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Moderné navigacné technoldgie a ich aplikacia
v cestovhom ruchu

Peter Cervenka! — Kristina Gaziova?

Modern Navigation Technologies and their Aplication in Tourism

Abstract

The paper deals with indoor navigation by bluetooth iBeacon lighthouses in tourism. The
aim was to design and apply iBeacon technology in indoor enviroment of specific subject
in tourism, in our case museum of modern art Danubiana. We analyse museum of mod-
ern art Danubiana and its current situation and desing of iBeacon technology with its
calculation. The result is more atractive concept of museum, increase of visit, better
experience from visit, For museum the result is opportunity to collect data about visitors
and next profiling throug data in app.

Key words
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Uvod

Cestovny ruch je dynamické, rozvijajlce sa odvetvie, ktoré v poslednych rokoch
neustale prechadza r6znymi zmenami. Tento rozvoj prindsa hlavne zmeny v informac-
nych a komunikacnych technoldgidch. Pri cestovani sa zacal vyuzivat' internet a so-
cialne média. Implementacia technoldgii do cestovného ruchu vytvorila pojem elektro-
nicky cestovny ruch (e-tourism), ktorym rozumieme digitalizaciu procesov v subjektoch
cestovného ruchu. Sucasné technologické trendy maju velky potencial vyuZitia v ces-
tovnom ruchu.

Jednym z trendov v cestovnom ruchu je aj technoldgia iBeacon, ktorou sa v pred-
kladanom ¢lanku budeme zaoberat'. iBeacon je zariadenie, ktoré slizi hlavne na navi-
gaciu, ¢i uz v indoor alebo outdoor prostredi, ale aj na iné vedl'ajSie zaujimavé a inter-
aktivne vyuzitia v cestovnom ruchu. iBeacon umoziuje rozvoj cestovného ruchu
a umoznuje spoznavanie krajiny a zazitky posunit’ na Gplne ind Groven.

Na zaklade analyzy technoldgie iBeacon a jej vyuZitia v praxi navrhneme aplikaciu
v internom prostredi vystavnych priestorov mizea moderného umenia Danubiana.

! Ing. Peter Cervenka, PhD., Ekonomické univerzita v Bratislave, Obchodné fakulta, Katedra informatiky ob-
chodnych firiem, Dolnozemska cesta 1, 852 35 Bratislava, E-mail: peter.cervenka@euba.sk

2 Kristina Gaziova, Studentka Obchodnej fakulty, Ekonomickej univerzity v Bratislave, Dolnozemska cesta 1,
852 35 Bratislava.
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1 Metodika prace

Objektom skdmania st iBeacony a ich vyuzitie v cestovnom ruchu. Na zaciatku bolo
dolezité zozbieranie a zhromazdenie potrebnych zdrojov obsahujlcich tému danej prob-
lematiky. Kedze téma, ktorej sa v praci venujeme, sa neustale vyvija, Cerpali sme pre-
vazne z aktualnych elektronickych dokumentov, kvoli nedostatku a neaktualnosti kniz-
nych zdrojov. Nasledne sme ziskané informacie roztriedili a postupne analyzovali.

Analyticki metddu sme aplikovali pri zist'ovani informacii zo sekundarnych zdrojov
o0 muzeu moderného umenia Danubiana, ktora je predmetom zavedenia technoldgie iBe-
acon. Nasledne sme vyuzili metdédu pozorovania poc¢as navstevy muzea, ktorej predme-
tom bolo analyzovanie priestoru, diel a potencialu priestorov pre zavedenie iBeacon
technoldgie. Na Zaver sme pouzili tabulku pre prehladné spracovanie kalkulacie zave-
denia technoldgie iBeacon, charakterizovali cielovi skupinu a ciele projektu. Kalkulacia
bola vyhotovena na zaklade sekundarnych zdrojov, ale aj primarnych zdrojov, ktoré sme
ziskali prostrednictvom rozhovoru s odbornikmi, ktori nam poskytli prevazne informacie,
ktoré sa tykali aplikacie a grafického spracovania.

2 Vysledky a diskusia

iBeacon je technoldgia od spoloCnosti Apple, ktora od roku 2013 umozniuje mobil-
nym aplikaciam (na platformach iOS aj Android) prijimat’ signdly od beaconov. Techno-
I6gia umoziiuje mobilnym aplikaciam porozumiet’ a vyhodnotit’ ich poziciu a lokaciu. Za-
kladnou komunikacnou technoldgiou je technoldgia Bluetooth s nizkou spotrebou ener-
gie, BLE — Bluetooth low energy. Cely proces sa sklada z dvoch stran ako vysielatel’ —
beacon zariadenie a prijimatel’ — smartfon ¢i iné podobné zariadenia, ktoré komunikuju
na zaklade protokolu iBeacon, ako to mozeme vidiet na obrazku
¢. 1. Standardny BLE ma vysielaci okruh viac ako 100 metrov, ¢o robi iBeacon idealny
pre indoor navigaciu a lokalizaciu.

S iBeaconom mozu rézne znacky, predajcovia, aplikacie a platformy porozumiet,
kde je ich zakaznik. Toto prindSa moznost’ posielat’ zdkaznikovi a spotrebitel'ovi vy-
znamné a zmysluplné reklamy ¢i spravy na ich smartfony.

Prikladom vyuzitia iBeaconu je napriklad pouZitie v obchodnej predajni. Zakaznik
vojde do predajne. Predpokladom je, Ze ma nainstalovanu aplikaciu na jeho smartfone.
Aplikdcia na jeho smartféone komunikuje s iBeaconmi. Napomaha odosielat’ cielené
spravy, ponuky alebo upozornenia. Taktiez mo6ze vystupovat’ pri mobilnych platbach ¢i
analyzach obchodnika (Ibeacon, 2019).
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Obr. 1 Schéma dosahu signalu beaconov

Far Immediate

Near Immediate

Unknown

Zdroj: https://developer.apple.com/documentation/corelocation/determining_the_proximity_to_an_ibeacon

Ramcovy ndavrh aplikacie technoldgie pre mizeum moderného umenia Danubiana
bude obsahovat’ priestorové rozlozenie beacon zariadeni, funkcie v aplikacii, ktoré budu
moct’ navstevnici vyuzit', i kalkulaciu potrebnl na realizaciu projektu. Navrh teda bude
zamerany na obsahovu a ekonomickd stranku, nie na konkrétne technologické spraco-
vanie technoldgie iBeacon, prislusnych aplikacii potrebnych na spravne fungovanie tech-
noldgie, ¢i iné vedlajsie informatické sucasti.

Muzeum moderného umenia Danubiana, ako subjekt cestovného ruchu, bolo na
aplikaciu zvolené, pretoZe sa nachadza na Slovensku, kde iBeacon v cestovnhom ruchu
zatial' nie je vyuzity. Danubiana je mizeum moderného umenia, a prave preto zavedenie
modernych technoldgii a inovacii pre zlepSenie umeleckého zazitku len podpori moderné
umelecké zbierky, architektiru a celistvost’ moderného konceptu.

2.1 Galéria moderného umenia Danubiana

Danubiana bola otvorena v roku 2000. Odvtedy sa tu uskutocnili desiatky vystav
najprestiznejsich osobnosti slovenskej, eurdpskej a svetovej vytvarnej scény.

Prehliadku mizea odporucaju najprestiznejSie svetové bedekre a socialne portaly.
Muzeum v roku 2014 preslo dostavbou podporenou viadou Slovenskej Republiky, ¢im sa
stalo novym symbolom modernej Bratislavy (Danubiana, 2019c). Rozloha vystavnej plo-
chy pristavby je 1 636 m2 a rozloha vystavnej plochy existujiceho objektu je 853 m2
(Abs, 2013). Navstevnici maju takisto moZnost’ nakupit’ si suveniry v Art shope (Danu-
biana, 2019b), ¢i posediet’ si na kave v Art café (Danubiana, 2019a).

Ako iné muizea moderného umenia podobne, aj mizeum Danubiana si vytvorilo
Klub priatel'ov, ktori na zaklade zakupenia Clenskej karty sa dobrovol'ne rozhodli pod-
porovat’ jeho aktivity.



Studia commercialia Bratislavensia Cislo/No.: 41 (1/2019); Rot./Vol.: 12

Obr. 2 Mulzeum Danubiana

Zdroj: https://www.citylife.sk/miesto/danubiana-meulensteen-art-museum

2.2 Navrh zavedenia technoldgie iBeacon

Aplikacia iBeacon je rozdelena do dvoch etap z dovodu financnej naroc¢nosti a pre
potreby prvotnej analyzy Uspesnosti a funkénosti 1. etapy.

