., 2014).

GPS systémy — VzhI'adom k tomu, Ze vi¢Sina mobilnych zariadeni ma v sebe zabudovany
systém GPS, existuje vel'ky potencial pre sluzby zaloZzené na lokalizacii (angl. local-based
services, LBS) (McCormick, H.,et. al., 2014, s 71). Tieto technologie umoznuji rozpoznat,
kde sa zakaznik v obchode pohybuje a v spojeni s mobilnou aplikdciou ho mézu upozornit’
na zaujimavé cenové ponuky, poslat’ zlavovy kupon na tovar, pred ktorym stoji, alebo ho
navigovat’ k produktu, ktory hl'ada.

Systémy RFID (angl. Radio Frequency I[Dentification) — Pojem RFID, radiofrekvencna
identifikacia, zahffia mnoho technoldgii vyuZzivajucich na komunikaciu rdzne frekvencie,
protokoly a jazyky. Tovar, ktory je vybaveny RFID ¢ipom (bud’ vo forme jednorazovej
nalepky alebo ¢ipu), ma v paméti ulozené zékladné informacie o danom odeve (velkost’,
strih, farba, spdsob prania a pod). Staci k nemu priblizit mobilné zariadenie, ktoré nacita
potrebné udaje a cez mobilnu siet’ alebo Wifi sa pripoji na prislusni webovu stranku
obsahujucu podrobnosti o danom vyrobku (Hospodarske noviny, 2006). Syst¢émy RFID
pomahaji zdkaznikom, no st mimoriadne osozné predovSetkym pre predajcov pri
zlepSovani sluzieb zdkaznikom (Hardgrave, B., 2012).

QR kédy — Dalsim spdsobom, ktory umoziuje predajcom vyuzit integraciu online
a offline komunikdcie s pouzitim mobilnych zariadeni si QR kédy (angl. quick response).
QR kody, podobne ako ciarové kody, su strojom Citatené optické Stitky poskytujice
informéciu o tom, k ¢omu su pripojené. V sucasnosti si vyuzivané prakticky kdekol'vek
a na cokol'vek, uzivatelia vSak musia mat’ na svojom zariadeni stiahnuty dekodér QR. QR
kédy sa vécSinou pouzivaju vtedy, ked’ informacie alebo sluzby, nemoézu byt” poskytnuté
rychlejSie a pohodlnejSie, ak poskytuji jedine¢nt sluzbu alebo vyznamny dévod na ich
skenovanie (ako su napriklad zaujimavé, uzitocné informdcie alebo informacie, ktoré
prinasaju zakaznikovi usporu penazi).

Samoobsluzna technolégia (angl. Self-service technology, SST) — SST sa vztahuje na
technologické rozhranie, ktoré umoznuje poskytovat zakaznikom sluzby, ktoré st
nezavislé od priameho zapojenia zamestnancov. NajCastejSie sa pouzivaju verejne
pristupné pocitace s dotykovym obrazovkami (El Azhari J., Bennett, D., 2015).
Interaktivne steny — Interaktivne steny, ktoré su Castokrat v zivotnej velkosti, umoziuji
zédkaznikom prezerat si produkty v kamennej predajni pomocou virtualnej prehliadky,
poskytuju pristup k informacidm o produktoch a recenziam. Niektoré steny st dotykovymi
obrazovkami, iné reaguju na pohyb a gesta.
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Interaktivne prostredie v podobe réznych digitalnych inStalacii vo fyzickych predajniach
zahriiuje zakaznikov inovaciou a neobmedzenymi moznostami plnymi prekvapenia a radosti.
Pomocou Sikovnych aplikécii sa podporuje afinita znacky, ako aj emociondlne prepojenie.

Aj napriek tomu, ze ide o produkty, pri ktorych sa vyzaduje vysokd miera zapojenia
zmyslov — spotrebitelia ziskavaju vicSinu informacii o produktoch modneho odvetvia
prostrednictvom zraku a hmatu a nedostatok vizudlnej predstavy ¢i dotyku charakteristicky
pre online predaj vedie stale k velkému vnimanému riziku — na zaklade vysledkov viacerych
prieskumov patria produkty médneho odvetvia do kategorie produktov najviac nakupovanych
prostrednictvom internetu (McCormick, H., et. al., 2014, s 75). Vzhl'adom k rasticemu poctu
spotrebitelov, ktori sa zaujimaji o online nakupovanie moédy, zacali vznikat inovativne
rieSenia v oblasti digitdlneho stvarnenia modnych predmetov umoziujicich prekonavat
hranice fyzického sveta a sveta virtudlneho. Kym prezentacia objektov pomocou statickych
obrazkov (v PC, katalégu) pomaha pochopit’ podstatu objektu, zariadenia s dotykovou
obrazovkou umoziuji spotrebitel’om priamo manipulovat’ s objektami na obrazovke, ¢im sa
prezentacia mody mimo fyzickych predajni stdva ovela ,,bohatSia“ a intuitivnej$ia nez tomu
bolo kedykol'vek predtym. Nové pokroky v oblasti technoldgie v e-commerce a mobilnom
obchodovani (m-commerce) vyuzivaju prave funkénost’ dotykovej obrazovky ako prostriedku
na zniZenie fyzicko-digitadlnej priepasti medzi nékupnou skusenostou v online a offline
prostredi. V Coraz vicSej miere tak vznikaji tzv. technoldgie interaktivneho obrazu,
pomocou ktorych sa nakupovanie cez internet stava pre spotrebitelov dostupnejsie
a hmatatel'nejSie. Ich hlavnym prinosom je zvySenie hedonickej hodnoty procesu nakupovania
a znizenie vnimané¢ho rizika tym, Ze sa prekonava relativne zmyslové ochudobnenie
v porovnani s nakupom vo fyzickom obchode. Patria sem:
¢ Online skusobné kabinky — Existuje niekol’ko typov virtualnych sktiSobnych technologii.

Prva znich vyuziva tzv. parametrické avatary, ktoré vznikaju tak, Ze spotrebitel’ zada

do aplikacie pozadované udaje (vek, vySku, hmotnost, miery, typ postavy a pod). Na

zéklade zadanych udajov sa vytvori virtudlna postava, ktord napomaha spotrebitelovi
vybrat’ si spravnu velkost'.

e Virtualne zrkadla a body scanning technolégie — Virtualne zrkadld umoziuja
zékaznikom vyskusSat’ si obleCenie prostrednictvom 3D systémov skenovania tela a tvare.
Téato technologia rozSirenej reality najprv naskenuje postavu a vygeneruje jej virtudlny
model. Na fiom identifikuje tvar ajej jednotlivé Casti. Nasledne na model prenasa
zakaznikom zvolené Saty. Zakaznik sa moze vidiet zo vSetkych uhlov a pohybovat’ sa aj
s obleCenim v redlnom case (Vozkova, K, 2018). Vdaka tomu, ze tato technoldgia je
k dispozicii ako mobilnad aplikidcia je mozné zdielat obrazky na socidlnych sietach
a rozhodnut’ sa o kape produktu spolu s priatel'mi (El Azhari J., Bennett, D., 2015).

e Scrunch technoldgie — Scrunch technoldgie poskytuji zdkaznikom prostrednictvom videa
aanimacie na dotykovom displeji moznost zaobchadzat a vyhodnocovat objekt
prirodzenym a vel'mi autentickym spdsobom. Zakaznik vd’aka nim moze vidiet ako sa
material sprava pri dotyku alebo pocut’ jeho zvuk (McCormick, H., et. al., 2014, s 75).

Vdaka tymto technoldgidm je mozné znizit' pocet vratenych tovarov, zvysit konverzie
(pocet realizovanych nakupov), no predovsetkym zvysit’ hodnotu pre zakaznika.

3 Uplatnenie koncepcie omni-channel pri poskytovani sluzieb zakaznikom
v podnikoch médneho odvetvia

Technologicky pokrok a zacdlenenie inovativnych rieSeni do vzt'ahu medzi podnikom a
zakaznikom sa stavaji rozhodujicimi faktormi pri vytvarani ucelenej, jednotnej zédkaznickej
sktsenosti. Vd’aka nim zlucenie online obsahu a offline senzorickej skiisenosti umoziuje
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podnikom posobiacim v modnom odvetvi poskytnut’ svojim zakaznikom to ,,najlepSie
z dvoch svetov®.

Vyuzitie koncepcie omni-channel pri poskytovani sluzieb zakaznikom na jednej strane
zlepSuje spotrebitel'sky komfort a zazitok znakupovania, na strane druhej poskytuje
podnikom nenahraditel'ni konkurenénti vyhodu potrebntl na dosiahnutie vacsich ziskov tym,
ze pomaha vytvarat' a udrziavat’ vztahy so zakaznikmi, podporuje zdiel'anie informécii a
rozpoznanie znacky v stcasnom superkonkurencnom prostredi. Prdve vynimocna uroven
sluzieb poskytovand organizaciou je jednym zhlavnych determinantov vynikajucej
zakaznickej sktisenosti a lojality zdkaznikov.

Na vybudovanie lojalneho a dlhodobého vzt'ahu so zdkaznikom sa pouzivaji r6zne modely
CRM (Customer Relationship Management) - modely manazmentu vztahov so zakaznikmi,
ktoré hladaju cesty na uspokojenie potrieb existujucich ako aj potencidlnych zakaznikov,
aich dalsi stupen, modely CXM (Customer Experience Management) — zaoberajiice sa
konkrétnymi interakciami so zdkaznikom a suhrnom vSetkych skusenosti, ktoré zakaznik
nadobudne cez vSetky dostupné komunikacné kanaly (snazia sa o vybudovanie lojalneho
a dlhodobého vztahu so zdkaznikom) (Develor). Vzhladom ktomu, Ze je nedostatok
vyskumov zameranych na analyzu vplyvu koncepcie omni-channel na proces rozhodovania o
nakupe, je potrebné sustredit’ pozornost’ na preskiimanie toho, ako sa Specifické podnety z
online a offline prostredia podiel'aju na vytvarani zédkaznickej skiisenosti a to, ako jednotlivé
sktisenosti ovplyviuju spotrebitel'ské spravanie. Tieto poznatky mézu byt nasledne vyuzité
pri vytvarani i¢innych modelov CRM a CXM.

Zaver

Podnikatel'ské prostredie sa od néastupu nového milénia dramaticky meni. Technologicky
pokrok, zavedenie online kanéla, ako aj nastup novych kontaktnych bodov dali interakcidm
medzi zakaznikom a predajcom novy rozmer. Pouzivanie viacerych kanalov a kontaktnych
bodov sa zacalo prejavovat’ v zmenach vo vzorcoch spotrebitel'ského spravania a viedlo k
pouzivaniu zlozitejSich ndkupnych ciest. Zatial’ ¢o na zaciatku 21. storocia bol presadzovany
viackanalovy predaj, postupne si podniky zacali osvojovat novll koncepciu oznacovanu
pojmom ,,omni-channel“. T4 umoznila zakaznikom jednoducho a ucelene prechadzat’ medzi
jednotlivymi kontaktnymi bodmi spoloc¢nosti a uskuto¢nit’ jediny nakup.

Vdaka svojim vyhodam sa omni-channel, v porovnani s paralelnym vyuZzivanim
dostupnych kandlov charakteristickym pre multi-channel, stdva cestou vpred pre vsetky
podniky, ktoré sa usiluji uspokojit’ zdkaznikov majucich stale vicSie naroky. Aj napriek
tomu, Ze rozni zdékaznici ocefluju jednotlivé casti nakupnej skuasenosti odlisne,
predpokladame, ze vicsina z nich bude vo svojom procese rozhodovania o nakupe vyzadovat
prave dokonalll integraciu digitdlneho a fyzického prostredia (sice digitdlne prvky
v tradi¢nom prostredi zac¢inaju byt povaZzované za samozrejmost’, spotrebitelia stale pocituju,
resp. opat’ zac¢inaji pocitovat’ urcitu potrebu fyzického sveta). Omni-channel poskytuje Sirsi
pohlad na dostupné kanaly ato, ako sa jednotlivi spotrebitelia pohybuji v procese
vyhl'addvania produktov a ndkupu a ako su ovplyvilovani jednotlivymi jeho zlozkami. Tymto
sposobom umoziuje podnikom vyuZzivat existujuce aktiva ovela efektivnejSie, vyuzit
prilezitosti z nich vyplyvajice a ziskat' tak konkuren¢nt vyhodu v porovnani s ostatnymi
podnikmi posobiacimi v prisluSnom odvetvi, resp. segmente trhu. Je vSak potrebné
identifikovat’ oblasti, ktoré sa mdézu stat’ zdrojom najvicsieho rastu v celkovej spokojnosti
a lojalite zdkaznikov a nasledné formulovat’ zrozumitel'né opatrenia, ktoré umoznia znacke
rast. Rovnako je dolezité zapojit’ kreativne myslenie a poskytnit’ zakaznikom nové rieSenia
zvy$ujiice hodnotu z nakupovania. Ci uZ ide o zvysenie ponuky inovativnych digitalnych
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technologii, ktoré odstranuji alebo zmieriiuju pomyselné rizika elektronického nakupovania
alebo naopak technologie umociujuce zazitok z nakupovania v kamennych predajniach.

Mgr. Zlatica Papcova

Vysoka skola manazmentu v Tren¢ine/City University of Seattle programs
Panonska cesta 17, 951 04 Bratislava, Slovakia

E-mail: zlatica.gunisova@vsm-student.sk

Zoznam pouZzitej literatary

BURKE, R. R. 2009. Behavioral Effects of Digital Signage. In Journal of Advertising
Research, 49 (2), pp. 180-185.

CHEN, J.-S. — CHING, R.K.H. — TSOU, H.-T. 2009. The effect of multi-channel store image
in purchase intention. In The Service Industries Journal. Vol. 29, 2009. Issue 9.
COOK, G. 2014. Customer experience in the omni-channel world and the challenges and
opportunities this presents. In Journal of Direct, Data and Digital Marketing Practice,

(2014) 15, 262-266. Doi: 10.1057/dddmp.2014.16

DEVELOR. Zakaznicka skusenost. (Customer Experience — CX). [online] Dostupné na
internete: https://www.develor.sk/home/products/zakaznicka-skusenost/customer-
experience/ [cit. 2018. 25. 02].

EL AZHARI, J., BENNETT, D. 2015. Omni-channel customer experience: An investigation
into the use of digital technology in physical stores and its impact on the consumer’s
decision making process. XXIV AEDEM International Conference. London (United
Kingdom) September, 1-2, 2015.

EUROSTAT. 2017. Digital economy and society. [online] Dostupné na:
http://ec.europa.eu/eurostat/web/digital-economy-and-society/data/database [cit. 2018.
03. 02].

EUROPSKA KOMISIA. Diskusny prispevok o vyuzivani globalizicie. ISBN 978-92-79-
68217-9. doi:10.2775/83348]1.

FRIEDLEIN, A. 2014. Digital marketing and Ecommerce. Trends and Predictions for 2014.
In Econsultancy.

HARDGRAVE, B. 2012. Omnichannel Retailing: You can’t do it without RFID. In RFID
Journal, 9 (6), p. 38.

Hospodarske noviny. 2006. RFID — nové moznosti identifikacie tovarov. [online] Dostupné
na: https://hnonline.sk/expert/117979-rfid-nove-moznosti-identifikacie-tovarov [2018.
04. 02.]

CHATFIELD, 2011. Digitalny vek. 50 myslienok, ktoré by ste mali poznat. Bratislava:
SLOVART spol. s.r.o., 2011. 208 p. ISBN 978-80-556-0878-5.

CHATTERIEE, P., BASUROQOY, S. 2001. From Bricks-and-mortar to clicks-and-mortar.How
Traditional Retailers Can Leverage Online Market Opportunities through Internet
Malls. In Journal of Shopping Center Research.

JURECKA, V. et al. 2013. Mikroekonomie. 2. vyd. Praha: Grada Publishing, a. s., 2013. 368
p. ISBN 978-80-247-4385-1.

LAZARIS, C., VRECHOPOULOS, A. 2014. From Multichannel to ,,Omnichannel*
Retailing: Review of the Literature and Calls for Research. Athens: University of
Economics and Business, Greece, 2014.

LEVY, M. — WEITZ, B. — GREWAL, D. 2013. Retailing Management. 9th Edition,
McGraw-Hill Education, New York, USA.

142



10" International Research Conference, Bratislava, April 25th, 2018

JOYCE, R. 2002. Digitization, the Internet, and electronic commerce. In Futurics, 07/2002,
Volume 26, Issue 3

KARMEL J. P., KAY, M. 2011. Opening the door to omni.channel retailing. Apparel
Magazine, 53(2):1-4.

KOTLER, P. - ARMSTRONG, G. 2004. Marketing. Praha: Grada Publishing, a.s., 2004. 855
s. ISBN 978-80-247-0513-2.

KOTLER, P. 2007. Moderni Marketing: 4. evropské vydani. Praha: Grada, 2007. 1041 s.
ISBN 978-80-247-1545-2.

KOTLER, P. et. al. 2009. Marketing Management: First European Edition. Pearson
Education Limited, 2009. 928 p. ISBN 978-0-273-71856-7.

KRIZAN, F. Globalizicia maloobchodu: definicia zdkladnych procesov aich analyza
v slovenskej geografii maloobchodu. Geograficky ¢asopis, 61 (2009) 1. 49-68.
KROON, R. W. 2014. A/V A to Z: An Encyclopedic Dictionary of Media, Entertainment and

Other Audiovisual Terms. Jefferson, NC: McFarland.

KUMAR, V., VENKATESAN, R. 2005. Who are the multichannel shoppers and how do they
perform?: Correlates of multichannel shopping behaviour. Journal of Interactive
Marketing. Doi.org/10.1002/dir.20034.

LEMON, K. N., VERHOEF, P. C. 2016. Understanding Customer Experience Throughout
the Customer Journey. Journal of Marketing. AMA/MSI Special Issue Vol. 80.
(November 2016), 69-96. doi: 10. 1509/JM.15.0420

LU, J. 2017. Engaging Omni-Channel Consumers During Purchase Decision. Dissertation.
ProQuest LLC, 2017.

MASQUERA, A. - PASCUAL, C. O. — AYENSA, E. J. 2017. Understanding the customer
experience in the age of omni-channel shopping. ICONO 14. Vol. 15 (2), pp. 166 —
185. Doi: 10.7195/ri14.v15i2.1070.

MCCORMICK, H. et. al. 2014. Fashion retailing — past, present and future. In Textile
Progress, 2014, 46 (3), 227-321., DOI: 10.1080/00405167.2014.973247

MILES, S. 2014. 7 Strategies for Leveraging In-Store Beacons. [onlline] Dostupné na:
http://streetfightmag.com/2014/03/18/7-strategies-for-leveraging-in-store-beacons/

[cit. 2018. 02. 02.]

NASH, D. — ARMSTRONG, D. — ROBERTSON, M. 2013. Customer Experience 2.0: How
Data, Technology, and Advanced Analytics are Taking an Integrated, Seamless
Customer Experience to the Next Frontier. In Journal of Integrated Marketing
Communications, Vol. 1 No. 1, p. 32-39

PACCARD, E. 2017. Omnichannel vs. Multichannel: Are they so different? [online]
Dostupné na: http://multichannelmerchant.com/blog/omnichannel-vs-multichannel-
different/ [cit. 2018 — 27 — 02].

RIGBY, D. 2011. ,,The future of shopping®. In Harvard Business Review, 2011. 92(12), p.
64-75.

SHAW, C., IVENS. J. 2002. Building great customer experiences. Houndmills, Basingstoke,
Hampshire: Palgrave, 2002.

TOFFLER, A., TOFFLEROVA, H. 2001. Novd civilizace. Treti vina a jeji diisledky. Praha:
Dokof4n, s.r.o., 2001. 128 s. ISBN 80 -86569-00-4.

VENKATESEN, R. — KUMAR, V. — REVISHANKER, N. 2007. Multichannel Shopping?
Causes and Consequences. Journal of Marketing, 71, pp 114-132.

VERHOEF, P. C., KANNAN, P. K., INMAN, J. J. 2015. From Multi-Channel Retailing to
Omni-Channel Retailing. Introduction to the Special Issue on Multi-Channel
Retailing. In Journal of Retailing 91 (2, 2015), pp 174-181.

VOZKOVA, K. 2018. Amazon si patentoval virtudlni zrcadlo, diky kterému uz si nebudete
muset  nikdy  zkouSet obleceni. [online] Dostupné na: http:/www.m-

143



10" International Research Conference, Bratislava, April 25th, 2018

journal.cz/cs/aktuality/amazon-si-patentoval-virtualni-zrcadlo--diky-kteremu-uz-si-
nebudete-muset-nikdy-zkouset-obleceni  s288x13435.html [cit. 2018 — 05 — 02].
WORLD BANK GROUP. Individuals using the Internet (% of population). International
Telecommunication Union, World Telecommunication/ICT Development Report and
database.
ZARY, 1. 2017. Virtudlna kniha: Vztahy s verejnostou (public relations). Bratislava: 1997 —
2017.

144



10" International Research Conference, Bratislava, April 25th, 2018

Vzdelavanie — nastroj na zdokonalovanie manazérov

Alena Piknova
Vysoka skola manazmentu v Tren¢ine/City University of Seattle programs

Anotacia:

Clanok sa zaoberd prinosom vzdeldvania formou 8koleni pre manazment v IT sektore. Oblast
informacnych technolégii je jednou znajdynamickejSie sa rozvijajucich oblasti sucasnosti. Zaroven sa
svojim vyznamom pre spolocnost’ zarad’uje na popredné miesta na trhu. Pri Sirokej ponuke, rozsieni a
vyhodach online vzdelavania, su na trhu $kolenia, ktoré st realizované v priamom kontakte s klientami a
zaroven Kklienti uprednostiiujii absolvovat ich osobne. Analyzovali sme vybrané druhy Skoleni pre
manazérov firiem a poziadavky trhu na rézne typy skoleni.

Kracové slova: skolenie, manazér, riadenie projektov.

Annotation:

The article deals with the benefits of education through training for management in the IT sector. The
area of information technology is one of the most dynamic areas in the world today. At the same time its
importance for a company leads them to rank at the top places on the market. With a wide range of
offerings, extensions, and the benefits of online education, there are online courses that take place in
direct contact with clients. We analyzed selected types of training for business executives and market
requirements for different types of training.

Key words: course, manager, project leading

1. Suhcasny stav a rieSenia poZivané v praxi

Najmé v malych IT firmach st na pozicii manazérov odborne nepripraveni zamestnanci. Ich
vzdelanie v technickom odbore im neposkytuje potrebné manazérske znalosti a zru¢nosti. Tuto
skuto¢nost’ nadriadeni prehliadaju a samotni zainteresovani, aj ked manaZérske nevzdelanie
pocituju ako hendikep, myslia si, Ze ho technickou pripravenost'ou a svojimi osobnostnymi
kvalitami prekryju, vyvazia. Popisovany stav manazérskej nepripravenosti byva vysledkom
kariérneho postupu, kedy je zvyCajne pracovnik najprv na pozicii programatora, potom team
leadra a neskodr je vymenovany na poziciu projektového manazéra. Rozdiel je vSak v tom, ze kym
na pozicii team leadra st vyzadované predovSetkym technické znalosti, na pozicii projektového
a vysSieho manazmentu st v popredi manazérske zrucnosti. Nastupuje obvykly a popularny krok,
ktorym je doplnenie manazérskych zruénosti §koleniami. Pristupuje sa k ich vyberu. Castymi
kritériami vyberu Skolenia st:

e Typ $kolenia podla zamerania. Obsahom je vynimo¢na téma, alebo téma, ktora dopiia
doterajSie zru¢nosti manaZzéra, ¢i t€éma, ktord ma manazéra naucit’ celkom nové zrucnosti.
e Dika a termin §kolenia.
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e Referencie sprostredkované na internete alebo osobné znamosti so zastupcami
Skolitel'skej firmy-agentury.
e Cena za Skolenie.

Problém s nedostatocnou odbornou pripravenostou manazérov sa okrem jej doplnenia formou
Skoleni riesi formou outsourcingu. Vyhodami tohto rieSenia st platba za sluzbu iba pocas trvania
projeku. Dodany clovek je profesne vyspely, netreba ho odborne pripavovat. Ma skusenosti,
zru¢nosti. Nevyhodou byva riziko nenédjdenia vhodného kandidata v pozadovanom case, vysoka
cena za jeho pracu.

2. Konkurenéna vyhoda

Vzdelanie a zrucnosti poskytuji ¢loveku konkurencnti vyhodu na trhu prace. Na druhe;j strane,
vynimocny typ Skoenia poskytuje agentiire konkuren¢nt vyhodu na trhu produktov. Nazdavame
sa, ze obidva pohlady ¢i dovody sa spajaju v produkte Skolenia.

Podobny postoj prezentuje Lehtinen (2007), ked’ klasifikuje konkurenénti vyhodu ako
vyplyvajucu
e Zo vzdelania, odbornej pripravenosti manazérov.
e Z produktov Skoliacich spolo¢nosti.

Venujme sa vymedzeniu vyznamu slov konkuren¢na vyhoda. Vystizne je vyjadrena slovami:
,--.J€ to oblast’ pdsobenia, v ktorej je spoloCnost’ tspesnejsia ako jej konkurenti (Lehtinen, 2007,
s. 30). Podobne vyjadruje svoj ndzor Teplicka (2007, s.91), ked’ konkuren¢nt vyhodu opisuje:
,Podstatou konkuren¢nej vyhody je hodnota, ktort je podnik schopny vytvorit’ pre svojich
zékaznikov*. Pri naSom pozorovani Skoleni z hl'adiska druhov a naplni sa vyrazne do popredia
dostava vynimoc¢nost’ ako konkuren¢nd vyhoda. Novy pohlad k tejto téme ponuka pozorovanie
Crama (2012), ktory rozvija prinos pre zakaznikov vo forme konkuren¢nej vyhody z pohladu
vzt'ahu dodéavatel’a a trhu. Autor spomina dve konkuren¢né vyhody a nimi su:

a) Ofenzivne konkurenéné vyhody-rozrastanie sa na trhu, ziskavanie vac¢Siecho mnozstva
zakaznikov.

b) Defenzivne konkurenéné vyhody-udrzanie si zdkaznikov, vybudovanie si ich vernosti,
lojality. (Cram, 2012)

3. Réznorodost’ produktov $koleni v konkurenénom prostredi

Skolenie ako jedine¢ny produkt na trhu

V ponuke Skoleni je mnoho druhov Skoleni. Obsahovou napliiou je riadenie timu, asetivita,
predajné zrucnosti, riadenie zmien. Uvedieme niektoré zo Skoleni: Vedenie porad, Motivacia
pracovnikov, Umenie vyjednavat, Prezentatné¢ zruc¢nosti (Cadet go, 2016), PresvedcCive
vystupovanie, RieSenie konfliktov, Autenticky leadership, Zvladanie stresu (MK Training, 2013).
V mnohych agenturach sa opakuju, rozdiel byva v poskytovatel'ovi §kolenia a mierne rozdielnom
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pristupe, ktoré je vysledkom osobnostnej unikatnosti skolitel'a. Ale vynimoc¢nost’ spifia iba velmi
malo produktov. Spomenieme Skolenie projektového riadenia PRINCE2® Foundation. Toto
Skolenie je vysoko cenené zamestnavatelmi. Je vhodné pre riadenie malych aj velkych projektov
v roznych odvetviach. Pocas Skolenia sa uCastnici oboznamia scelym cyklom projektu
a postupnostou krokov, ktoré je potrebné dodrziavat’ pocas riadenia projektu. Metodiku je mozné
prisposobit’ $pecifikam roéznych projektov. Ugastnici sa taktiez dozvedia o moZnostiach
znizovania rizik podas projektov. Skolenie sa ukonduje pisomnou certifikaénou sktskou
a ziskanim celozivotného certifikatu. Pokracovanim je PRINCE2®Practitioner zamerany na
rozsirenie znalosti tykajucich sa zlozitych krizovych situacii pocas projektov.