Prva etapa

V ramci zavedenia by bolo umiestnenie beaconov koncentrované do tej Casti mu-
zea, kde je umiestfiovana stala expozicia. Tato Cast’ vystavnej plochy ma rozlohu 1 636
m2. Na zaklade navstevy muzea dna 17.2.2019 sme zistili, Ze na tejto ploche sa nacha-
dza priblizne 80 umeleckych diel. Pre poskytovanie informacii o kazdom diele je preto
potrebné pre kazdé dielo umiestnit’ prisltichajlici beacon. Pre pokrytie diel budeme po-
trebovat’ 80 beacon zariadeni. Okrem pokrytia diel potrebujeme beacony pri vchode do
muzea, to je vSak vel'mi blizko k zaciatku expozicie, a kedZe maji dosah 100 metrov,
postacovat’ budi dva navyse. Spolu teda budeme potrebovat’ priblizne 82 beaconov.

Cely systém beaconov musi fungovat’ na platforme, ktort bude tvorit’ aplikacia. Na
stiahnutie aplikacie bude navstevnik upozorneny pracovnikom na recepcii a reklamnou
tabul'ou. Aplikaciu si bude moct’ navstevnik zadarmo stiahnut’ pri prichode do muzea cez
verejnu wi-fi cez obchod Google Play v pripade softvéru Android, prostrednictvom Ap-
pStore v pripade softvéru I0S alebo este pred prichodom do muzea napriklad doma na
svoje smart zariadenie Ci uz telefén, tablet alebo iné. Je jasné, Ze touto aplikaciou by
nebolo mozné oslovit’ vsetkych navstevnikov, ktori nedisponuju smart zariadenim. Avsak
takychto navstevnikov je minimum. A preto bude na recepcii dostupnych pat’ tabletov
pre zapoziCanie. Aplikacia by mala tri jazykové mutacie: anglicky jazyk, nemecky jazyk
a slovensky jazyk.

Prostrednictvom aplikacie sa budd moct’ navstevnici dozvediet’, ako sa dostanu do
mUzea, aka prave prebieha vystava, cenu listkov, otvaracie hodiny, kontakt, informacie
0 blizkom okoli @ moZnosti na aktivity ¢i vylety a iné zaujimavosti o muzeu a jeho histérii.
Takisto by obsahovala audio a video nahravky. Sluzila by aj na praktické informacie pre
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navstevnikov ako napriklad, kde sa nachadza toaleta, vychod, druha Cast’ expozicie, ka-
viaren ¢i obchod so suvenirmi.

Po nainstalovani aplikacia upozorni navstevnika na aktivovanie Bluetoothu v tele-
fone, aby ho mohli okolité beacony vyhladat’ a z vchodu muzea navigovat' pomocou
iBeaconu prave do miestnosti so stalou expoziciou. Takisto by aplikacia mizea mohla
este viac zjednotit’ Klub Danubiana. Clenovia klubu by mohli cez aplikaciu posielat’ dob-
rovol'né dotacie, 2 % z dane, zakupit' si klubové karty s roznymi nominalnymi hodnotami
a takisto medzi sebou komunikovat’ a pripadne usporadivat’ stretnutia a rozne akcie.

IBeacon by sa dal v pripade Danubiany vyuzit' napriklad na zakupenie listkov cez
aplikaciu prostrednictvom mobile bankingu. Nasledne pri prichode do muzea by vd'aka
beaconom umiestnenym pri vchode nebola potrebna kontrola fyzickych listkov, ktoré by
uz boli zakipené a ulozené v aplikacii.

Navstevnici by mohli pocas prehliadky hodnotit’ a davat’ ,like" a zdielat’ svoje pocity
a dojmy na diela, ktoré sa im pacia, a napriklad na konci roka by bolo mozné vyhodnotit’
top 3 diela. Takto sa navstevnik v aplikacii dozvie, aké su obl'ibené diela inych navstev-
nikov v muzeu. KedZe aplikacia iBeacon sleduje pohyb navstevnika, na konci by vyhod-
notila podl'a jeho pohybu, interakcii v mobilnej aplikacii a jednotlivych diel a dizky statia
pri urcitych dielach, aké boli pravdepodobne jeho obl'ibené diela, a odporucila by mu
autorove iné vystavy ¢i suvisiace produkty v Art shope. Na konci prehliadky by aplikacia
spracovala mapu pohybu navstevnika, ¢o by bolo tiez zaujimavym doplnkom.

Okrem pozitivheho vplyvu na zazitok z prehliadky muzea, je d'alSou vyhodou prave
zber dat o navstevnikoch vd'aka iBeaconu a ich nasledna profilacia. Vd'aka tejto techno-
|6gii je mozné ziskat’ potrebné data o uzivatel'och. Poskytovatel’ aplikacie ma k dispozicii
Udaje o pohybe navstevnikov, oblUbenych polozkach aplikacie, reakcie na oznamenia,
ktoré diela sa navstevnikom pacia najviac, a vyplnené osobné udaje (meno, vek, pohla-
vie a iné). Alternativou tu je moznost’ registracie prostrednictvom socialnych sieti. Takto
je moznost’ d'alSieho ziskania cennych informacii o navstevnikovi.

Aplikacia Danubiana

Aplikacia Danubiana by slUzila ako platforma pre fungovanie beacon zariadeni,
kedZe tie bez nainstalovanej aplikacie nedokazu poskytovat’ jednotlivé funkcie. Aplikacia
by bola optimalizovana pre pouZitie na mobilnych a inych smart zariadeniach so softvé-
rom IOS alebo Androide. Aplikaciu by bolo mozné stiahnut’ zadarmo na prislusnych ob-
chodoch s aplikaciami pre I0S a Android. Na stiahnutie aplikacie by boli navstevnici upo-
zorneni na recepcii a prostrednictvom reklamnych tabul’. Samozrejme, stiahnutie aplika-
cie by bolo dobrovol'né a vystav by sa mohol Gcastnik zucastnit’ aj bez nainstalovanej
aplikacie. Aplikacia by pre potreby spravneho fungovania iBeacon technoldgie vyzado-
vala povolenie aktivacie Bluetooth pri prichode do muzea. Poslednym krokom by bola
rychla, nepovinna registracia cez facebook konto, google konto alebo manualnym zada-
nim mena, priezviska, veku, pohlavia a mailovej adresy.

Aplikacia by obsahovala domovsku stranku, na ktorej by sa nachadzalo menu s ob-
sahom a nastenka s prave prebiehajlcimi vystavami a aktualitami muizea. V menu by sa
nachadzali sekcie ako napriklad: Danubiana — o nas, histéria, architektira a zakladatelia.
Dalej by to boli vystavy ¢i uz minulé, aktualne a pripravované, zbierky Meulensteen,
zbierka Danubiana, zbierka umelcov a zberatelov, informacie o parku, art café, art
shope, klube a kontaktné informacie.



Studia commercialia Bratislavensia Cislo/No.: 41 (1/2019); Rot./Vol.: 12

Prehliadka spolu s kvizom by sa zacala po priblizeni k beaconu, ktory by ju spustal.
Navstevnika by privitala znama, pestrofarebna socha z parku Danubiana, ktora je sym-
bolom Danubiany. Aplikacia by zacala na zaklade iBeaconu sa navigovat’ a sprevadzat’
host'a po miestnostiach. Ked' by sa navstevnik Uplne priblizil k dielu, mohol by nazriet
na informacie, ktoré by sa vo forme notifikacie objavili na jeho zariadeni. Po skonceni
prehliadky by bol navstevnik upozorneny, ze sa este v mizeu nachadzaju prechodné
expozicie alebo Ze si moze kudpit’ suvenir v art shope, ¢i posediet’ na kave v art café.
Aplikacia by bola prepojena aj so socialnymi sietami, ako st napriklad facebook, insta-
gram a YouTube, cez ktoré by navstevnik mohol prehliadat’ d'alSi obsah a takisto zdiel'at’
navstevu Danubiany na svojich socidlnych sietach s pouzitim hashtagu, ¢o by mohlo
prilakat’ d'alSich potencidlnych navstevnikov.

Kvizova hra

Sucast'ou aplikacie by mohla byt spominana kvizova hra, hlavne zamerana na
mladsSich navstevnikov a rodiny s detmi, pre ktorych by sa prehliadka stala viac zauiji-
mavou a interaktivnou. Hra by vSak mala alternativu aj pre dospelych. Kvizova hra by
pozostavala z 10 otdzok, ktoré by tak aplikacia poskladala navstevnikovi tak, ako by
postupoval expoziciou vdaka iBeaconu, ¢im by aj po priestore zaroven sprevadzala.
Otazky by boli uzavreté s troma moznost'ami, z ktorych je vzdy iba jedna spravna. Za
kazdu spravne, zodpovedanu otazku by hrac ziskaval body.

Ukazka otazky

Obr. 3 Vladimir Kompanek — Balada (1990)

Zdroj: http://galeria-nova.sk/portfolio_page/vladimir-kompanek/

Verzia pre deti aj dospelych — Otézka v kvize: Co alebo koho vidite na obraze?