Dolezitou sucastou vedenia Skoleni je prepdjenie skusenosti a prikladov zpraxe s témou
Skolenia. Na trhu prace, Specialne v oblasti IT sektora st spominané Skolenia PRINCE2® vysoko
cenené. S pozadované ako nevyhnutné Skolenie manazérov.

Skolenie ako vysoko personalizovany produkt

Vysokou prioritou pre firmu je definovat’ svoju stratégiu, ciele, posolstvo, principy, slabé a
silné stranky a mnoho inych pre riadenie firmy nevyhnutnych krokov. Nie je to 'ahka tloha ani
pre skusenych manazérov. Treba podotknat, Ze majitelia firiem nemévaju vzdy manazérske
vzdelanie. No aj tak je lepSie byt’ pri spominanych tlohach usmeriiovany skiisenym odbornikom.
Pre tieto potreby zdkaznika je vytvorené Skolenie vysoko orientované na konkrétneho zakaznika.
Priebeh Skolenia je zostaveny tak, Ze Skolitel’ spolu s vedenim firmy vykonaju audit vybranych
procesov, identifikuji nedostatky a pod. Vystizné pomenovanie vedenia Skolitel'a je koucing. Po
kazdom dni v priebehu trvania Skolenia, st zadané lohy na vypracovanie podla skuto¢nych
podmienok konkrétnej firmy. Ulohy st na druhy den konfrontované a tvoria podklad pre d’al3i
priebeh Skolenia. Po skonCeni Skolenia zostdva Skolitel v kontakte s klientom. Zaujima sa
o spétnu vdzbu o prinose ziskanych poznatkov v uplatneni v praxi. (Libellius, 2015)

Skoliace firmy, medzi ne patria aj nami spominané Libellius a TAYLLOR & COX preberaju
s ucastnikmi Skoleni mnoZzstvo prikladov z praxe. S ohl'adom na dodrzanie témy, Skolenie mierne
prispdsobuju Specifikam konkrétnej firmy.

Skolenia podla poétu dni

Vyber vhodného Skolenia podlieha okrem spominanych kritérii aj po¢tom dni trvania skolenia.
Skolenia mozu trvat’ od niekol’kych hodin az niekol’ko mesiacov. Tie, ktoré sme spominali vysSie
st v rozsahu jedného az par dni. Inym typom Skoleni, st dlhodobo trvajuce. St rozdelené na
etapy nadvézujuce na seba v casovom rozsahu niekol’ko mesiacov az rok, napriklad Management
University (Libellius, 2015) alebo Rozvoj a riadenie l'udskych zdrojov (ibis partner, 2018).
Ugastnici tak mozu nové informacie priebezne prenasat’ do praktického vyuZivania. Podla nagich
skusenosti, dlhodobé kurzy umoznuji tcastnikom lepSie si osvojovat nové poznatky a priebezne
pocas trvania kurzu sa ucia novym zrucnostiam, ktoré si overuji v praxi. V tom spociva
vynimoc¢nst’ tohto typu Skoleni. Majitel' jednej zo Skoliacich agentir tato skutoCnst’ opisal
slovami: ,Je to vo vytvarani zrucnosti ucastnikov. Na kurzoch tucastnici absolvuji vela
praktickych cvideni, tedria je dopiand a porovnavana s prikladmi z praxe. Kurz je velmi
prispdsobeny Specifikacii pre konkrétnu firmu.* (Chinoracky, 2016)
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4. Zaver

V poslednych desatrociach dochddza k Castym zmendm medzi zameranim dosiahnutého
vzdelania a uplatnenim v profesii. Vyrazna pocetnost’ je v manazérskych poziciach. Nedostatok
odbornych znalosti a zruénosti sa nasledne dopiiia §koleniami. Pre vyber $koleni sa rozhoduje aj
z iného dovodu. Nim je doplnenie poznatkov pre skisenych a odborne pripravenych manazérov.
Dovodom pre volbu skolenia je aj poziadavka zamestnavatela, aby pre konkrétnu poziciu
zamestanci mali urcité Skolenie. V nasej praci sme sa venovali vybranym typom Skoleni, ktoré su
v sucasnosti pozadované prave zo spominanych dovodov. Zaroven sme spomenuli naplnenie
konkuren¢nej vyhody na trhu prace absolvovanim urcitého Skolenia a z druhého pohladu
zastavanie konkurenc¢nej vyhody prestizneho a ziadaného produktu na trhu. Vyber Skoleni je
okrem témy, ktord je prvorada, ovplyvneny aj dizkou 3kolenia a terminom. Skolenia byvaji
v rozsahu niekol’kych hodin az roka. To taktiez prinasa Specifika pre uzivatel'ov pri aplikovani
teorie do praxe.

Nasou pracou sme sa snazili oboznamit’ s niektorymi skuto¢nostami v neustalej odbornej
priprave manazérov.

Mgr. Alena Piknova

Vysoka skola manazmentu/City University of Seattle
Panonska cesta 17, 851 04 Bratislava

e-mail: alena.piknova@gmail.com
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Use of digital technologies to change business models

gartner.com

Converting information (of object, picture, document...) into a digital
(numerical) format and creating digital form of information.

creating data + processing of data

‘ 4th Industrial revolution




Digitization in finance

Two trends most impacting financial sector:

* mobile internet
 social networks

‘ « Adopting of new business models
* Create user-friendly platform
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Digitization in finance

Opportunity: collaborate & partnering

‘ Bring the customer better service
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What way in digitization”?

Digitization of
business model?
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100 countries
856 000 rooms
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g /waring Economy
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Internet of Things

Connected Healthcare

Cognitive Systems

New techs / sciences:
new trends with possible
impact on society.
Potential threat to S

tradition business Sart Grid Concepts:
models Combination of Big 5

and new techs =
new business concepts

Next Generation Automation

Nanotechnology Scenario’s o ¢ Citios

Robotics Next Generation Education

Smart Homes
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Direct integration of physical objects
to the digital world

‘ Data generating

Number of devices
(billion)

*wikipedia

2017 2020

« Telematics / Car Insurance
« Underwriting
 Smart Home / Smart City / Smart Fitness...

Customization of offer



Augmented and virtual reality csoB
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« Life view of real world augmented by selected digital information

» Offer of additional services to outperform customer expectation

Estimated market 2021: 134 bil. $

*ZionMarketResearch

,You can have it
with one click for
19 € monthly.

Your CSOB
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Traditional bank Digital bank
« Branch network - Web
« Call center  App
* (Some) Online service » Full Online service

Mix model: ,,Phygital*“ bank

* Branch network « DATA analytics

« Web + app service + CC Digital marketing
* (Most) Online service » Excellent service / experience
* Relationship e Trust building

* (Premium) Advisory » [Extra service
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Innovation trends in finance

Advanced data analytics

- Data: everywhere, everything, every time
» (Geolocation, transactions, finance portfolio...
m=) habits, shopping, family status, life style

mm) mMore accurate / tailor-made offer

Customization of offer

All business is data business.

Winner is who works out more from data.
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e 7 years in market
* Multiple- awarded mobile application
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* Fingerprint

» Scan of account / IBAN number, bar code, QR code
* QR code generation

» Scan of invoice = upload of data to payment order

* Logout by shaking the mobile
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« Last campaign - partnership with Telekom
« TREND Special prize for Innovation:

+ ,Mortgage with Smart Home"

» Extra benefit to the mortgage (pure financial product)

« Complex solution: higher quality of life

16



Challenge / Motivation

Innovation Challenge

Annual challenge for all employee of insurance
Increase motivation and engagement
Set innovative mindset

Collect innovative ideas
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Student Challenge
Open challenge for students
Increase motivation and engagement

Know youngster” way of thinking

Innovation Studio

* Presentation, education, motivation
* |Information center on innovations, trends
* Place where to see and experience technologies

* Networking and idea sharing
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Tax Challenges of the Digital Economy

Monika Sestdkova
School of Management in Trenc¢in/City University of Seattle Programs

Abstract

The basic purpose of the paper is to explain why traditional forms and regulations of tax policies are
not sufficient under conditions of digital economy, and new approaches are to be designed. This topic
will be analyzed in a broader context of digital economy and a new business model used by digitalized
companies. This model makes it possible to enter foreign markets and perform different functions in
different countries without physical presence. It is very difficult to define the location where value is
created and profits should be taxed. Moreover, factors influencing the value creation process are
extremely mobile, and the relevant location changes frequently. Restructuring taxation systems in a
digitalized economy will be a complex and longer-term process, and international consensus will be
required. Solutions suggested so far are unilateral and do not respect some basic principles of
international taxation.

Key words: Digitalization, new business model of digitalized companies, problems of defining the tax
base and location of value creating, redefining permanent establishment concept, indirect taxes under
digitalization, intellectual capital.

Abstrakt:

Cielom prispevku je vysvetlit, preco tradi¢né formy a regulacné nastroje dalovej politiky nevyhovuji
v podmienkach digitalizacie a ukazuje sa nevyhnutnost’ novych pristupov. Tato problematika sa skima
v SirSom kontexte digitalizovanej ekonomiky a nového podnikatel'ského modelu, ktory vyuzivaju
digitalizované firmy. V tomto modeli je mozné vstupit’ na zahrani¢né trhy a uskutoc¢iovat’ rozli¢né
activity v rozli¢nych krajinach bez fyzickej pritomnosti v tychto krajinach. Za takychto podmienok je
tazké definovat’ lokalitu, kde sa vytvara hodnota a kde by prislusné zisky mali byt zdanené. Navyse
factory ovplyvnujuce tuto lokalizaciu sa ¢asto menia. Restrukturalizacia danovych systémov tak, aby
zodpovedali digitalizovanej ekonomike, bude zlozitym a dlhSie trvajucim procesom a bude
nevyhnutny medzinarodny consensus. DoterajSie navrhy rieSeni su jednostranné a nie su v sulade s
mnohymi pricipmi medzinarodného zdanenia.

Kruacové slova: Digitalizacia, novy podnikatel'sky model digitalizovanej spoloc¢nosti, problém
definovania danového zakladu amiesta tvorby hodnoty, problém,vyznamnej ekonomickej
pritomnosti nepriame dane v podmienkach digitalizacie, intelektudlny kapital.

1. Introduction

The digital economy — understood as “the application of internet based technologies to the
production and trade of goods and services* (UNCTAD, 2017, p.156), is becoming an ever
more important part of the global economy. It is affecting the lives of a growing number of
people. It is pervasive in doing business. The value of B2C transactions has tripled during the
last 5 years. Actually, B2B transactions lead the way in e-commerce and their value
represents a multiple of B2C transactions. These transactions play the leading role in global
supply-chain networks. However, as the supply chains consist of many stages and only the
last stage (final product or service) is included into GDP computations, it is difficult to
exactly determine the share of internet-based transactions in the GDP. Moreover, many new
products include a digital and non-digital part, and it is difficult to define the share of both

149



10" International Research Conference, Bratislava, April 25th, 2018

components. In general, as frequently stated, “it would not be feasible to ring-fence the
digital economy from the rest of the economy” (OECD 2017, p.8).

According to UNCTAD (2017), the internet industry contributes approximately four
percentage points to GDP in the largest economies.

Digital shifts are reshaping economies and societies. Digitalization is not only a way to
improve productivity and efficiency and to spur innovation, a necessary condition to boosting
sustainable growth and enhancing overall well- being. It is creative destruction transforming
the behavior of economic agents, changing the structure and business models of the economy.
Digitalization raises new challenges to governments and policymakers around the world.
Governments must address not only concerns over the impact of digitalization on
employment and inequalities and create (or support creation of) the digital infrastructure, but
they must prepare also a national digital strategy including a response to new regulatory
challenges, e.g. the protection of security and privacy, etc.

All these tasks are capital demanding and taxes as the main source of government
revenues are extremely important. Digitalization, on one hand, creates new tools to master the
issues of taxation (from both the regulator’s and the tax payer’s point of view); on the other
hand, it unprecedently increases maneuverability of basic players and associated risks.

In the second part of the paper, we'll summarize why the digitalization opens new
questions and challenges to tax policy (at the government level, the international level and the
corporate level) and modifying tax systems is inevitable. The paper concentrates on direct
(basically income) taxes; the issue of the impact of e-commerce on indirect taxes is too
complex and is to be considered in a special forthcoming paper.