1. figurka vidieckej Zeny,
2. starodavne pol'nohospodarske nastroje,
3. totem

10
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Za osem ziskanych bodov by mal moznost’ vyuzit’ ich v obchode so suvenirmi v po-
dobe zl'avy z nakupu 10 % (v Art shope), v kaviarni v podobe 1 kavy zdarma (v Art cafe)
alebo ako 10 % zl'avy na d'alSiu navstevu vystavy v Danubiane. V pripade detského nav-
Stevnika, ktory ziska 8 bodov, dostane odznak s motivom pestrofarebnej sochy z parku
a napisom Kvizmajster. Po zadani odpovede sa vyhodnoti, ¢i odpoved' bola spravna,
a pripocitaju sa body. Po kazdej ¢i spravnej alebo nespravnej odpovedi sa objavi, ako
doposial’ odpovedali na otdzku ini navstevnici. Otazky by boli zamerané na histériu a za-
ujimavosti o Danubiane, o jej okoli, o diele a myslienkach autora, ktoré dielo vyjadruje.
Celym kvizom, ateda aj prehliadkou, by sprevadzala znama pestrofarebna socha
z parku.

Druha etapa

Zavedenie je finan¢ne narocnejsSie a jeho rozsirovanie zavisi od navstevnosti, a teda
navratnosti financii vloZzenych do aplikacie. Technoldgia iBeacon prinasa velkd Skalu
dalSieho vyuzitia. V budicnosti by bolo zaujimavé vyuzitie rozsirenej reality, o sa vel'mi
Casto vyuziva prave v mizeach na uvedenie veci do pohybu, rozloZenie veci na mensie
sUcasti alebo na ukazku ich procesu vyvoja. RozSirena realita by umoznila napriklad
uviest’ niektoré sochy do pohybu. Vel'mi podobna technoldgia je aj virtualna realita, ktora
dokaze navstevnika preniest’ na rozne miesta ¢i premietat’ mu rozne napriklad aj ume-
lecké scenérie. Beacony by sa dali rozsirit’ aj do priestoru prechodnych vystav, na strechu
mUzea alebo do okolitého parku, kde by tieZ navstevnika sprevadzali. RieSenim by taktiez
mohol byt monitoring parkovacich miest v pripade, Ze beacon zariadenia by boli umies-
tnené pri vchode na parkovisko. Takato aplikacia by vSak bola spojena s vacsim mnoz-
stvom zariadeni beacon.

Modelovy navrh cesty navstevnika

V nasledujlcej Casti mézeme vidiet' podorys muzea Danubiana na obrazku ¢. 4 aj
s Ciselnymi vysvetlivkami.

Obr. 4 Modifikovany podorys mizea

. Otazky z kvizu UPOZORNENIE
NA
OBCERSTVENIE

V KAVIARNI

INSTALACIA
: (&) APLIKACIE
UPOZORNENIE
:

A UVODNE
INFORMACIE O
MUZEU

Zdroj: Vlastné spracovanie
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Vysvetlivky:
1 Vstup
2 Recepcia 10 Administrativa
3 Artshop 11 Citaren
4 Expozicia (stala vystava) 12 Sklad
5 Prednaskova miestnost’ 13 Existujlca expozicia (prechodné
6 Kaviaren vystavy)
7 Pripravna 14 Existujuci vstup
8 Strojovia tepelného Cerpadla 15 Bocny vchod
9 Strojovia vzduchotechniky 16 Spravca

Podorys alebo mapa st modifikované pre Gcely modelového navrhu cesty navstev-
nika. Na zaCiatku méZzeme vidiet' umiestnenie hlavného vchodu a recepciu, na mieste,
ktorej s navstevnici upozorneni na stiahnutie aplikacie Danubiana a kde sa cela pre-
hliadka zacina. Na celom priestore stalej vystavy mozeme vidiet' modré znacky, ktoré
predstavuju otdzky z kvizu, na ktoré budi moct’ navstevnici pocas prehliadky odpove-
dat’. Na konci mézeme vidiet', Ze aplikacia upozorni navstevnikov na moznost’ obCerstve-
nia v kaviarni ¢i prechadzky v parku alebo na moznost’ pokracovat’ prehliadkou prechod-
nych vystav.

2.3 Kalkulacia zavedenia iBeacon technoldgie

Na fungovanie technoldgie iBeacon pre Danubianu je potrebnych niekol'ko polo-
Ziek, ktoré jednotlivo rozoberame nizsie. A mozeme ich vidiet’ aj v tabulke €. 1. Jednou
z primarnych poloZiek je majak, teda beacon vysielajlci Bluetooth signal. Kedze Esti-
mote s najznamejsim vyrobcom, zvolili by sme preto nakup od nich. Na zaklade mailo-
vej komunikacie so spolocnostou Estimote nam boli pre potreby muzea Danubiana od-
poricané proximity beacons, ktorych cena je 99 USD za set 4 kusov bez postovného.
Tento typ beaconov ma vydrz batérie maximalne 5 rokov a dosah 100 metrov. Tento
typ ma funkcie ako lokalizovanie, overovanie pritomnosti, meranie teploty, sledovanie
okolitého svetla, akcelerometer a NFC technoldgiu. S balené po Styroch kusoch, a preto
budeme potrebovat’ 21 baleni pri planovanom pouziti 82 beaconov. Celkova suma zaku-
penych beaconov predstavuje 2 079 USD. V prepocte dolarov na eura to predstavuje 1
835,76 EUR (kurz zo dfha 22.2.2019:1 EUR = 1,1325 USD).

Daldim vydavkom je vytvorenie aplikicie, na zaklade ktorej bude fungovat’ cely
systém beaconov a informovanie navstevnikov. Pre grafické spracovanie aplikacie bude
potrebnych priblizne 500 € a pre naprogramovanie systému programatorom budeme
potrebovat’ priblizne 16 000 € pre platformu IOS a Android. Prevadzkové naklady pre
aplikaciu budu priblizne 1000 € rocne, v ktorych st zahrnuté stcasti ako doména, server
a Udrzba. Samozrejme, prevadzkové naklady su vysoko variabilné v pripade potreby ak-
tualizacie ¢i zmeny v aplikacii (Ambitas, 2018).

Pre navstevnikov, ktori nedisponujl smart zariadeniami, budd dostupné tablety na
zapoziCanie. Pre tieto potreby sme zvolili tablet Lenovo TAB 3 10 Plus 32 GB Slate Black
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cez internetovy obchod Alza.sk v hodnote 190 € (Alza, 2019). Na zapoZicanie bude do-
stupnych 5 tabletov, takze naklady budu v hodnote 950 €.

Dalej bude potrebné zakupit’ odznaky pre detskych vyhercov v kvize. Na zaciatok
zakupime 1000 kusov odznakov od spoloCnosti reklamneodznaky.sk, o vychadza na 360
€ (Reklamneodznaky, 2019). Co sa tyka zl'avovych vyhier a 1 kavy zdarma, v kaviarni je
vel'mi tazké urdit’ presné naklady.

Pre spropagovanie aplikacie Danubiana vyuZijeme reklamny roll-up stojan 85x200
cm s potlacou od spoloCnosti Svet reklamy.sk v hodnote 60 € (Svet-reklamy, 2019).
Tento stojan bude umiestneny pri recepcii a bude upozoriiovat’ moznost’ stiahnutia ap-
likacie aj prostrednictvom QR kddu. DalSim nakladom v oblasti propagacie bude 500 €
vyuzitych na sponzorované prispevky na socialnych sietach, ako je Facebook ¢i Insta-
gram, 500 € na reklamny spot v radiu a 500 € na internetové bannery na vybranych
strankach. Celkovo naklady predstavuji 22 205,76 €.

Tab. 1 Kalkulacia zavedenia iBeaconu

Polozka Cena za jednotku (v €) Cena celkom (v €)
Majaky
Vysielace beacon 87,42 1 835,76
Spolu 1 835,76
Mobilna aplikacia
IOS platforma 8 000 8 000
Android platforma 8 000 8 000
Grafika 500 500
Prevadzkové naklady (1 rok) 1 000 1 000
Spolu 17 500
Odmeny
Odznaky 0,36 360
Spolu 360
Propagacia
Reklamny roll-up stojan 60 60
Socialne siete 500 500
Radio spot 500 500
Internetovy banner 500 500
Spolu 1560
Iné
Tablet Lenovo 190 950
Spolu 950
Naklady spolu 22 205,76

Zdroj: vlastné spracovanie
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2.4 Diskusia

Celkové naklady teda budu predstavovat’ priblizne 22 205,76 €. Naklady na cely
projekt nepredstavuji malu Ciastku, avsak v oblasti iBeacon technoldgie je Uplne bezna.
Samozrejme, naklady su len jednorazové a pociatocné pre uskutoCnenie projektu. Na-
klady na prevadzku su vyrazne nizsie aj vdaka vydrzi batérie beaconu (min. 3 roky).
Kazda polozka rozpoctu je dolezita a ma svoj vyznam. NajvacSou polozkou tu je mobilna
aplikacia, ktora je potrebna pre fungovanie technoldgie a druhou najvacsou polozkou su
samotné beacon zariadenia, ktoré su dolezitou polozkou v celom projekte.