In the third part, we briefly describe and evaluate basic approaches implemented to solve
the mentioned problems. Whatever plan is accepted, the international consensus is crucial,
but probably such a consensus will be very difficult to achieve. The ambition of the author is
not to give a final solution of the mentioned problems. Rather, tentative conclusions will be
limited to comments on existing proposals and formulating some additional unsolved
problems.

2. Business models, value creation and new challenges to taxation in the digital economy

Recent discussion on digitalization challenges to taxation is logical continuation of the
BEPS (base erosion and profit shifting) project by OECD and its Action Plan. This plan and
other OECD documents are addressing basic problems of taxation of cross-country profits
achieved by MNEs. The BEPS concept also outlines some new challenges provoked by the
spread of the digital economy. These comments can be briefly characterized as follows: “ The
digital economy is characterized by unparalleled reliance on intangible assets, the massive
use of data (notably personal data), the widespread adoption of multi-sided business models
capturing value from externalities generated by free products, and the difficulty of
determining the jurisdiction in which value creation occurs. This raises fundamental
questions as to how enterprises in the digital economy add value and make their profits, and
how the digital economy relates to the concepts of source and residence or the
characterization of income for tax purposes.” (OECD, 2015, p.10).

The basic ideas of the BEPS Action Plan are still topical. However, some additional and
new aspects of the topics come to the fore and some concepts are to be redefined. One of the
questions is the means and value creation in digitalized economy. The original approach was
that “value” is created by the existence of a market as such and markets should attract a part
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of the tax base from home to host countries. In principle, profits should be taxed where the
value is created. According to OECD Transfer Pricing Guidelines, relevant locations are
where the enterprise performs functions, owns and uses assets, and bears and manages risks.
Pure existence of a market can’t be regarded as an intangible asset. According to the
traditional approach, innovation and production (including providing services) create value,
but consumption does not. B2C transactions, for example, represent an exchange of value for
value, not creating a new value.

Digital companies in competition with each other attract the best talent anywhere in the
world and use internet platforms and analytical tools to drive their business. They invest
capital and bear risk. Many “pure” digital companies produce goods and services that do not
have traditional counterparts, to which they could be compared. Such products are highly
dependent on IP generated earlier in their life cycles and innovation throughout the life cycle.
They may require localization but delivered differently than in traditional business models
(i.e. remotely).

Digitalisation has given more freedom even to more traditional companies in where they
locate their assets, functions and resources. Moreover, this localization can change
frequently, even within one fiscal year. An activity performed in one country and one tax
jurisdiction at the beginning of the year can take place in another country and different
jurisdiction at the end of the year. It is difficult to define where the value has been created.

The concept of “permanent establishment” becomes also vague in this context. OECD
suggests to use the concept of “the significant economic presence” (SEP), which need not be
based just on physical presence. Recent discussions on this concept point out several
problems:

- How should be the digital presence measured and determined?

- What transactions should be included within its scope?

- How can be the concept connected with the value of significant people functions
located in a country?

- Practical implementing of the concept need to be accompanied by a change in tax
treaties.

A typical characteristic of digital companies is the high share of intangible property. 1t’s
well known that the concept of intangible property and intellectual capital is not clearly
defined in accounting and can’t be appropriately taken into account in taxation. The core of
intellectual capital is people - innovative professionals. Companies can create attractive
employee contracts and conditions that bind the employees and their intellectual capital to the
company. But the company does not own them. Is the output of this intellectual capital a
value created by the capital (and should it be taxed by a form of a corporate income tax) or is
it a value created by highly innovative labor which can originate in different countries (and
later on move between countries)? Who should be taxed for it and who bears the risk?

Another important issue in the discussion on where the value is created is the cumulative
importance of the activities considered. For example, marketing or customer support, linked
with sales, can provide valuable feedback for software engineers in design of a sales website
or platform. In general, more direct communication with customers and even explicit
including of customers in the value creation process is an important feature of the digital
economy.

Data collection and using belong to the frequently discussed issues in the context of the
digital economy. Data as such (raw data), without further analysis and processing, without
storing, developing new platforms for their use, etc., are not a value creating asset. In a digital
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supply chain diverse data sources are used. In digital business models, we can talk about
entire ecosystems of data (most of them not relevant for practical decisions), and companies
that are able to effectively manage that complexity will clearly maintain a competitive
advantage. Managing and rational using of data is actually a value creating process.

Data providers can be also customers. They may receive valuable services (e.g. maps, e-
mail connectivity tools, etc.) for free in exchange for providing some personal data that the
companies use especially in their marketing activities. Is the income that companies achieve
(directly or indirectly) by collecting and creative methods of combining and other forms of
using these data taxable income? And if so, in which country should it be included in the tax
base? And what should be the relation between direct (income) taxes and indirect taxes
(especially the VAT)? The BEPS model is concentrated mainly on direct taxation. However,
practice of the digital economy shows that also the area of indirect taxation needs some
redesigning. Unquestionably, the transfer pricing policy and its tax avoidance consequences
are of crucial importance not only in the BEPS project but even more in all considerations
and suggestions with respect to the digitalization impact. Especially, the pricing of intangible
assets and intellectual capital is frequently discussed.

Many disputes arise with respect to “fair, reasonable and non-discriminatory” royalty
obligations. Often, when the tax legislation makes it possible, licensing fees are reported in
financial documents as royalties, which is more advantageous for tax payers and leads to a
lower tax base and lower tax revenues for a host country.

To briefly summarize the basic aspects of digitalization challenges in the field of taxation, we
can accept the following characteristics given in the BEPS Action plan (chapter 4).

1) Mobility with respect to i) intangibles, on which the digital economy relies heavily; ii)
users; and iii) business functions as a consequence of decreased need for local personnel to
perform certain functions as well as flexibility to choose the location of servers and other
resources;

2) Reliance on data, including, in particular, so-called big data;

3) Network effects with respect to user participation, integration and synergies;

4) Use of multi-sided business models, in which the two sides of the market may be in
different jurisdictions;

5) Tendencies toward monopoly or oligopoly models relying heavily on network effects;
6) Volatility due to the low barriers to entry and rapidly evolving technology.

In further theoretical considerations and policy recommendations, the fundamental
question of how much value is created due to the relevance of economic circumstances of the
parties and of the market should be properly addressed. Special attention should be paid to
the relevance of location specific advantages and location savings in the context of a
digitalized economy.

3. Some options to address the problem and their relevance

The impact of digitalization on taxation can be viewed from two sides. On one hand, many
authors point out that digitalization provides a lot of tools that can improve tax administration
and make it more effective. These tools can be useful not only in tax collection and
monitoring but also in designing forms, methods and directions of tax system improvements.
Governments are far from making full use of the tools that the digitalization creates for tax
administration improvements.
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The other side of the problem “digitalization and taxation” has been frequently discussed
during the last years. Although there has been important political motivation to intensify this
discussion recently, some basic challenges exist objectively.

Politically motivated demand to restructure the tax systems was based on the information
published in media that some Internet giants paid very low taxes (starting from 2012) and tax
revenues of countries where these large companies have their residence or achieve significant
profits were lower than expected according to generally accepted tax principles.

Opponents of this criticism (from international organizations, multinational corporations,
some academic institutions, etc.) show that it is very difficult to exactly define some basic
concepts of traditional taxation and measure them under conditions of digitalization.

According to traditional approaches to corporation tax, profits should be taxed where
value is created. However, in a digitalized world it is not quite clear:
- what can be regarded as a new created value (is data collection or e—commerce to customers
in other countries a value-creating process?);
- where the value is created. Businesses rely heavily on hard-to-value intangible assets (some
of them are not owned by the company), data and automation that facilitate cross-border
commerce without physical presence. Moreover, resources to value creation are very mobile
and something like longer-term continuity of the place where value is actually created is
difficult to assume.

In all suggestions to specially and immediately tax the profit from digitalized activities, it
is not clear how to define the level of revenue from digital transactions and separate it from
the revenue from other activities.

Another question in search of a more relevant model of taxation is who bears the risk
under  conditions of a digitalized economy. The traditional approach connects the risk-
taking with ownership, so that owners (shareholders) should bear the risk. However, the
probability of not achieving the expected profit depends on many external factors. Some of
these factors can lead to increasing the risk of operations; other factors can be a means to
decrease the risk. For instance, the government’s role in developing a digital infrastructure in
a country can be regarded as a means of decreasing a risk connected with digital operations.
Taking into account the importance of intangible assets (and the role of highly skilled labor),
traditional ownership concepts are also not quite relevant.

Ideally, a new model of taxation can be a compromise between taxing some profit
achieved in a country where significant economic presence (SEP) can be defined (see the
comments on the SEP definition above) and taking into account the whole process of value
creation in a digital world. According to some authors, all global expenses that contributed to
the value creation (anywhere in the world and also in the earlier stages in the product/service
life cycle) are to be deducted (OECD, 2017 b, pp.191-192). This actually means that some
activities that are auxiliary and preparatory in nature are to be deducted as well. Of course,
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they can be performed by the taxpayer company (MNE) itself or outsourced to another
company, which may but need not be in the same country.

The list of factors that should be considered in designing the tax system corresponding to a
digital economy can be very long, and international consensus, at least about the basic
principles, will be needed. Bilateral tax treaties between countries should be adjusted. This
can be a long-term process.

In between, many countries look for immediate, short-term solutions. The suggested, and
to certain degree, practically applied measures are unilateral, not internationally agreed, based
on a subjectively determined threshold (between “digital and non-digital” activities) and
often lead to double taxation. However, in some cases there can be taxation of profits (or
shifting the tax burden to consumers) when information on the resources spent and the
location of value creating is not available.

Practically used short-term options of taxing the digital economy (according to recent EC
Report — Council of the EU, 2017) include the following measures:

a) Withholding tax on digital transactions
b) Equalization tax levy on digital transactions (India)
c) Diverted profit tax (U.K.)

Withholding taxes on digital transactions. Although understood as a form of direct
(income) tax by some authors, it is actually a turnover based tax that imposes additional
administrative burden on the buyer/recipient of a digital service. The buyer would become
liable for a part of the obligations of the seller. The crucial problem is to define digital and
non-digital transactions (taking into account that in the long-run the whole economy will be
digital). In practical implementation, this can be also a problem for banks that manage the
payment transactions and would be supposed to distinguish digital and non-digital
transactions. The tax rate to be used for such a withholding tax is differently proposed by
different countries. Introducing such a tax can lead to many double taxations and worsening
of the business environment in the country. Digital companies and companies using digital
transactions even if they produce standard goods can shift their activities to other
jurisdictions. The process of tax administration will be very complicated, and bilateral (or
multilateral) tax treaties should be adjusted. The neutrality of the tax system is not respected.

The equalization levy on digital transactions can be illustrated mainly on the case of India.
In 2016, the government of India introduced a 6% rate on digital B2B transactions, including
online advertising and providing space or another facility for digital advertising. The
threshold for applying this levy is more than Rs 100 000 supplied by non-residents not having
permanent establishment in India. The levy is to be deducted by a recipient who is a resident
in India. One of the ambitions of this measure was to solve the problem of “double non-
taxation” or taxing the “homeless income” of MNEs in the digital sector (Brookings India,
2017). This problem has been discussed for several years, and it is considered also within the
BEPS package.

The equalization levy in India is to be paid from gross revenue and may be exempt from
income tax. A similar tax (in this case regarded as consumption tax) has been introduced in
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Japan at 8 percent on cross-border digital services to customers. Argentina has introduced a
withholding turnover tax at 3 percent of the price of cross-border online services (Brookings
2017, p.15).

Several concerns have been raised regarding the equalization levy or similar measures.
The first question is lack of clarity about the nature of the tax — is it a direct or indirect tax?
Tax authorities in India point out the indirect nature of the levy, so that it need not be covered
by tax treaties.

The other question is the “ equity versus efficiency” dilemma. The ambition of introducing
an equalization levy was to solve unequal treatment of foreign and domestic companies
(although in practice some inequalities may arise even after introducing the levy). However,
from the efficiency point of view, it can be assumed that the impact of the levy on small
domestic recipients of digital services will be negative.

A further problem is the tax incidence of the levy — who will actually pay it? It is assumed
that the levy will be paid by sellers of digital services. However, it’s possible that a part of the
levy will be passed on to domestic customers, especially start-ups in India.

The basic problem - how to separate digital services and goods from non-digital
transactions - is actually relevant to all attempts to impose a final withholding tax on a gross
basis from payments made to non-residents. Further development of transactions should be
monitored, and the list of activities covered by the law is to be frequently adjusted. This can
be a significant limitation of this approach. On the other hand, if residents do not pay the levy
on similar transactions (they will be taxed on the net basis), it can be regarded as a violation
of the international law (discrimination).

Diverted Profits Tax (U.K.) is probably the most discussed option. It was introduced on
April 1, 2015, to address the tax avoidance by MNEs. It is not targeted especially at any
particular sector or type of activities. The objective of this measure has been to achieve “a
behavioural change” so that large companies will “divert” their profits from foreign taxation
or reinvesting
abroad and declare higher proportion of their profits for taxation in the UK (The HMRC,
2017).

Diverted profits tax (DPT) is charged at 25% on profits that are considered artificially
diverted from the UK. Draft legislation outlines a number of tests and thresholds to assess
whether DPT will apply to any transaction or business activity. The rules are very
complicated, but the following applications (connected with the topics of our paper) can be
mentioned:

- anon-UK company that sells goods or services to UK customers, even if only digital
products delivered via the internet;

- a non-UK company that has a UK-based entity providing services (e.g. sales,
marketing or the head office);

- anon-UK company with employees that perform activities in the UK; or

- a UK-based company with operations offshore (Guernsey Press Accountancy Review,
March 2016).
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The scope of the law is very broad, and it seems to be effective. Additional amounts of
Corporation Tax (CT) collected from businesses which have changed their behaviour because
of the introduction of DPT, grew from £31m in the year 2015/2016 to £281 million in the
fiscal year 2016/2017 (HMRC, 2017).

It’s quite logical that other countries are against such a radical unilateral measure.

Conclusion

Adjusting (or even restructuring) tax systems in order to address new challenges of the
digital economy is a very complex problem area, with a lot of concepts to be redefined, a lot
of new questions to be asked and many hypotheses or suggestions to be tested. Actually, all
the involved parties agree that the final solution should be a long-term one and an
international consensus, at least about basic principles, is required.

However, in practice, many countries look for immediate solutions to acute problems.
They try to tax what they see as clear manifestation of the digital business model, not taking
into account different expenditures that are connected with the value creation and its location,
risk bearing, etc. These unilateral solutions often lead to double taxation and do not respect
traditional principles of international taxation.

All countries try to achieve as high as possible tax revenue from taxing profits. However,
each country has special motivation and suggestions depending on the particular situation of
the country (the degree of openness, dependence on foreign investments and their structure,
level of digitalization in the country, etc.). Large countries that are home countries for
internet giants prefer to concentrate and tax (almost) all profits connected with intangible
assets in the home country. Small countries, even with a high degree of digitalization in the
country, require “fair” proportion of profits achieved in their territory. Countries lagging
behind in digitalization will probably concentrate on taxing e-commerce and using the money
collected to finance their digital infrastructure. International organizations should
significantly contribute to solving these problems.
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Digitization in planning, construction and operation of shopping centers
: BIM from the perspective of a shopping center operator

Christian Schlicht
Vysoka Skola manazmentu v Trenc¢ine / City University of Seattle Programs

Abstract:

This presentation surveys the potential of digitization in Facility Management (FM). It shows ideas, the
newest research insights and also implemented innovations with specific cases and best practice solutions
using the example of 3D-scanning method that serves as the basis for Building Information Modelling
(BIM). The purpose of this research is also to check, summarize and highlight the added value of FM in the
digital era focusing on existing buildings. As a result, the paper provides the basis for further research in
terms of strategic benefits of FM for shopping center operators regarding stakeholder satisfaction. The used
methodology is the case study method.

Keywords: Facility Management (FM), Building Information Modeling (BIM), added value, Innovations
in management, shopping centers, customer satisfaction, stakeholder satisfaction, holistic stakeholder man-
agement.

1 Introduction

The potential for digitization in the real estate sector and especially in the facilities
management is quite high. A lot of business processes are not digitized, such as inspection
reports, proof of performance from service providers and others. This documentation is mainly
done in paper form on a clipboard by the involved parties. In many cases, the data on buildings
exist only on an analogue and not on a digital basis. Therefore, digitization in the real estate and
facility management can facilitate the operations of a real estate in terms of efficiency as well as
effectiveness and creation of new services. In the following illustration, based on Peter Prischl,
the potential of digitization of different subsectors of the German real estate industry is shown.
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Figure 1 Potential for digitization in the German real estate sector
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2 Building Information Modeling in the shopping center industry

Most of the basic data for the operations of a property are created in the planning period.
Much of the valuable data get lost over time, due to changes of different stakeholders.
(BORRMANN, KONIG, KOCH & BEETZ, 2015) To further exploit the potential of digitization,
more industry players, developers, operators and users have to be brought together to combine
the relevant information in one leading system concerning the lifecycle approach. (See Figure 2)
“Building Information Modeling (BIM) is the integration and networking of all relevant data of a
building in a virtual data model during the entire life cycle, e.g. from conception, planning and
realization to use and demolition.” (BIM INSTITUTE, 2017)
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Figure 2 Lifecycle of a property
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BIM includes the processes of planning and construction and also the operations of a real es-
tate in a completely digitized way. It is digital representation of the functional and physical char-
acteristics of a property. In addition, it is a centralized information base for the data of all the
building components. Thus, BIM provides a reliable basis for decision-making processes
throughout its lifecycle.

The traditional designs were largely based on two-dimensional (2D) technical drawings (e.g.
plans, surveys, sections, etc.). BIM enlarges the opportunities beyond three-dimensional (3D)
representation. It extends the three primary spatial dimensions (width, height and depth) with
time as the fourth dimension (4D), cost as the fifth dimension (5D), lifecycle data of the building
as the sixth dimension (6D) and data from the operations of the building as the seventh dimension
(7D). (LUNENDONK, 2017) Therefore, BIM covers more than just geometry. It also shows spa-
tial relationships, light analysis, geographic information and quantities and characteristics of
components, such as the manufacturer's instructions. It presents the design as combinations of
"objects" - vague and undefined, generic or product-specific, solid shapes, or void-space-oriented
(like the shape of a space) bearing their geometry, relations and attributes. BIM design tools al-
low the extraction of different views from a building model for drawing, production and other
uses. These different views are automatically consistent and based on a single definition of each
object instance. This software also defines objects parametrically; that means the objects are de-
fined as parameters and relations to other objects, so that when a related object is changed, the
dependent will also change automatically. Each model element can automatically perform the
selection and ordering of attributes as well as the provision of cost estimates, material tracking
and purchase orders. For professionals involved in a project, BIM can provide the contractor and
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subcontractors with a virtual information model from the design team (architects, landscape ar-
chitects, surveyors, construction and civil engineers, facility managers, operators, etc.) and the
owner. Each professional adds discipline-specific data to the common model. This reduces in-
formation losses that traditionally occur when a new team takes on the project and provides the
owners of complex structures with more comprehensive information. BIM serves as a “digital
twin” of the property. (GEFMA, 2017)

The level of maturity of BIM in the shopping center industry varies. Some new develop-
ments were planned with the BIM method, whereas BIM is in the early stage of maturity in the
facility management of shopping centers due to the large number of existing buildings that are
not digitized yet.

3 Comprehensive planning and design approach in terms of FM

FM is a lifecycle orientated management discipline. Over time, there are many changes in
the usage of a property and also regarding the involved stake- and shareholders. The average use-
ful life of a building is approximately 60-80 years. (IMMOBILIENSCOUT24, 2017) So, 80% of
real estate-related costs occur while using the property. Due to this fact, it is more important to
influence the follow-up costs in the planning phase. (See Figure 3)

This comprehensive planning and design approach requires a continuous improvement by
using feedback loops out of the operations and facility management back into the planning and
design processes. So, the operator of a property can respond regarding what is not desirable, what
has proved worthwhile (best practice solutions) and what needs to be developed further. This
acknowledgement is very important for the architects, designers and facility managers to improve
the real estate and create added value for the customers.

Figure 3 Controllability of costs and impact on a time-based dimension
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4 BIM from the perspective of a shopping center operator

As mentioned above, BIM is a common method in the planning of a new real estate. In the
development of a property, it is much easier to build up this data set up. For existing buildings, it
is even harder to collect and capture all the requested data out of the planning, the construction
and the operation phase. Too many influencing factors (changes of owners, providers and other
property-related stake- and shareholders) can hinder full data acquisition.

In most cases, there can be also a conflict of interests between the stakeholder groups of a
shopping center. The property-related data have diverging benefits for the different parties in-
volved. Furthermore, it is the question which stake- or shareholder has up-to-date-data on the
property and is willing to share those data with the other parties. A current trend is that investors
lower the average holding period of their assets due to the existing financial market conditions
(low interest policies) and the resulting chances, so they sell their assets at high prices combined
with access to favorable refinancing terms for new investments. This leads to an increasing num-
ber of changes in the ownership of the property or asset portfolio. The data on the specific prop-
erty, which are also very important, e.g. for due diligence processes, have high importance for the
other stake- and shareholders, e.g. the new owner, the remaining parties, like the tenants and the
operator.

The expectations of BIM from the perspective of a shopping center operator are quite clear.
It is important to bridge the gap in terms of loss of information regarding needed property data
due to changes within the lifecycle of a building. Therefore, it is necessary to build up one lead-
ing and common database like BIM. In combination with a Computer Aided Facility Manage-
ment (CAFM) tool, which primarily manages data on the operations, BIM can facilitate high con-
tent of information. (AENGENVOORT, 2016) This can only be possible if the involved parties
cooperate well and put interdisciplinary data into this source. To meet the challenges between
existing and newly planned buildings, it is important to combine the planning data with the oper-
ating data to get a master data set of the building. This data set should include all life-cycle-
related data to create a holistic overview of the property. This will lead to an individual property
file that will lower the effort and make changes of stake- and shareholders or changes in the facil-
ities much easier.

4.1 Case study: “3D-Scanning” of existing buildings

The majority of the shopping centers in the portfolio of ECE Projektmanagement Gmbh &
Co. KG (ECE) are existing buildings. With the help of the Navvis technology “Mobile 3D scan-
ning trolley” (NAVVIS, 2017a), ECE has taken the chance to capture the current state of the al-
ready existing shopping center Alstertal Einkaufszentrum (AEZ) in Hamburg as a show case. The
Navvis trolley can capture in average 8.000 m?day of office space and 25.000 m*/day of ware-
house or retail space. Therefore, the trolley is able to finish a survey and digitize an average
shopping center within two days. This “cutting edge mobile 3D scanning device captures all the
data needed for fully immersive indoor visualization and navigation, including panoramic imag-
es, point clouds and location data, such as WiFi, Bluetooth and magnetic data.” (NAVVIS,
2017b)
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After this capture, the AEZ can be virtually entered by an indoor viewer with the tool ,,In-
door Navigation®. It serves as the basis for consistent building information modelling of existing
buildings due to the marking and measuring of the building geometry. In addition, it marks the
lines and planars (redlining) and serves as the data base for object transfer to Computer Aided
Design (CAD) software like MicroStation and AutoCAD.

4.2 Transition from points to geometry

The trolley data output is 360° images, point clouds, floor maps and infrastructure data that
can be used in the next step for end-to-end-indoor digitization of a building. “Three high defini-
tion laser scanners record 3D measurement points within a 30 meter range. The laser arrangement
is designed to maximize data capture. The scanners record up to 40,000 points per second.”
(NAVVIS, 2017c) These recorded points form a 3D point cloud. To get the full building infor-
mation modelling, transition from points to geometry is needed. Out of the 3D point cloud, the
3D model will be aligned and modeled by special 3D visualization software of Navvis. After this
step, the 3D point cloud and the 3D model will be overlapped. The result is a full colored devia-
tion map as shown in the following illustration.

Figure 4 Transformation from 3D-Point Cloud to 3D-Model

30-Point Cloud 3D-Model

Source: HEMMINGER, 2017a

4.3 Wide fields of application in the facility management

With the method of 3D-Scanning, further fields of application in the facility management can
be covered. As a by-product, digital room books can be created. In addition to the current state of
topography, media supplies and media disposals can be surveyed. This method leads to detailed
site analyses and can serve building status reports. The data collection can be combined with the
collection of property register data, building approvals and regulations, such as land use and mas-
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ter plans and other data. Due to this method, it is quite easy to generate up-to-date firefighting
plans as well as plans for escape and rescue routes. It gives various opportunities and enables
interdisciplinary data use, such as Computer Aided Design (CAD) Data (floor plans, sections,
views, maps, etc.) or data structuring and migration to other data formats, data verification and
quality assurance. Also, area investigation according to German standards (such as DIN, GIF,
etc.) is possible, as well as rental space calculation. Another field of activity could be space man-
agement and visualization of the property (HEMMINGER, 2017b).

5 Added value of the facility management

The facility management (hereafter FM) is a cross-divisional service function. It has many
touch points to all customer groups, such as tenants (retail partners), investors and end-customers
(visitors) of shopping centers. Thus, there is a lot of potential to create added value. Without FM,
it would be impossible to operate a shopping center. Currently, FM is also in the transition phase.
According to the ISO 41000 Facility Management standard — definition (April 2017):

“Facility Management is the organizational function which integrates people, place and process
within the built environment with the purpose of improving the quality of life of people and the
productivity of the core business.”(ISO 41011, 2017)

This definition illustrates the effect of FM very well. Therefore, the FM has big impact on
the quality of stay (convenience) and satisfaction of the customers. With the help of 3D-
Scanning, the “digital twin” of the property allows innovative indoor heat maps and traffic ana-
lytics in shopping malls (via Wi-Fi tracking). FM can influence and deliver important key per-
formance indicators, as follows:

* Footfall

* Coverage of WiFi, Bluetooth and magnetic data
*  Dwell Time

* Visitor Insights

* Shopping Paths

* Customer Loyalty

*  Shop Conversion

*  Shop Cluster

* Cross Shopping

» Returning Customers
» Store Analysis

By using a skillful combination of these data, the shopping center operator can manage
the FM services in a more demand-oriented way. This leads to better productivity in terms of cost
and quality. Therefore, further research has to focus on productivity measurements in FM, which
still have not been studied in any real depth. With real time information regarding footfall and
frequency, it is possible to operate the building technology and the whole shopping center much
more efficiently. For these reasons, FM can make big contribution to creating a lasting competi-
tive advantage in this volatile market environment. The FM department of ECE is pursuing the
“smart center approach”, which means that a building can be operated in response to demand, for
example by switching off the air-condition if the footfall is low.
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6 Conclusion

There is big potential for digitization in the German real estate sector. Especially in the fa-
cility management there are many tasks to be completed. This case study shows that BIM can
help to bridge the gap. However, an important aspect is the differentiation between new real es-
tate development projects and existing buildings in this context. In the planning process of new
buildings, the possibility to set up a BIM database is very well feasible. For the existing build-
ings, it is significantly more challenging to implement BIM. The 3D-Scanning is a valid method
to capture the requested data for existing buildings quickly. A point cloud can be generated into a
3D model that serves as the basis for BIM.