Doplnkové polozky zaistia motivaciu navstevnikov a takisto aj rezidentov, aby vyu-
Zili technoldgie iBeacon, a takisto povedomie o tejto moznosti vd'aka reklame na social-
nych sietach. Naklady na doplnkové polozky maju svoj vyznam aj v naslednej navrat-
nosti financii, ktoré sa predpokladaju v zvysenej miere vd'aka zl'avovym vyhram pri na-
kupe v artshope (10 % zl'ava), pri posedeni v kaviarni (10 % zl'ava) alebo pri buducej
navsteve muzea (10 % zl'ava z listka).

Prinos technoldgie iBeacon je okrem pozitivneho vplyvu na zazitok z prehliadky ma-
zea, prave zber dat o navstevnikoch a ich nasledna profilacia. Vd'aka tejto technoldgii je
mozZné ziskat’ potrebné data o uzivateloch, ked’ze poskytovatel’ aplikacie ma k dispozicii
rozne Udaje o navstevnikoch ako napriklad, v akych ¢asoch a v akom obdobi v roku na-
vstevuju mazeum, vek, pohlavie, bydlisko a podobne. Jednoduchsie je napriklad nav-
Stevnikom predloZit’ dotaznik alebo zistit’ ich spokojnost’ prave cez uz existujicu aplika-
ciu. V pripade analyzy ziskanych dat je mozné urcit' UspeSnost’ zavedenej technoldgie
a napravit’ pripadné nedostatky. Navrh beaconov bol komunikovany aj s vedenim Danu-
biany, ktora napriek vyhodam ktoré prinasa technoldgia, neprejavila o takito ponuku
v sucasnosti zaujem.

V pripade, Ze by technoldgia do muzea bola zavedend, je mozné predpokladat’ rast
atraktivity mazea. Technoldgia by priniesla mnozstvo benefitov ako napriklad v oblasti
propagacie muzea, ale aj jeho blizkeho okolia. Toto by bolo mozné vyuzit' hlavne v ob-
lasti publicity, ¢im by sa miUzeum dostalo do povedomia. Takisto by bolo mozné pred-
pokladat’ zvySenu navstevnost’ (napriklad aj 'ud'mi, ktori sa zaujimaju o nové technolé-
gie, rodinami s detmi z dévodu moznosti kvizovej hry) a s tym aj spojeny rast prijmov
a zlepSenie ekonomickej situacie.

iBeacon takisto zapada do konceptu moderného umenia mizea Danubiana. Pro-
strednictvom tohto navrhu je mozné navstevnikom sprostredkovat’ zazitok, ktory je v od-
vetvi cestovného ruchu kl'GCovy. V pripade spokojnosti uzivatela aplikacie a navstevnika
mulzea je mozné predpokladat’ opakované navstevy a Sirenie kladnych skdsenosti
s ludmi v ich okoli. Tato forma reklamy je najviac Gcinnd. Vyuzitelnost' technoldgie
iBeacon aj do budicna je zabezpecena moznost'ou Skalovatel'nosti a flexibility pri zmene
témy di Struktury celého modelu v ramci aplikacie.

Technoldgie ako iBeacon su v sucasnosti, ked’ vacsina populdcie disponuje smart
zariadeniami, vel'mi dolezité a kl'iCové pre zvySenie zaZitku, spokojnosti a pre dopyt tu-
ristov. iBeacon technoldgia je stdle eSte nova a bude prechadzat’ r6znymi transforma-
ciami a vylepSeniami a tym bude zvySovat’' svoju vyuZitelnost’ a takisto sa bude tym jej
pouzitie zvacSovat’ v roznych oblastiach.

Technoldgia by bola velkych prinosom pre mizeum Danubiana a bola by prvym
vyuzitim takejto technoldgie na Slovensku. Mohli by sme predpokladat, Ze by sa o tejto
technoldgii zvysilo povedomie a tak by sa zacala pouzivat’ aj v inych kultirnych objek-
toch cestovného ruchu.
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Zaver

V predkladanom clanku sme sa venovali problematike technoldgie iBeacon a jej
vyuzitia v praxi. Navrhli sme aplikaciu v internom prostredi vystavnych priestorov mdzea
moderného umenia Danubiana. Prinos zavedenia technoldgie iBeacon do muizea Danu-
biana je okrem pozitivneho vplyvu na zazitok z prehliadky muizea prave zber dat o nav-
Stevnikoch vd'aka iBeaconom a ich nasledna profilacia.

V pripade zavedenia technoldgie do mizea je mozné predpokladat’ rast atraktivity
muzea a s tym spojenud zvySenu navstevnost’ a rast prijmov.

Prostrednictvom tohto navrhu je mozné navstevnikom sprostredkovat zazitok,
ktory je v odvetvi cestovného ruchu kl'iCovy. V pripade spokojnosti uZivatela aplikacie
a navstevnika muzea je mozné predpokladat’ opakované navstevy a Sirenie kladnych
skusenosti s 'ud'mi v ich okoli. Vyuzitel'nost’ technoldgie iBeacon aj do buducna je za-
bezpefena moznost'ou Skalovatelnosti a flexibility pri zmene témy Ci Struktury celého
modelu v ramci aplikacie.
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E-commerce and its impact on retail stores in Slovakia?

Jamal Hasan?

Abstract

E-commerce Is the purchase and sale of goods and services over the Internet. It as-
sumed that despite the ever-expanding online transaction, the retail shops would not
disappear. Various surveys have shown that customers still prefer to shop in stores and
the number of purchases is increasing. Currently, they mainly use combinations of e-
commerce and retail stores. Before the final purchase in the store, customers prefer to
find out all the necessary information via the Internet. In the case of online shopping,
customers prefer to look at the product in a retail shop and then purchase it via e-shop.
In this paper, we decided to verify my hypothesis. The article aimed to determine the
impact of e-commerce on retail stores.
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Introduction

We are currently experiencing a digital boom that is also manifesting itself in the
field of commerce, where the shift of business to the internet platform is evident. E-
commerce represents not only online shopping, but also several other processes such
as creating appropriate promotions, buying and selling various goods, but also public
relations. E-commerce brings benefits not only to vendors but also to customers by
making contact between the seller and the buyer through electronic systems and no
need for personal communication. Moreover, e-commerce represents an exciting busi-
ness opportunity without the need for a stone shop. Conversely, for the other side, for
customers, e-commerce purchases are time-saving, buying convenience, a wide range,
but often also saving money at lower prices for e-commerce products, otherwise called
e-commerce.

Online shopping is a B2C-type e-commerce process. E-commerce in the form of
business to the customer is an effort by companies to create the most attractive elec-
tronic environment needed to attract potential customers to sell products and services.
B2C, through e-commerce, somehow replaces or supplements a retail sales network.
(Sachenko)

The arrival of e-commerce has caused the trade itself to adapt to the rapid evolu-
tion of trends. The overall view of trading has changed. The global information exchange

! Supported grant VEGA 1/0066/18: Model marketingovej komunikacie na zdravie orientované nakupné spra-
vanie spotrebitel'ov

2 Ing. Jamal Hasan, PhD., University of Economics in Bratislava, Faculty of Commerce, Department of Busi-
ness IT, Dolnozemska cesta 1, 852 35 Bratislava, Slovakia, E-mail: Jamal.hasan@euba.sk
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system is currently made up of the Internet, intranet, and extranet networks. The pos-
sibility of using the Internet has changed the way of communication, access to informa-
tion as well as ordering and payment for goods, respectively, services. Financial services
in the form of home banking, paying bills, and obtaining loans have been extended
(Kastakova, 2014).

Thus, we expect a significant impact on the establishment of e-shops on the exis-
tence of stone shops — the particular threat from the myriad of benefits that e-shops
bring. However, we are increasingly recording the opposite, namely the preference of
customers to try and see the product they are planning to buy live in a stone shop and
thus want to avoid a misconception about the product and ultimately disappointment
with the purchase. Therefore, not only e-shops but also stone shops bring their advan-
tages and disadvantages, and they also influence each other, but in some companies,
they exist alongside each other and act in cooperation.

1 Methodology

The methods of exploration that we bring closer to us have helped us to success-
fully e-commerce research on stone shops. At the first step in the survey was to collect
mostly secondary data that had already been collected by other subjects. We used them
to bring the given e-commerce, stone shops, and their mutual comparison closer.

The research consists of theoretical approximation of basic concepts such as e-
commerce, online shopping, retail shop, and more, which form the basis for bringing the
issue closer and achieving the goals of work. For the elaboration of general information
of the given problem, we have drawn relevant information from mainly domestic and
foreign sources. Since e-commerce, respectively. The online business nowadays often
discussed a topic, the resources we have drawn from secondary methods.