To meet the challenges between existing and newly planned buildings, it is important to
combine the planning data with the operating data to get a master data set of the building. Thus, it
is urgently necessary to install a comprehensive planning and design approach that requires a
continuous improvement by using feedback loops out of the operations and facility management
back into the planning and design processes. The planning and operating data have to be handed-
over or rather merged successfully. Another challenge is the interface between the interdiscipli-
nary systems (such as CAD, CAFM, etc.) and tools, as well as the interface between the service
providers, who also generate valuable data (graphical and alpha-numeric) out of the operations.
The resulting data set should include all lifecycle-related data to create a holistic overview of the
property. This will lead to an individual property file that will lower the effort and make changes
of stake- and shareholders or changes in the facilities much easier. The up-to-date status of all the
captured and requested data can be an issue.

As a best practice example, the smart center approach of ECE combines the planning data
with the operating data. A “digital twin” of the shopping center lays the foundation for indoor
mapping. Customer tracking enables heat mapping as well as a conversion rate of the customers.
Therefore, the building technology can be managed and controlled depending on the customer
flow. The next step is combination with additional data on weather forecast. On this basis, need-
orientated facility management is possible. With the virtual entry of shopping center tenants, in-
vestors, customers and other stakeholders like service providers can inform themselves before
coming into the shopping center. This helps to create efficiency and convenience.
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The Impact of Sharing Economy on Tourism

Lenka Svajdova
College of Entrepreneurship and Law

Abstract:

The presented article will deal with the impact of sharing economy on tourism. The author will deal
with the new phenomenon of the last 5 years — the so-called sharing economy, which can be seen
mainly in the sector of services and has huge impact on the tourism industry. The article will focus
on describing the actual situation on the tourism market, where the classical providers of tourism
services are competing with las appeared sharing economy providers.The question the article is
concerned with is the competitiveness of enterprises that are doing their business in classical
economy and those ones which are using a new style of offering their services to customers and
selling them.

Keywords: Sharing economy, tourism industry, competitiveness, market, customer.

1. Theoretical background

To understand better the impact of sharing economy on the tourism industry, it’s
necessary to clarify the basic definition of the main concepts the article is dealing with.
That’s why the principles of sharing economy (the legal one, as well as the illegal one) and
some basic information about the tourism industry will be given, as well as the definition of
the market.

Sharing economy

The concept of sharing economy, in very simple words, is based on the fact that the
consumer prefers sharing long-lasting services or goods that he/she needs via digital
platforms rather than buying them and being an owner of them (V. KRAJCIK, 2017).

The activities of sharing economy can be seen in many different areas of production but
especially in the sector of services like:

- accommodation services,

- transport services,

- financial services,

- musical industry,

- education,

- human labour, etc. (DELOITTE, 2017).

Like in other areas of human activities, there are some advantages on consumers part as
well as on the part of providers of services. In sharing economy, a very often mentioned
advantage for the consumer is a low price. This low price is the result of the basic principle
of sharing economy, and it’s based on the two big advantages on providers’ side like tax
freedom and an easy way to start operating on the market of sharing economy.

If the activities of providers are meeting and respecting the whole concept of sharing
economy, it means as a provider, “I am offering services and goods that I buy for myself
but in the time when I do not use them, I decide to offer them to other people without
charging them”. It means that my activity is legal and both the provider and the customer
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have benefits from this. But the problem of the sharing economy is that many providers are
breaking the rules and the principles of sharing economy and they are buying goods and
offering services with the aim to make profit for themselves. In this case, they do their
business in the area of grey economy, because they do not pay taxes and do not meet
requirements that are given buy laws of the country (V. KRAJCIK, 2017; DELOITTE,
2017).

To understand better the impact of sharing economy on the tourism industry, it is
necessary to clear up what the bases of tourism industry in general are.

Tourism industry

Tourism is the human activity which is based on the move of people and spending their
leisure time far away from the place they normally live in, with the aim to relax, visit
interesting places, do shopping, visit some cultural or sport events, etc. (K. RYGLOVA,
2011).

For the development of tourism, some factors must be kept for sustainable development
of tourism activites in the area. These factors can be divided in 3 main groups:

- selective factors (security of the place, image of the destination, etc. )

- localization factors (telling us why to travel there, what can be seen there, etc.)

- realization factors (the possibility to eat, sleep in the destination, how to get there as
for transport and how to move within the destination) (D. JAKUBIKOVA, 2009).

History of modern tourism — mass tourism - began in the 60 of the last century and has
gone through incredible development, which has been favoured by increasing economy — it
means the increasing purchase power of consumers in most countries of the world and the
spreading out of aviation transport and all the services that are needed for the development
of tourism and that are mentioned in the realization factors. The development has been so
huge that in case of many countries, experts are talking about tourism industry, because the
economic power of these countries depends on tourism and tourism is producing from 40 to
70% of the economical growth - it's the case of Egypt, Turkey, Spain, Thailand, etc.
(UNWTO, 2018). For example, the direct contribution of Travel & Tourism to GDP was
8.7bn USD (3.2% of total GDP). The total contribution of Travel & Tourism to GDP was
19.4bn USD (7.2% of GDP) in 2016, and is forecast to rise by 1.3% in 2017. In 2016,
Travel & Tourism directly supported 773,000 jobs (2.9% of total employment). In 2016, the
total contribution of Travel & Tourism to employment, including jobs indirectly supported
by visitor exports, generated USD3.0bn (WTTC, 2018).

The impact of sharing economy on the tourism sector is significant in every country and
it doesn’t matter if it’s a country where tourism plays a dominant role or it’s just one of the
many activites of the country’s national economy. And it’s especially in tourism, where
most cases of sharing economy in grey area of economy occur. The on-line platforms that
are mentioned very often in tourism sectors are Couchsurfing, Moje chaty and providing
accommodation services. The Couchsurfing and Moje chaty respect the basic principles of
sharing economy. The second one is often suspect of illegal activites and platforms like
Liftago or Uber in transport services. (DELOITTE, 2017)

The question is why enterprises in classic economy claim their right of fair-play in their
business. The answer is very clear: to provide their services and do their business, they must
fullfil many requirements as for law, paying taxes, meeting the administration requirements,
so it is more difficult for them to start a business and keep it profitable after paying all the
taxes and fees. In many cases, it’s not so high comparing their effort to reach it.
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But how is it possible that platform like ??? has so much success, are they offering better
services, experts. But in normal economy the offer and demand meet on market. The offer is
presented by providers of services and their aim is to exchange goods or services, in some
cases giving added value to to customer, to get money back. The value of the service is
presented by the price and this price must give them a guarantee that all the costs will be
paid and the reasonable profit will be made. On the side of demand, the customer will
always try to behave in a rational way, which means he will always look for goods and
services with good added value and for a reasonable price. And as it is mentioned above, the
competitive advantage as for price are having sharing economy providers.

2. Objective of the paper and hypotheses

The main objective of the presented paper is to analyse the impact of activities of sharing
economy on the tourism sector, especially on the sector providing accommodation services.
Another aim is to find out the possibility of how business units of “classical” economy can
face the entrance of sharing economy providers on their market. The objective of the paper
is also to confirm the hypothesis that hotels of 4 and 5 stars category have better
opportunities to be more competitive on a platform than 3 stars hotels.

3. Research methodology

During the process of writing this article, different methodology was used. First of all,
the analysis of literature sources was done to elaborate brief theoretical background. To
reach the aim of this article, in the final chapter, the methods of survey together with the
analysis of secondary data and field research were done.

4. Results of the research and discussion

This last chapter of the presented article will be divided into 4 parts. The first part will
present the actual situation on the Czech market of platform. The second part of this
chapter will show some interesting information from the primary survey; the third one will
resume the principle facts from the answers of sales managers of 3-, 4- or 5-star hotels and
the last one will present possible topics of further discussion.

4.1. Siutation on the Czech market

The situation of n platform on the Czech market reflects the general situation of tourism
development in the Czech Republic. It could be said that the main offer of is situated in the
capital of the Czech Republic — Prague. The reason is clear - Prague has the most attractive
localization factors in the whole Czech Republic; also, the selective factors are very good;
it’s easy to reach the city by plane, car or train, and the services are of good quality. That’s
why most of the tourism offer is located in Prague (see Chapter 1). In the Czech market in
general, the market share of platforms is 5,6 %; the rest is in favour of classical providers
of accommodation services. In Prague the situation is totally different; the share of the
accommodation market is 23%, and the rest goes to providers of classic accommodation.

The difference is also in the legality of offering the accommodation servicies via , Some
experts estimation is that in general, the inclination to do “illegal” business is higher in
Prague. For example, in the study done by a collective of authors from Prague, it’s
mentioned that just about 10% of all accommodation facilities offered in Prague fulfill the
principle of sharing economy; the rest is about doing business to gain profit. The
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preferences of consumers are clear - they want cheap accommodation in the center of
Prague. This fact has negative impact on people who are living or want to live in the center
of Prague because those who are living there, are facing the problem of the overcrowded
city center, and for those who want to live there, the problem is the price of renting an
apartment, because for the owner it is more convenient to rent it as short-time rental or
long-time rental for tourists or people from abroad than for Czech citizens. There is loss
also on the side of the city government and administration because money leakage (taxes,
fees) is estimated to be 12.5 billion euros (V. KRAJCIK, 2017).

Figure 1 The share of AirBnB in the Czech market

Czech Market Prague Market
[
L]
5,6 % Airbnb share 23% Airbnb share

Source: Deloitte Survey 2017

4.2. The general knowledge about the sharing economy platforms

This part is dedicated to results of our research. The reasearch had the form of a short
electronic questionnaire. The number of people that were surveyed was 250 and the
research lasted 1 month. The aim of the questionnaire was to get information about general
knowledge about providers of sharing services in the tourism industry, especially in the
sector of accommodation and to get basic information about typical potential users of
platforms. The result of the general knowledge survey was the same as the result of the
survey done by the company Deloitte (see the Figure 2: General knowledge about sharing
economy).
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Figure 2 General knowledge of Sharing economy

Authors’survey

M Yes | know it but | haven’t
participated yet

H Yes, i know it and | have
participated already

Delloite” survey

Source: DeloitTe survey and authors survey (2017 )

Interesting but expected facts were given by the authors’s own survey. In general, it
could be said that the customers of platforms can be defined as follows:

- The aim of the first question was to get information if the respondent is thinking
about using the platform in the future ( 58 % / 145 respondents answered yes; 33 %
/ 82 persons answered no; the remaining 9 % / 23 persons answered that they didn’t
know)

Figure 3 The further usage of AirBnb platform

The further usage of Airbnb platform
in %

M Yes, i will use it
ENo, | will not use it

= Don- t know

Source: Author’s survey
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- the age between 21 till 35 (among 145 respondents this was the most frequent
answer — 62 % /90 persons for the question of using platform when arranging
accomodation)

- young couples (23 %/33 answers for using was definies like young couple),
Families of 3 and more members where one of the children was older than 12 years
were presented by 24 %/ 36; the rest 19 %/ 28 persons were big groups of travellers
of more than 3 members.

4.3. The point of view of “classic” providers

To obtain some specific information about the general situation on the accommodation
market, interviews with 3 sales managers were conducted. The aim of these interviews was
to confirm the hypothesis that hotels of the 3-star category are facing bigger problems as for
competitiveness than hotels of the 4- or 5-star category. This hypothesis was confirmed.
Sales managers were asked to define the competitive advantage of their hotel category. The
result is following.

For 3-star hotels, it is very difficult to find an advantage; the price of a double room in
the center of Prague is higher than a customer will pay by booking accommodation via and
the level and variety of services provided by the hotel is not so good ( a missing spa, safe
box for charge, etc.). 4- and 5-star hotels have an advantag; of course, they are even more
expensive than 3-star hotels, but usually they offer accommodation of very good quality
(spacious rooms, variety in food, extra services). Higher competitiveness of 4- and 5-star
hotels is based also on a different market segment than the one typical for 3-star hotels and .

4.5. Discussion

This paper aims to present some basic facts about the impact of sharing economy on the
tourism industry, especially on the sector of accommodation services. Obviously, the
problem of the impact of sharing economy on the tourism sector requires more detailed and
deeper analysis, but it’s clear that in places with good selective and localization factors, the
sector of sharing economy, the accomodation via has still the top to come. The
competitiveness of the “classical” sector must be based on the whole STP process, which
means the process of segmentation, targeting and positioning, and on providing customized
services that will lead to the difference between them and .

Also, not restriction but better control is needed on the part of state administration to see
whether the accommodation which is offered via platfoms is real sharing economy or
whether it belongs to grey economy. If it is the latter case, all the legal and necessary steps
must be taken to stop this activity. Better control is not so difficult in the sharing economy
because all the information that is needed to have better control has its digital trace.

Conclusion

The presented paper deals with the topic of impact of sharing economy on the tourism
industry with the focus on accommodation services. Also, some advice to “classical
providers” on how to face “new appearing” units on the market is presented and the
hypothesis that hotels of the 4- and 5- star categories are more competitive than hotels of
the 3-star category as for sharing economy. Obviously, the importance and share of sharing
services will increase in the future and “classical” business units must find their best way
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how to show the customer that the services they are providing have great added value for
them.

Ing. Be. Lenka Svajdova, Ph.D.
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Abstrakt:

Prispevok sa zaobera kontrolnymi marketingovymi procesmi v neziskovych sluzbach, ktoré patria
medzi tie najCastejSie opominané marketingové cinnosti v neziskovom sektore. V ére silnejlicej
digitalizacie sa moznosti marketingového kontrolingu rozsirujii aj pre neziskové organizacie. Nové
digitdlne nastroje pritom umoziuji nielen efektivnejSie meranie kvantitativnych marketingovych
vykonnostnych ukazovatel'ov (navstevnost’, pocet kontaktovanych potencidlnych darcov vs realnych
prispievatelov, pocet Studentov, voliCov apod.), ale aj zber avyhodnocovanie dat pre potrebu
kontroly kvalitativnych ukazovatelov (spokojnost zakaznika, imidZ organizacie, zmena postojov
a spravania). V neziskovom sektore sa zo Standardnych typov marketingovej kontroly uplatituje najma
kontrola casového plnenia tloh (monitoring) a strategickd kontrola (audit). Kontrolu ziskovosti zo
Standardného marketingového kontrolingového inStrumentara mozno v neziskovom sektore nahradit’
inymi meratelnymi ukazovatel'ov, ktoré st dolezité pre napliianie poslania neziskovej organizacie.
Neziskové organizacie teda vyuzivaju podobné kontrolné mechanizmy ako tie, ktoré sa aplikuji
v komer¢nom marketingu, no su prispdsobené specifikam ich ¢innosti. Digitalne technolégie umoziujt
realizovat’ exaktnejSi, komplexnej$i a ststavnej$i marketingovy kontroling atym prispievat
k efektivnejsiemu vyhodnocovaniu neziskovych sluzieb anasledne aj k adekvatnejSiemu
marketingovému planovaniu v neziskovom sektore.

Krucové slova: neziskové sluzby, marketingovy kontroling, kvantitativne a kvalitativne kontrolné
mechanizmy, digitalizacia

Abstract:

The paper deals with marketing controlling processes in non-profit services, which are usually among
those most frequently overlooked in the non-profit sector. Nevertheless, in the era of increasing
digitization, the possibilities of marketing controlling tools have been expanded also for non-profit
organizations. New digital tools enable not only more effective measurements of marketing
performance indicators (number of participants, potential donors contacted vs. real contributors,
number of students, voters, etc.), but also more effective collection and evaluation of data needed for
assessing qualitative indicators (customer satisfaction, change of attitudes and behavior). From among
standard marketing control mechanisms, in particular, two types are applied in the non-profit sector: the
monitoring of timelines and strategic control (audit). Profitability control can be replaced by other
measurable indicators that are important to the mission of a non-profit organization. Thus, non-profit
organizations use similar control mechanisms to those applied in commercial marketing, however,
adapted to the specific nature of non-profit activities. Digital technologies allow for more accurate,
comprehensive and consistent marketing control which contribute to the more effective evaluation of
non-profit services and, consequently, to better marketing planning in the non-profit sector.

Key words: non-profit services, marketing controlling, quantitative and qualitative control
mechanisms, digitalization
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Uvod

V trhovom hospodarstve na trh nevstupuju len podnikatel'ské subjekty a Stat, no 1
neziskové organizacie posobiace vo verejnoprospesnom zaujme v roznych oblastiach
spolocenského Zivota. Tieto organizacie tvoria tzv. treti sektor, ktorého charakteristickym
znakom je, Ze zahfiia aktivity realizované z dobrovolnej iniciativy ob¢anov. Akd je vSak
uloha marketingového kontrolingu v neziskovom sektore? A ako sa marketingovy kontroling
vyvija v ére digitalizacie? Podla Hanuldkovej (1998, s. 715) uplatnenie marketingu
v neziskovom sektore nesuvisi s dosahovanim zisku, ale so zvySenim efektivnosti spojenej s
existenénym motivom.  Digitalizcia, ktora v sucasnosti prenikd do vSetkych oblasti
kazdodenného Zivota dokaze prave meranie efektivnosti posobenia neziskovych organizacii
do znacnej miery ulah¢it’ a poskytnut’ meratel'né vystupy prinosov neziskového sektora.

Napriek rozdielnym cielom samotny proces aplikacie marketingu v neziskovom sektore sa
v zésadnych rdmcoch neliSi od jeho uplatnenia v ziskovych oblastiach. Odlisné su len
Specifika konkrétnych marketingovych procesov, ktoré mozno v zasade rozdelit’ do Styroch
kategoérii na analytické, koncepéné, realiza¢né a kontrolné marketingové ¢innosti. Prispevok
sa zaobera kontrolnymi marketingovymi procesmi v neziskovych sluzbach, ktoré patria medzi
tie najCastejSie opominané marketingové Cinnosti v neziskovom sektore. V ére silnejlcej
digitalizacie sa moznosti marketingového kontrolingu rozsiruji aj pre neziskové organizacie.
Nové digitdlne ndstroje pritom umoziuju nielen efektivnejSie meranie kvantitativnych
marketingovych vykonnostnych ukazovatelov, ale aj zber a vyhodnocovanie dat na potreby
kontroly kvalitativnych ukazovatel'ov.

2 Kontrolné marketingové procesy v neziskovom sektore

Ulohou kontrolnych procesov v marketingu je zistit, do akej miery sa organizacii podarilo
dosiahnut’ ciele stanovené vo svojom marketingovom plane a za akych podmienok (dodrzany
rozpocet, ¢asovy harmonogram implementacie, komplexnost’ implementovanych néstrojov).
F. Colbert (1994, s. 227) povazuje kontrolu za ,komplementarnu funkciu planovania“.
Planovanie teda pozostava zo stanovenia cielov, zatial Co kontrola poukazuje na mieru
dosiahnutia cielov. D. Lesdkova a kol. (2014, s. 325) definuje marketingovl kontrolu ako
»proces zistovania ahodnotenia vysledkov realizdcie marketingovych stratégii a planov
a proces uplatiiovania korigujicich opatreni na zabezpecenie splnenia marketingovych
cielov*.

R. Bacuvcik (2011, s. 90-91) zdoraziuje, ze spdsob realizacie marketingovej kontroly by
mal byt zakotveny v marketingovom plane, priCom kontrola by mala byt pravidelna,
dokladna, casovo Specifikovand, prebiehajica na vSetkych organizaénych urovniach
a zosobnena (t. j. mala by byt urCend konkrétna osoba zodpovedajuca za realizaciu kontroly
v neziskovej organizacii). Predmetom marketingovej kontroly v neziskovom sektore modzu
byt rovnako kvantitativne ukazovatele (vykony), ako aj kvalitativne ukazovatele (vnimanie)
(Tajtdkova a  kol.,, 2016). Neziskové organizacie teda vyuzivaju podobné kontrolné
mechanizmy ako tie, ktoré sa aplikuju v komerénom marketingu, no su prispdsobené
$pecifikdm ich Cinnosti.

D. Lesédkova akol. (2014, s. 328) opisuje tri zakladné typy kontroly v marketingu —
kontrola ¢asového plnenia uloh, kontrola ziskovosti a strategickd kontrola. V neziskovom
sektore mozno z uvedenych typov aplikovat najmid kontrolu casového plnenia uloh
(monitoring) a strategicku kontrolu (audit). Monitoring predstavuje priebezny kontrolny
mechanizmus a dolezith spatnt vézbu pre organizaciu. Dokaze odhalit’ pripadné odchylky od
naplanovaného priebehu implementacie marketingovych opatreni a dat’ potrebny impulz ku
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korekcii. Marketingovy audit je typ zdverecnej a komplexnej kontroly, ktord vyhodnocuje isty
Casovy usek (napr. obdobie realizdcie marketingového planu) na viacerych urovniach
realizacie marketingovych aktivit. Kontrolu ziskovosti mozno v neziskovom sektore nahradit’
inymi meratelnymi ukazovatelmi, ktoré st doleZité pre naplianie poslania neziskovej
organizacie (napr. objem osloveného publika, mnozstvo reakcii na konkrétny podnet, pocet
kontaktovanych potencidlnych darcov vs redlnych prispievatel'ov, poctom realizovanych
aktivit a pod.).

2.1 Kvantitativne kontrolné ukazovatele

Na rozdiel od komerc¢ného marketingu, kde sa vramci kvantitativnych ukazovatel'ov
sleduje napr. objem predaja, zisk a pod., st jednotlivé vykonnostné ukazovatele v neziskovom
marketingu prispésobené povahe cinnosti konkrétnej oblasti neziskového sektora (napr.
navstevnost’ v divadle, mizeu; pocet oslovenych darcov/pocet skuto¢nych prispievatelov v
charite, pocet voliCov politickej strany a pod.). Rovnako bude modifikované aj poradie
vyznamnosti konkrétnych ukazovatelov (napr. divadlo bude viac zaujimat’ pocet divakov,
ktori navstivili predstavenie, nez prijem zpredaja vstupeniek za toto predstavenie).
V socidlnom marketingu sledujeme vramci kvantifikovatelnych ukazovatelov najma
meratel'n zmenu spravania (napr. pokles poctu faj¢iarov, pokles poctu nehod spdsobenych
pod vplyvom alkoholu, rast preventivnych lekérskych prehliadok a pod.).

Pri vSetkych sledovanych kvantitativnych ukazovateloch moézu digitalne technologie
ulah¢it’ rovnako zber dat, ako aj ich vyhodnocovanie aporovnavanie. Praca s vacSim
objemom dat, ako aj va¢sSim ¢asovym ramcom kontrolovanych dat v neziskovych sluzbach
umoziuje nielen efektivnejSie vyhodnocovanie realizovanych aktivit, ale nasledne aj
efektivnejSie planovanie d’alSich akcii. Pri merani kvantitativnych ukazovatel'och marketingu
mozno podla Sol¢anského a Simberovej (2010) vyzdvihnat najmé dve metody:

e ROMI (Return On Marketing Investment) — pouziva sa na meranie celkovej
efektivnosti marketingu s cielom lepSie rozhodovat’ o alokacii budtcich investicii.
Porovnava prijmy vo vztahu kndkladom na marketing. KedZe v marketingu
neziskovych organizacii nejde o dosahovanie zisku, efektivitu marketingu hodnotime
inymi meratelnymi ukazovate'mi (napr. navStevnost, pocet prihlaSok, mnozstvo
volicov a pod.). ROMI moéze ukazovat’ na pokrok v kratkodobom aj v dlhodobom
horizonte.

e ABC (Activity Based Costing) — podstatou je eliminacia zbyto¢nych naklady, ktoré
znizuju celkové prijmy. Pomocou ABC metédy moZzno vyhodnotit efektivitu
jednotlivych projektov a zdkaznikov, naklady na produkty a sluzby, néklady na rozne
¢innosti a procesy atd’. a uspesne znizit’ rezijné naklady.

2.2 Kvalitativne kontrolné ukazovatele

Kontrola kvalitativnych ukazovatel'ov je pre mnohé neziskové organizacie vyznamnejsia,
ako kontrola meratel'nych vykonov. Podl'a H. Hordkovej (in Stehlik, E. a kol., 1998, s. 81) je
v neziskovom sektore zvlast’ dolezité ,,hodnotenie spokojnosti zakaznika a hodnotenie imidzu
organizdcie®. 'V socialnom marketingu sledujeme zmenu postojov a spravania.

Hodnotenie spokojnosti zakaznika
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Hodnotenie spokojnosti zékaznika zahfna zistovanie, do akej miery pontkané neziskové
sluzby spiiaju spotrebitefove ocakavania. D. Klepochova (2004, s. 202) uvadza, Ze
,»spokojnost’ zakaznika vychadza z tedrie rozporu a spociva vo vytvarani predstavy zdkaznika
o produkte anaslednej konfrontacii s charakteristikami produktu po jeho nakupe®.
Spokojnost’ je teda priamoumernd jeho ocakavaniam. Ak vystupy organizacie zodpovedaju
alebo prekracuju oCakavania, spotrebitelia su spokojni s danym vyrobkom, so sluzbou alebo s
organizéaciou. Naopak, ak vyrobok ¢i sluzba nesplnili o¢akavania, spotrebitelia si sklamani,
nespokojni. Miera sklamania zavisi od toho, ako spotrebitel hodnoti rozdiel medzi
o¢akavanym a skutoénym stavom (Hanulakova E. in Cihovska, V. a kol., 1999, s. 169). Podla
T. J. Hannagana (1996, s. 187) je ,cielom neziskovych organizacii skor prispievat
k spokojnosti nez prinasat’ zisk, alebo sa zaoberat” predajom®. Preto je analyza spokojnosti
zékaznika v neziskovom sektore jednym z najdolezitejSich kritérii na posudzovanie ich
marketingovej efektivnosti.

Neziskové organizacie maji vo vSeobecnosti problém s vyhladavanim informaécii
o spokojnosti spotrebitelov. Je to z dovodu, Ze spotrebitelia za sluzbu neplatia, pripadne platia
len CiastoCne, a preto byvaju v svojich reakciach, resp. staznostiach rezervovani. Osvojenie si
marketingového pristupu vedie aj v neziskovom sektore k zmene postoja — od takého, pri
ktorom st l'udia od staznosti odradzovani, k ovzdu$iu, v ktorom st namietky, naopak,
vyhl'adavané (Hannagan, T. J., 1996, s. 189). Na hodnotenie spokojnosti sa v neziskovom
sektore ako hlavny néstroj vyuziva marketingovy vyskum, ato predovsSetkym metodou
dopytovania na zaklade Standardizovanych dotaznikov. V ramci dotaznika je vhodné vyuzit
najma Skalové otazky (stupnice), ktoré umozinuju identifikovat’ mieru spokojnosti zakaznikov
(napr. znamkovacia stupnica, Likertova skdla a pod.). Pri prieskume spokojnosti metédou
dopytovania opédt’ vstupuju do hry digitalne technoldgie, ktoré umoziuja spracovanie velkého
mnozstva dat za primerané naklady.