To obtain a sufficient amount of relevant data and a continuous interconnection of
individual parts of the issue, we used the method of analysis. As a result, we have
selected the most pertinent data for topics and research from a large number of available
data. Subsequently, the method of synthesis unified the individual parts of the issue into
a whole. Using statistical-mathematical methods, we could project-specific data into a
graphical form or tables using Microsoft Office Excel.

2  Results and Discussion
2.1 Development of online sale

Although only experts and specialized companies have used the Internet at the
outset of its creation, it is now a vast source of information and creates communication
between the world. Every business or an organizational unit can be part of global infor-
mation exchange, only through a World Wide Web information page that can display
text, audio, images, and videos. The Internet provides user feedback, which is then very
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important for customer analysis. Feedback is missing in other media such as television
or magazines (Kastakova, 2014).

The main advantages of using the Internet include availability, immediate infor-
mation, and search services. E-commerce or e-commerce is buying and selling products
or services through electronic systems such as the Internet or similar computer net-
works. Electronic banking is also an integral part of e-commerce. When using internet
banking, the client can execute multiple payment orders in his bank account without
time and space constraints. (Sachenko, 2019).

Companies have several of the following applications available to their customers,
especially individuals:

an e-commerce website,

interactive order processing,
secure electronic payment systems,
online customer support.

2.2 Online vs. offline sales

Retail shops have a long history around the world and based on certain traditions
and customs. Trading starts in the earliest times when the exchange business was still
in primitive form. Over time, the store has improved, and nowadays, retail stores are
found all over the world. In the article, we deal mainly with the retail stores — the retail
sales defined as the activities of direct sale of goods, respectively, the end-users. Online
shopping gives us to purchase in the comfort of your home, with less time and a wide
range of assortment that goes to our own hands, to the door of our house. Through the
Internet, we can buy various kinds of goods, through clothing, books, electronics, but
recently also the foodThe impact of online social networks on consumers’ purchase de-
cision.

According to the current research by Nielsen, which has devoted itself to online
purchases in Slovakia, the most significant part of the shopping cart is mainly fashion,
More books, music, office supplies, but also travel. Slovakian also buy tickets and per-
sonal hygiene products, respectively, cosmetics. The percentage of online purchases of
individual types of goods shown in the following graph. (Nielsen, 2018).

As we have already mentioned, online shopping is used to buy not only fashion and
electronics but recently also food, whether packaged or fresh. However, Nielsen's rese-
arch suggests that buying food online is significantly lower than the European average.
Last year, online packaged food bought 8% and fresh food 4% Slovak consumers, but
in both cases, there was a year-on-year decline. (Nielsen, 2018).

From this, we can conclude that the trend of buying food in Slovakia is not as
popular as other countries and placed at shallow levels of online purchases. Another
reason for the low popularity of grocery shopping may be the poor e-commerce infras-
tructure offering the goods.
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Graph 1 Comparison between e-shop and retail shops
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Source: modified according NIELSEN, 2018. Online nakupovanie: mdda na prvom mieste.
<https://www.nielsen.com/sk/sk/insights/news/2018/online-shopping-fashion-first.html>

When shopping through the e-shop, we can use various types of payment for
goods. In Slovakia, consumers prefer to pay cash when delivering products. Although,
to a lesser extent, they prefer, in addition to cash payments, to pay by card directly at
the courier and with the possibility of contactless payment. (Regels, 2018).

In 2018, Ipsos conducted a study among Slovaks on the popularity of online stores.
The result of the survey is a list of the ten most popular e-shops in Slovakia, which
shown in Table 1 below.

Table 1 The most popular Slovaks e-shops for 2018 (%)

Alza 35 % Bonprix 8 %
Mall 31% Heureka 7 %
Hej 15 % Wish 7 %
Aliexpress 15 % Nay 6 %
Martinus 13 % DrMax 5%

Source: IPSOS s. r. 0.

The Slovak online market is growing and gaining popularity. More than 11,000 e-
shops have already appeared in Slovakia, which increased by 20% from year to year.
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Also, a year-on-year increase of 15% recorded in sales, which is 2017 amounted to
EUR 937 million. (Kral, 2018)

2.3 Assumption of e-commerce development

E-commerce itself is evolving at a high rate as well as trends in it. Every year, e-
commerce grows by around 16% worldwide (DOD, 2018). The development is shown
in more detail in figure no. 1.

Graph 2 Assumption of e-commerce 2014-2021

4479

2014 2015 2016 2017 2018 2019 2020

Source: Statista, 2016

E-commerce is mostly due to the increasingly widespread use of mobile phones.
The value of mobile phone purchases was € 3.2 trillion in 2017. Likewise, Alexa from
Amazon has contributed to making it easy for consumers to shop with a simple voice
command. Alexa is scheduled to raise sales volumes by a further € 10 billion by 2020
(DOD, 2018).

We can argue that artificial intelligence and virtual reality will continue to advance
and push the boundaries of online shopping. Several retailers use applications that allow
consumers to experience virtual goods before they buy. An example is IKEA with an app
that will enable you to display the furniture of your choice in the room, point the phone
to where you would like to build the goods.
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Figure 1 IKEA Mobile Application

Source: IKEA

Ray-Ban has also introduced an application through which you can try each of the
glasses offered by them on your photo, making it easier to choose the shape that fits
you. Already today, we can easily shop with chatbots in Messenger, but in the future,
the online store will be directly involved in the conversation and dictate your requests,
and the app will search for products based on your choices and offer you the opportunity
to try out the products in the photo. Subsequently, with a simple command, you can
immediately purchase for you, and you have to wait for the courier.

Consumers often do online research before entering a stone shop and buying a
product. It's hard to figure out how many consumers come to the store through online
research. 82% of consumers are looking for stores via mobile phones, of which 18%
purchase during the day. That is why the ROPO application from "Research online, pur-
chase offline" created. Thanks to them, traders can find out how many people will come
to them by searching for their stores or products before. (DOD, 2018)

Conclusions

Online shopping through e-shops is now a fast-moving trend that goes hand in
hand with the digital era. We can buy everything online, even outside Slovakia. Now, at
first glance, it has the chance to survive and succeed just what's online. On the other
hand, several vendors support the trend of building retail shops forwards and thus the
so-called face-to-face contact with the customer, which can act as an added value in
shopping. Both ways of shopping have their benefits, but also the negatives that the
customer chooses to buy. E-shops, in comparison with traditional stores, get to the fore,
especially the time-consuming purchase, comfort, but also a quick comparison of the
competition, the offered assortment, and prices. However, on the other hand, what the
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online store lacks and adds to the strength of the retail stores as we have already men-
tioned the face-to-face kitten of the customer with the seller, but also with the purchased
goods.

As the worldwide trend indicates, typical retail shops have a problem with attracting
their customers, and on the contrary, the development of online shopping goes in the
opposite direction. Moreover, so the question for retailers is how to attract customers to
the store and create a place where people feel good and happy to come back.

Based on the secondary data we have obtained, mainly from the research
conducted by the research company Nielsen, we have succeeded in achieving the goal
and assessing the perception of online commerce by the public and its impact on retails
stores. Subsequently, we were able to make recommendations to stone shops focused
on their future.
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Competitiveness Outlook of the Automotive Industry
in the V4 Countries!

Tatiana Hluskova?

Abstract

The aim of the paper is to analyze the possibilities of the automotive industry develop-
ment in the V4 countries in the near future. Automotive is one of the most important
industries in the Czech Republic, Hungary, Poland and Slovakia. However, it faces signi-
ficant challenges on both the demand and supply side. The shortage of qualified and
relatively cheap labour force, once the important comparative advantage of these coun-
tries is becoming a major problem in sustaining the competitiveness. Meanwhile the rise
of protectionist policies and trade tensions also pose a significant threat to the export-
orfented industry. The third important source of change is the technological advance-
ment. Industry 4.0, electromobility and self-driving cars are reshaping the whole busi-
ness model. In order to stay competitive, the V4 countries have to take all these factors
in account and try to adjust their policies to these changes in environment.
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Introduction

Automotive industry plays an important role in the economies of the V4 countries
(the Czech Republic, Hungary, Poland and Slovakia). However, the initial comparative
advantage of relatively low-cost and skilled labour force is quickly vanishing, as economic
growth and rising wages result in record-breaking low levels of unemployment and la-
bour shortages. The other threat is the rapidly evolving external environment in terms
of changes in production processes and business models. It will be therefore crucial for
the V4 countries to adjust to this development, otherwise their competitiveness might
be endangered.

Another factor which must be considered is the high dependence of the automotive
sector on exports. All the economies (except Poland) are extremely open and their fo-
reign trade is focused on the European Union (EU) and Germany in the first place. Ma-
jority of their car companies are affiliates of foreign investors with domestic companies
often lagging behind in terms of value added or position in global value chains. In the
light of ongoing automatisation, higher value added and innovations are even more im-
portant to keep the production and jobs from moving abroad.

! VEGA No. 1/0546/17 (2017-2019): Impact of the geopolitical changes on enforcement of the EU strategic
foreign trade interests (with implications for the Slovak economy)
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1 Methodology

The aim of the paper is to analyze the possibilities of the automotive industry de-
velopment in the V4 countries in the near future in the light of changes in internal and
external environment. Many of these changes are not definite at the time of writing of
the paper, therefore there is a lack of data which might be used for an evidence-based
predictions. Analysis, synthesis and international comparison are the methods used in
this research paper. The data was gathered from secondary sources such as statistics
of international organisations, automotive companies or other research papers.

2 Results and Discussion

According to the OICA (Organisation Internationale des Constructeurs d”Automo-
biles) statistics, 18 907 697 cars were manufactured in the EU in 2017, 19.1% of them
in the V4 countries (OICA, 2018).

Automotive is one of the most important sectors in the European Union, as can be
seen in numerous indicators. It represents 6.1% of the EU employment, creates € 90.3
billion trade surplus and accounts for 27% of total R&D spending, which is the most
among all industries. The innovations also contributed to the decrease of 23.7% in CO2
emissions from car production in the last decade and to decrease of 31% in the water
consumption per car produced. It means that the environmental footprint of the industry
has substantially improved recently (ACEA, 2018). Yet the competitiveness of the auto-
motive sector is challenged by the disruptive innovations, which affect the product, the
business model and the very concept of transport as well.

The key disruptions in the automotive sector which will also lead to the changes in
skillsets of employees are new business models such as shared mobility and connecti-
vity-based services. New business models could add 30% to the revenues of the industry
(Adecco, 2018).

Autonomous driving is an innovation which affects not only the car production, but
together with car-sharing and ride-hailing platforms it changes also the overall meaning
of mobility. According to research, average car is used only 5% of the time and otherwise
it is parked (Kefferpltz, 2018). It is therefore possible that instead of owning a car,
people will gradually prefer renting or sharing a car with others. In the ideal case, 15%
of the cars sold might be autonomous in 2030. However, there are still many technolo-
gical, legislative and ethical issues to be solved. The MIT Moral Machine research (Awad
et al., 2018) presents different scenarios which might occur during the ride of autono-
mous vehicle. Its aim is to gather a human perspective on moral decisions made by
machine intelligence, based on solving of moral dilemmas where a car has to choose the
“lesser evil” between the two given situations. The respondent of the survey chooses
the situation which he or she deems morally more acceptable. Any generalisation of the
outcomes might be difficult, though: ethical decisions may vary greatly among different
cultures. Collectivist cultures like China and Japan are less likely to spare the young over
the old which might be a result of higher respect of the elderly people in these countries.
Other factors causing differences in moral opinions of countries include strength of in-
stitutions, level of economic inequality or geographical proximity of countries (Hao,
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2018). It is therefore evident that the spread of autonomous vehicles must be based on
the interdisciplinary approach.

The climate change poses a serious threat for many industries and automotive is
one of the most impacted. The whole transport sector is responsible for 22% of overall
emissions in the EU and they have even grown by 20% since 1990 (the overall EU
emissions fell by 22% during this period). The EU environmental legislation is strict when
it comes to CO2 emissions: compared to the 2021 level, new cars would have to reduce
emissions by 15% on average by 2025 and by 37.5% by 2030. Less strict targets are
prepared for carmakers with share of zero- and low-emission vehicles higher than 15%
in 2025 and 30% in 2030. According to the European Automobile Manufacturers’ Asso-
ciation (ACEA), these targets are highly challenging for the industry. The target for 2021
was set at fleet average of 95g/km (Morgan, 2018). Many countries employ stricter
environmental legislation than on the EU level — France and UK will ban combustion
engines by 2040, all new cars will have to be zero-emission in Norway by 2025 and
countries like Denmark, Ireland, Spain and China have set targets for electric car sales.
This is especially important in the case of China as the largest car market in the world
and the major importer of European cars. Moreover, the spread of the Smart City
concept along with the principles of sustainable development will result in a more pro-
minent role of cities in shaping of mobility besides the national legislation.

With these new measures adopted, car companies have sped up the development
of electric cars. The European Commission along with other stakeholders such as mem-
ber states, European Investment Bank and industry and innovation actors have launched
European battery alliance in 2017. At least 10 to 20 ‘gigafactories’ are needed to cover
the EU demand. The main aim of the alliance is to create a manufacturing value chain
producing sustainable battery cells (European Commission, 2019). Chinese companies
produced 43% of electric vehicles in 2016 and the country also has the largest number
of these vehicles in use (Kefferplitz, 2018). Electric cars need batteries and the more of
these cars will be sold, the more important will batteries be for the automakers. Currently
China, South Korea and Japan are the leaders in this segment.

To sum up, the car of the future will be sustainable, smart and shared (Kefferplitz,
2018).

As for the geopolitical threats, the two main are possible US tariffs and Brexit. The
USA account for relatively small share of exports from the CEE (Central and Eastern
European) countries. According to UBS, American market would shrink by 12% in case
of 25% tariffs on car imports (Economist, 2019). The US government has 90 days to act
after the Commerce Department releases a report on automotive industry and national
security on February 17, which might advise to impose tariffs on European cars (Domm,
2019).

It is difficult to predict the impact of Brexit on exports as the final agreement be-
tween the EU and UK has not been reached yet. According to some estimates Slovakia
— for which the UK is the fifth biggest export partner — might lose 7 500 jobs in case of
hard Brexit (SITA, 2018). However, CEE countries can look for other markets such as
Japan, which has recently signed a free trade agreement with the EU. Another country
with potential for strengthening of the trade ties is China, however, trade deficits of
CEE countries remain large and Chinese investments in this region are limited (Balaz
& Kralovi¢ova, 2017). Chinese car market, the largest in the world, contracted for the
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first time in more than 20 years in 2018. 28.1 mil. cars were sold, decline of 2.8%
compared to previous year. In December 2018 alone, the sales plummeted by 13%
(Economist, 2019).

2.1 Automotive investment in the V4 countries

There were 227 automobile production facilities in the EU in 2017, 33 of which
located in the V4. However this combined number is still less than 43 in Germany and
the same number as in the UK (ACEA, 2018).

The production portfolio among the V4 countries is rather diversified. Out of 16
plants in Poland, only 2 of them are producing passenger cars. On the other hand, all
four Slovak factories are focused on this type of vehicles. Production in Poland is mainly
focused on buses and engines, but the overall structure of industry is the most diversified
(it is the only country producing light commercial vehicles as well). Slovakia has the least
diversified portfolio with only one plant (Kia) producing engines and all four factories
focused at the passenger cars. Production in the Czech Republic is focused mainly on
passenger cars and engines, but some of the companies manufacture also buses and
heavy-duty vehicles. Hungary produces passenger cars, engines and buses as well.

Automotive industry is one of the most integrated into global value chains. Slovakia
has the highest share of regional value chain trade (involving regional production part-
ners) on the total value chain trade in manufacturing and the second highest share in
the total economy. In both cases the Czech Republic, Hungary and Poland placed in the
highest four spots among the EU 28 countries (Stéllinger, 2018).

Table 1 shows basic indicators of the V4 countries concerning production and sales
of cars. Even though Slovakia is the smallest country in terms of inhabitants and the
number of plants, it is by far the most productive with the highest number of cars pro-
duced per 1 000 inhabitants in the world and per direct automotive manufacturing em-
ployee. On the other hand, automotive industry is relatively least important for the Polish
economy.

Reasons for the original automotive investment in Central and Eastern Europe stem
from the comparative advantages of the region: relatively low-cost but skilled labour
force and a gradually built supply chain (Automotive Logistics, 2018). However, the pic-
ture is changing: with unemployment rates at the record-breaking lows, the region is
coping with the shortage of the skilled labour. There is also a positive aspect of the
situation as the investments are no longer aimed only at assembling but some of them
also at research and development.