Horakova (in Stehlik, E. a kol., 1998, s. 82) upozoriiuje aj na mozné problémy s meranim
kvalitativnych ukazovatelov, a to najmi z dovodu, ze zdkaznik nema Casto potrebné znalosti,
aby posudil kvalitu poskytovanej sluzby (napr. zdravotnictvo). Predsa vSak moze posudit’ isté
aspekty poskytnutej sluzby (zdvorilost’ personalu, dodrzanie ¢asového harmonogramu a pod.).
Zakaznici vSak nie su jedinym cielovym trhom neziskovych organizacii. Meranie spokojnosti
sa teda vztahuje aj na iné ciel'ové trhy, zvlast’ na donorov. Spokojnost’ donora zavisi od toho,
do akej miery je spokojny stym, ako boli pouzit¢ jeho prispevky darované neziskovej
organizacii. Dosiahnutie spokojnosti donora je zaroven zdkladnym predpokladom toho, aby sa
z jednorazového darcu stal dlhodoby prispievatel’. Pri skiimani spokojnosti donorov mozno
vyuzit aj kvalitativne metody marketingového vyskumu, najmi individudlne hibkové
rozhovory. Ak je vSak pocet donorov prili§ velky, vhodnejSia je metdoda dopytovania s
vyuzitim Standardizovaného dotaznika, podobne ako v pripade trhu zdkaznikov.

Hodnotenie imidZu organizacie

Imidz odraza obraz a vnimanie organizacie v oiach spotrebitelov zalozené na vlastnych
skusenostiach, nazoroch inych spotrebitel’'ov, na ohlasoch v médiach, reklamnych kampaniach
a pod. Je vel'mi tazké zmenit’ uz vytvoreny imidz, pretoze 'udia maju sklon k selektivnosti pri
dalsich predkladanych informdaciach. Imidz sa teda vyznacuje istou zotrvacnostou, t. j.
tendenciou nemenit’ sa eSte dlho potom, ¢o sa zmenila realita (Hanuldkova, E. in Cihovska, V.
a kol., 1999, s. 165). Neziskové organizacie maju zvlastny zaujem na poznani svojho imidzu
aj z toho dovodu, ze st ¢asto priamo zodpovedné verejnosti alebo predstavitelom verejnosti a
iné hodnotiace kritéria nie su pouzite'né (napr. kontrola ziskovosti) (Hannagan, T. J., 1996, s.
186). Imidz neziskovej organizacie sa vytvara aj porovnavanim s inymi organizaciami

177



10" International Research Conference, Bratislava, April 25th, 2018

pontkajucimi rovnaké alebo podobné sluzby. Tvorba imidzu teda priamo suvisi
s pozicionovanim (tvorbou trhovej pozicie) ako vedomim usilim v ramci marketingovej
stratégie neziskovej organizacie.

Velka ekonomicka encyklopédia (2002, s. 853) definuje trhovu poziciu ako
,»psychologicky prostriedok, ktorym sa urcuje a vytvara mienka, a tym aj miesto — pozicia
produktu alebo znacky medzi ostatnymi vlastnymi aj konkuren¢nymi produktmi/znackami. Je
to subor vnemov, pocitov a predstav, ktoré si spotrebitelia pamitaju o produkte pri jeho
porovnani s inymi produktmi®. Trhova pozicia je teda zalozena na subjektivnych atributoch,
ktoré spotrebitelia pripisujii produktu alebo organizécii a ktorymi sa dany produkt/subjekt
v ich o€iach odlisuje od konkurentov, pri¢om tieto atributy nemusia zodpovedat’ skuto¢nosti.

Téato potencidlna disproporcia medzi vnimanim spotrebitela a skutocnymi vlastnostami
produktu vedie krozliSeniu troch alternativ trhovej pozicie: Zelanej (idedlnej), ktord
predstavuje idealny stav v stlade s prianiami organizacie, skutocnej (vnimanej), ktord odraza
to, ako produkt naozaj vidia spotrebitelia v svojej mysli, a moznej (dostupnej), ktora je pre
organizdciu v danom momente dosiahnutel'na z hladiska pontkaného produktu,
disponibilnych zdrojov a pozicie konkurentov.

Meranie imidzu je narocnd uloha. V praxi sa opit vyuzivaji najmid metody
marketingového vyskumu, v prvom rade dopytovanie. Oproti meraniu spokojnosti je vSak
vyber otazok zlozitej$i. Vyuzivaji sa asociacné testy, projekéné metody, sémanticky
diferencial, stupnica prikladaného vyznamu a pod. Pri merani imidzu je potrebné skumat
vacsiu vzorku, ako pri merani spokojnosti. V tomto pripade sa totizZ nezameriavame len na
uzivatel'ov alebo donorov, ale na SirSie publikum, nezriedka ina celospoloCenskej trovni.
A prave pri merani imidZzu na velkej vzorke respondentov st digitdlne technologie zv1ast
napomocné. Umoznuju nielen efektivnejSie spracovanie vicSiecho mnozstva dat, ale
zabezpeCuju aj ekonomicku dostupnost marketingového vyskumu v neziskovom sektore.
Realizaciu vyskumu v on-line prostredi (napriklad prostrednictvom socidlnych médii) a za
pomoci vol'ne dostupnych bezplatnych on-line vyskumnych nastrojov si méze dovolit’ aj mala
neziskova organizécia.

Hodnotenie zmeny postojov a spravania

V neziskovom marketingu a zvla$t' v socialnom marketingu sa Gspech meria aj zmenou
postojov cielového trhu. Postoje mozno definovat’ ako ,,nau¢ent predispoziciu spravat’ sa
konzistentnym spdsobom voci objektu (osobe, predmetu, situacii) a relativne stdlym smerom
hodnotit’ a reagovat’ na neho“ (Richterové, K. a kol., 2015, s. 126). Podl'a J. Simutha (2012, s.
85) sa postoj skladd ztroch zloziek: kognitivnej (vedomosti, skusenosti), emociondlnej
(emdcie, pocity) amoralnej (vol'ové vlastnosti) zlozky. Postoje teda priamo determinuju
spravanie jednotlivca, priCom predstavuji naucené spravanie dané socio-kultirnym
kontextom formovania jedinca. E. Hanuldkovd (in Cihovska, V. akol, 1999, s. 166)
upozoriiuje na tazku zmenu postojov, ktoré predstavuju relativne stdlu hodnotiacu poziciu
vychéadzajucu z pocitov, skisenosti, no i predsudkov voci nieckomu alebo niecomu.

Meranie postojov mozno realizovat’ Standardnymi metdédami marketingového vyskumu,
a to predovsetkym dopytovanim a pozorovanim. Pri dopytovani sa vyuzivaju najmi metody
skimania miery sthlasu s nejakym javom. Podla K. Richterovej a kol. (2015, s. 139) je
najobl'ibenejSou formou merania postojov Likertova Skala, ked’ze sa da jednoducho zostrojit’
a je na fiu 'ahké odpovedat’. Pri pozorovani uz vé¢sinou hodnotime aj spravanie spotrebitel’a
ovplyvnené jeho postojmi. Ked’ze je naro¢né oddelit’ postoje od spravania, T. Foscht a B.
Swoboda (2005 in Richterova, K. a kol., 2015, s. 141) navrhuju meranie postojov z hl'adiska
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trojzlozkovej teodrie postojov. Této tedria analyzuje sucasne tri roviny — afektivnu (citovi)
zlozku, pri ktorej sa meraji emocie a motivy; kognitivnu (poznavaciu) zlozku zameriavajliicu
sa na znalosti a skisenosti; a napokon konativnu zlozku, ktora analyzuje spravanie.

Ak chceme v ramci posobenia neziskového marketingu zmenit’ spravanie cielového trhu,
musime teda najskor ovplyvnit jeho postoje. Podla J. Simutha (2012, s. 87) moZno na postoje
vplyvat dvoma spOsobmi, a to kognitivnym (ovplyviiovat myslienky a presvedcenia)
a afektivnym (ovplyviiovat’ emociondlne skusenosti spojené s predmetom) sposobom. Mdze
nastat’ aj taka situdcia, Ze postoj nie je konzistentny so spravanim. V pripade identifikovania
pozitivneho postoja (napr. spotrebitel’ povazuje za spravne triedit’ odpad) a nekonzistentného
spravania (spotrebitel’ napriek tomu odpad netriedi) treba skumat’ pric¢iny. Tieto Casto tvoria
praktické bariéry (napr. nie s k dispozicii nddoby na zber separovaného odpadu), ktoré
mozno vyrieSit zapojenim dalSich stran, napr. spolupracou treticho sektora s verejnou
spravou. Opacna situdcia, ked’ je identifikovany negativny postoj, si vyzaduje najskor
pOsobenie na zmenu postoja (vysvetlovanie preCo je dobré triedit odpad), napr. aj
prostrednictvom marketingu.

2.3 Marketingovy audit

Marketingovy audit je hlavny nastroj strategickej marketingovej kontroly. Predstavuje
najkomplexnej§i typ kontrolného mechanizmu v marketingu. Ide o celkovi a hibkova
kontrolu marketingu neziskovej organizacie, ktora posudi dlh§i casovy usek jej
marketingového pdsobenia vediuceho k stcasnej marketingovej situacii. P. Kotler a kol.
(2007, s. 109) definuju marketingovy audit ako ,,ucelené, systematické, nezavislé a periodické
skimanie prostredia, cielov, stratégii a aktivit spolocnosti s cielom identifikovat’ problémové
oblasti a prilezitosti a odporucit’ d’al$i postup na zefektivnenie marketingu spolocnosti®. Za
hlavné ¢rty marketingového auditu mozno teda povazovat komplexnost’, systematickost’,
nezavislost’ a periodicitu.

Podl'a P. Kotlera a kol. (2007, s. 110-111) pozostava marketingovy audit z viacerych
Ciastkovy kontrol marketingového systému (tabul’ka 10).

Tabul’ka 10 Zlozky marketingového auditu

Audit Napli

marketingového prostredia sledovanie zmien v marketingovom makro a mikroprostredi; analyza
prilezitosti a hrozieb, ktoré dané zmeny prinasaju

marketingovej stratégie prehodnotenie poslania, strategickych zdmerov a marketingovych cielov
organizacie vo vztahu k meniacemu sa prostrediu

organizacie marketingu preverovanie sposobilosti marketingového oddelenia zostavovat’
a implementovat’ marketingové stratégie vzhl'adom na sucasny
a oCakdvany vyvoj marketingového prostredia

marketingovych systémov kontrola adekvatnosti analytickych (vratane marketingového informacného
systému), planovacich a kontrolnych procesov v ramci marketingu
neziskovej organizacie

marketingovej produktivity kontrola rentability a nakladovej efektivity. Hodnoti sa, ako jednotlivé
zlozky neziskovej organizacie prispievaju ku generovaniu zdrojov
neziskovej organizacie, a aky vplyv maji marketingové aktivity na jej
naklady

marketingovych funkcii kontrola premennych marketingového mixu (produkt, cena, distribticia,
marketingova komunikacia + d’alSie prvky rozsireného mixu, ak sa
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uplatiiuju)

Zdroj: spracované podl'a Kotler, P. a kol., 2007, s. 110-111.

Marketingovou kontrolou sa proces marketingového pldnovania zavrSuje, no nekonci.
Marketingové kontrola je impulzom na pripadné korekcie a d’alSie marketingové planovanie.
Neziskovd organizdcia sa prostrednictvom kontroly uistuje, Ze zvolend marketingova
stratégia sa realizuje sposobom, akym bola naplanovana. Skor nez jednorazovi kontrolu by
mala kazda organizdcia realizovat tzv. marketingovy kontroling, ktory pozostava
zo systematického hodnotenia marketingovych procesov v neziskovej organizacii a poméaha
jej reagovat’ na meniace sa prostredie.

Zaver

Uplatnenie marketingu v neziskovom sektore patri v sucasnosti uz k beznej marketingove;j
praxi. Marketingovy kontroling je jednym zo Styroch zékladnych marketingovych procesov
(popri procesoch analytickych, koncep¢nych a realizacnych). Pri marketingovej kontrole
v neziskovom sektore sa uplatiiuji rovnako kvantitativne (vykony) i kvalitativne ukazovatele
(spokojnost’, imidz, postoj). ZaviSenim marketingovej kontroly je marketingovy audit.
Neziskové organizacie teda vyuzivaju podobné kontrolné mechanizmy ako tie, ktoré sa
aplikuji v komerénom marketingu, no su prisposobené Specifikdm ich ¢innosti.

Digitalizacia je jednym z najvyraznejich fenoménov dneska. Coraz intenzivnejsie
vyuzivanie digitdlnych technologii v kazdodennom zivote vedie k formovaniu digitalnej
spolo¢nosti 1 digitalnej ekonomiky. Digitalna ekonomika reflektuje prestivanie vymennych
transakcii do prostredia internetu a signifikantny rozvoj e-marketingu. Aj v neziskovom
marketingu maju digitdlne technoldgie svoje uplatnenie. Umoznuju realizovat exaktnejsi,
komplexnejSi a sustavnejS$i marketingovy kontroling atym prispievat k efektivnejSiemu
vyhodnocovaniu neziskovych sluzieb anasledne aj k adekvatnejSiemu marketingovému
planovaniu.
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