Out of the 4 countries, Slovakia had the highest share of automotive industry on
total capital expenditure (8.34%) in 2017. On the contrary, the lowest share (2.38%)
was in Poland. Share in the Czech Republic was 4.43% and 3.88% in Hungary (Chlopcik,
2018).
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Table 1 Main indicators of the automotive industry in the V4 countries

Indicator

Czech
Republic

Hungary

Poland

Slovak
Republic

Share of auto-
motive industry
on GDP (%,
2017)

10

3.8

13

Direct automo-
tive manufac-
turing employ-
ment (active
population ra-
tio, %, 2016)

3.22

2.04

1.44

2.60

Direct automo-
tive manufac-
turing employ-
ment (number
of employees,
2016)

168 408

92 816

187 334

71240

Motor vehicle
production
(2017)

1424 300

506 000

689 700

1 025 000

Motor vehicle
production per
direct automo-
tive manufac-
turing em-
ployee (2016)

8.0

5.7

3.6

14.6

Automobile as-
sembly and en-
gine production
plants (2017)

16

Motor vehicle
registrations
(2017)

301 805

142 703

577 293

108 279

New passenger
car registra-
tions per 1 000
inhabitants
(2017)

26

12

13

18

Motorisation
rates per 1 000
inhabitants
(2016)

570

394

672

455

Source: ACEA, 2018, p. 10-32, CTK, 2018
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Nevertheless, the situation varies greatly among countries: Hungary is attracting
multiple investments ranging from electric motor manufacturing to testing area for au-
tonomous vehicles and seems to be the most prepared for the upcoming and ongoing
changes in environment. Two companies, Horiba Mira and ZalaZone want to provide
testing zones for autonomous vehicles. The latter one received funding from the gover-
nment and claims that its test track will have 5G network and enable prototype tests as
well as development of serial products.

Jaguar Land Rover will not create an engineering office in its plant in Nitra, Slova-
kia, but in Budapest instead. The company will employ 100 engineers supporting the
European supply chain management, focusing on developing new models. It is the first
JLR's office of this kind in continental Europe. According to Péter Szijjartd, Foreign Mi-
nister of Hungary, the choice of location was driven by the lowest corporate tax in Eu-
rope, tax benefits for research and development activities and high level of technical
education (Daily News, 2018b).

Mercedes-Benz is building its globally first full-flex factory at its existing site in
Kecskemét with costs up to 1 bil. €. The factory will allow for production of multiple
vehicle architectures on the same assembly line, including compact cars, sedans and
electric cars as well. The plant will also be carbon neutral and it will employ the concept
of Factory 56, which Mercedes-Benz labelled as the car factory of the future, which
means it will be digital, flexible and green (Daimler, 2018).

Audi factory in Gyor is a main electric motor-manufacturing plant of the company.
It uses modular islands, which is different from traditional assembly lines: robots and
stations are not linked together and there is no predefined assembly sequence. There-
fore, this solution allows for greater flexibility of the production process. The motors will
be used in the first fully-electric model of the company, Audi e-Tron. The factory will
also include research and development centre (Daily News, 2018a).

BMW has chosen Hungarian city of Debrecen to build its new 1 bil. € factory with
production capacity of 150 000 cars a year. The plant will employ more than 1 000
workers. Infrastructure, logistics connections and supplier network were among the
main reasons for this decision. KoSice, Slovakia was also among the main contenders
for this investment (BMW Group, 2018).

The role of automotive sector n Hungary is increasing: for the first time, the country
placed in world top 20 automotive exporters in 2017. Share of automotive on the Hun-
garian industrial output is 28.8%. In 2017, production consisted of more than 500 000
cars and 2.5 mil. engines. The industry is heavily export oriented: only 8.3% of the
output stays in the home market (Automotive Logistics, 2018). Hungarian government
actively promotes the development of the automotive industry by building new infras-
tructure or changes in the legal environment favouring autonomous vehicle testing. This
legislation might be an important comparative advantage for Hungary, unless other
countries will follow this example.

Besides autonomous vehicles and automatization, electric cars and batteries are
the third important innovative sector. In Europe, battery plants are in Sweden and Po-
land, where LG Chem plans to build a largest lithium-ion battery plant in Europe, able
to supply 250 000 cars annually (Perez, 2019). Mercedes-Benz is another company which
will build a battery factory in Poland, and also in Germany (Autonews, 2019). The third
major carmaker is Tesla which also eyes Europe for its Gigafactory producing batteries.
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Hungary has a potential to be an important producer of batteries for electric vehicles
with Samsung, Shinhueng Sec and GS Yuasa companies all announcing their plans to
build their factories in the country.

One of the main problems of Slovak economy is that it is divided between affiliates
of foreign investors with higher value added and the second sector, which comprises of
several large Slovak companies and small and medium-sized enterprises, which form the
majority of firms. Nevertheless, their value added is generally lower than that of foreign
affiliates (Kittova & Steinhauser, 2016). Another issue is that as an extremely open
economy, Slovakia is heavily reliant on exports. In 2017, road vehicles accounted for
27% of the overall exports (OECD, 2019). Share of car production on the overall indus-
trial production was 44% in 2017. UK is the third most important trading partner in the
EU for Slovakia. Hard Brexit would certainly have the most serious impact on the auto-
motive industry — every seventh car produced is exported there. It is even the second
biggest market for KIA factory. Cars make up 40% of the overall Slovak exports to the
UK (Poracky, 2019).

In terms of attracting new investment, Slovakia is often losing out to other V4
countries, notably Hungary, as show the examples of BMW and Jaguar Land Rover en-
gineering office.

2017 was a record year for automotive companies in the Czech Republic. Pro-
duction, sales and exports have risen by 5.2%, 7% and 6%, respectively. Number of
employees has grown by 6% and average wage in automotive by 7%. Skoda plant has
the highest share on production with 60.7%. Production of buses has grown by 5.5%,
production of heavy duty vehicles increased by 11.7% (Sdruzeni automobilového
prlmyslu, 2018).

Production of passenger cars and light commercial vehicles in Poland grew by 0.6%
in 2017, compared to previous year. Even though there are 16 production plants in
Poland, FCA factory accounts for 39% of the overall production. As for the commercial
vehicles alone, production has risen by 39.2% in 2017. Growth in bus production was
nearly flat in 2017 — only 0.3%. When it comes to production of automotive parts and
accessories, Poland lost the position of regional leader to the Czech Republic recently.
The employment in automotive grew by 12.8% and wages by 7.1% in 2017. In the
same year, exports of industry grew by 8.2% and accounted for 16.2% of total Polish
export (Polish Automotive Industry Association, 2018).

Even though the situation of the automotive sector in the countries seems to be in
a good shape, it might not stay this way for long. According to Ivan Hodac, former
Secretary-General of ACEA, situation in automotive industry in V4 is good, but inves-
tment in human resources is vital to maintain it. Cooperation and improved communica-
tion within the group but also with the EU institutions is strategically important (Rybecky,
2018). As for the human resources and employment, Slovakia is the most vulnerable to
technological changes, which threaten nearly 70% of jobs — the most among OECD
(Organization for Economic Cooperation and Development) countries. The third of the
jobs is threatened by automatization. José Angel Gurria, Secretary General of OECD
noted that the success of the current economy model based on assembly plants might
be coming to an end and the country must focus on improving the skills of students and
employees (TASR, 2019)
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Conclusions

New technologies might create new jobs, but they also require new skillsets. It is
positive that the new investment in CEE automotive is largely compliant with the Indus-
try 4.0 principles. On the other hand, Industry 4.0 implementation is reflected in the
higher levels of automatization, which in general means lower labour intensity — this is
relevant at least for the workers with the current skillsets. Even though the fourth in-
dustrial revolution creates new jobs, the difference between skills needed for the posi-
tion of e. g., data scientist (new position) and assembly worker (current position) is
large. Therefore the retraining of the employees might not be feasible in many cases
and unemployment will actually rise.

The problem when it comes to the V4 countries is that development of new
concepts and products is happening in the parent companies and it depends on their
decision if they will assign this research and subsequent production also to their affiliates
in other states. As the global value chains in automotive industry are extremely complex,
these decisions will be crucial also for the networks of subcontractors, as there are hun-
dreds of these companies in the V4 countries. Another important factor is that many
components used in cars with combustion engines will not be used in electric cars. On
the other hand, electric vehicles contain many new parts which also puts a pressure on
subcontractors to adjust their product portfolios.

The lack of diversification stays the most serious problem, notably in the Czech
Republic and Slovakia. Shortage of skilled workers might lead to the employee fluctua-
tion among the companies or inflow of foreign workers, even though the unemployment
in Slovakia is still relatively high at 5% due to uneven allocation of investment among
the regions. Recent information about downsizing in Volkswagen and KIA plants will
certainly ease the pressure on labour marker to some extent.

As shows the example of internet banking applications or contactless payments,
Slovakia is a suitable market for testing of various innovations. However, Hungary seems
to be the most successful country in attracting innovative investment.

Among the V4 countries, automotive sector is the most important relative to the
overall economic output in Slovakia. However, it seems that the country starts to lag
behind other V4 states in terms of new investment and its innovativeness. The biggest
challenge for the country is to make a transition from “Assembled in Slovakia” to actually
“Made in Slovakia”.
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Folk Motifs as a New trend in Foods and Beverages
Packaging Design 1.2
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Abstract

As the number of self-service stores grows, the sales process is also changing, and the
salesperson’s ability to influence the customer during his purchase is lost. This function
Is taken over by the packaging of goods whose task is to sell itself. The aim of the article
Is to present and characterize examples of selected Slovak food and beverages packag-
ing, on which manufacturers have introduced Slovak folk motifs and specify what factor
influenced manufactures to use it. This article is divided into two parts. In the first part,
we present examples of folk motifs on the packaging of selected Slovak food products
and alcoholic beverages. In the second part of this article, we presented the results of
a structured interview with 4 managers which introduced on the Slovak market food and
beverages packaging with folk motifs. The reason of application of folk motifs on pack-
aging was that employees from this these companies are associated with folklore, pat-
riotism and traditions. They honour the traditions of Slovak ancestors and Slovak country
and are glad that the time has come when culture and traditions are preferred and
supported. Companies sell Slovak products and therefore Slovak folk motifs are listed
on packages their products.
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Introduction

The consumer market is developing every year and the number of competing prod-
ucts from different manufacturers is growing all the time. Every company seeks to invent
something new to succeed in a competitive battle between companies offering the same
or similar product, to get new customers and keep old ones. Companies use different
marketing tools to achieve this aim. Basic marketing tools known as "4P" include: prod-
uct, price, place and promotion. The time has advanced and there are currently various

1 This article is an output of the VEGA 1/0543/18 project title “The Importance of Product Design in Consumer
Decision-Making and Perspectives to Increase the Impact of Design on Creating Competitive Position of
Companies Operating in the Slovak Republic".

2 This article is an output of the VEGA 1/0546/17 project title “Impact of geopolitical changes on the promotion
of the EU's strategic foreign trade interests (with implications for the Slovak economy)”.

3 Dr. Ing. Malgorzata A. Jarossova, University of Economics in Bratislava, Faculty of Commerce, Department
of Commodity Science and Product Quality, Dolnozemska c.1, 852 35 Bratislava, Slovak Republic,
E-mail: malgorzata.jarossova@euba.sk

4 Jana Gordanova, student, University of Economics in Bratislava, Faculty of Commerce, Department
of Commaodity Science and Product Quality, Dolnozemska c.1, 852 35 Bratislava, Slovak Republic, E-mail:
jana.gordanova@gmail.com

34



Studia commercialia Bratislavensia Cislo/No.: 41 (1/2019); RocC./Vol.: 12

extensions to this concept. One of them is that some marketers consider packaging
(Draskovic, 2007) as another very important, least costly and most effective marketing
tool, the "fifth P". Kotler and Keller (2006) argue that most buying decisions are made
on the basis of impulses, which is why packaging needs to perform many tasks:

e catch attention,
e describe product characteristics,
e create trust and make a positive impression on the customer.

Products packaging that targets markets other than the home market must also
meet export requirements or requirements from supply chain partners. It is necessary
to use a smaller package size in markets with lower incomes to become the low-cost
products, while in emerging markets, environmental issues play an increasingly im-
portant role, which manufactures realize when designing packaging. Entry into a new
market requires thorough analysis, which also includes packaging requirements, as the
packaging has become an important marketing tool for companies and needs to adapt
to cultural factors on the local market (Rundh, 2016).

More than a thousand new products (Rundh, 2016) are presented on supermarket
shelves per month as part of the rapid movement of goods. The design of primary pack-
aging is important, because it acts as a "silent trader", protecting content, informing and
persuading consumers. On the other hand, secondary packaging is not only functional
during transport, but it can also influence consumer behavior and serve as an advertising
tool by utilizing the aesthetic and functional components of the packaging. Unique and
attractive packaging through its material, shape, color, and graphics from modern print-
ing technology offers new opportunities for creative design. Consumers are often willing
to pay more for luxury packaging, comfort, appearance, better handling. Growing envi-
ronmental issues should be considered in relation to packaging too (Rundh, 2016).

"Innovation" means any change made in the production process, either capacity,
material, organizational, technological or other which can influence the quality of the
final product and is expected to bring a direct or indirect economic effect such as profit,
increase in turnover or consolidated market position (Lackova, 2017). As stated in the
Oslo manual, innovation means any implementation of a new or significantly improved
product, new marketing or organizational method in business practice. The company
can make many types of changes to improve its productivity and commercial perfor-
mance. The guide defines four types of innovations, including a wide range of business
activity changes: product, process, organizational and marketing innovation, which in-
volves the Introduction of a new or significantly improved product design or packaging,
implement product placement changes, product promotions, or product price policy
changes in order to make the product and service more attractive, to better meet cus-
tomer needs, to enter new markets or to create a new product position (Oslo Manual,
2005).

According to Kacenak (2011), packaging design means include the coloring of pack-
aging, the font and text used on the label, drawing and photography, the shape of the
packaging, and finally the packaging material used.

Each design has defined goals and functions. We can classify design goals and
functions from multiple perspectives. From an economic point of view, it is about in-
creasing the attractiveness of goods and improving their position on the global market.
From a humane point of view, the goal of design is to humanize the current technology
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and its products, bringing aesthetic value to machine civilization. From a social point of
view, design increases the value of taste and increases the standard of living of each
person (Knoskova, 2014).

According to Brunner (2016) design fulfills three basic functions. Functional — it is
related to the ability of a product to fulfill its primary purpose for which product was
created. The second one - aesthetic function which focuses on how consumers perceive
the appearance and beauty of packaging and what pleasure it will bring to the consumer
when using it. The last one - symbolic function which reflects the thinking or value of
the symbols through which it communicates with consumers (Brunner, 2016).

Symbols placed on product packages can perform several functions (e.g. help con-
sumers to categorize the product immediately into the appropriate category of goods,
identify the country of origin, easily identify the purpose or use of the product, help
identify specific users of the product). There can be a sign that expresses consumer
confidence or means of communication to express a specific lifestyle. The meaning of
symbols is the result of the process of consumer socialization (cultural meanings or
symbolic meanings) and without them the symbolic design cannot be used (Brunner,
2016).

In recent years, there has been a new trend of placing national symbolism on
product packaging in order to present the nationality of the product. The national sym-
bolism of each nation is different, unique, and as a result, manufacturers can gain a
competitive advantage by placing national elements on packaging. The national symbol-
ism can be displayed on the cover verbally, such as "Slovak" or visually. Visuals can be
displayed either through signs and symbols of the nation, including the national emblem,
flag, seal and color or with the help of cultural elements in the form of folk motifs and
customs, or lace ornaments and illustrations depicting the country.

1 Methodology

The aim of the article is to present and characterize examples of selected Slovak
food and beverages packaging, on which manufacturers have introduced Slovak folk
motifs, and also specify what factors influenced manufactures to do it.

In the first part of our article we have given examples of folklore motifs presented
on the packaging of selected Slovak food products and alcoholic beverages. As stated in
the Oslo manual (2005), one of the types of innovation is marketing innovation, which
involves the Introduction of a new or significantly improved product design or packaging
in order to make the product more attractive. According to the authors of this article,
the innovation of food packaging design is an implementation of folk motifs on the food
and beverages packaging, e.g. lace, folk embroidery. For this reason, in the second part
of the article, we presented the results of a structured interview with 4 managers rep-
resenting some of the 8 selected companies listed in the article that introduced on the
Slovak market food and beverages packaging with folk motifs. Other companies did not
respond to our request about the interview.
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The interview contained six questions, e.g.

1. What do you understand by ,packaging innovation”?

2. How often does your company change packaging design?

3. In your opinion, what impression should the consumer have on the new pack-
aging of your product?

4. What are your company’s expectations from new packages design with folk
motifs their products?

5. What factors influenced on your decision to use Slovak folk motifs on food or
beverages packaging?

6. In your opinion, what are the current trends in food packaging design?

In the results of our interview with company managers in case of similar answers
we combine them and present them as one answer. We present them each one sepa-
rately. We do not list company names, managers' names, because it was a condition for
us to receive honest answers to our questions.

The results relate only to the surveyed entities. They cannot be generalized be-
cause the research sample was not representative.

2 Results and Discussion
2.1 Impact of landscape culture on food products packaging design

According to Kotler (2007), culture is defined as an educational way of life that is
characteristic of a certain group of people and represents a set of recognized and shared
values, customs and rituals, opinions and attitudes towards domestic and international
life, language and aesthetic system, including folklore, music, art and literature.

The strategic goal of all Slovak stores operating on the Slovak market is currently
more intensive support for Slovak production, interesting regional food and specialties.
Reserved shelves, special leaflets and other activities are examples of this strategy.

Folklore is one of the current trends in the Slovak Republic, to which manufacturers
and retailers respond by placing folk motifs on their product packaging. The discovery
of folklore in Slovakia is a direct phenomenon.

Figure 1 Packaging of “Bryndza Liptov”
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Its reflection is in fashion, design and food. Companies and brands like Savencia
Fromage & Dairy Slovakia, COOP Jednota, Sari$, Rajo and others use folk motifs on their
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products. First of the examples is the Slovak Liptov lace which is located on the packag-
ing of sheep cheese — Bryndza from Savencia Fromage & Dairy Slovakia Company (Fig-
ure 1). This folk motif caused that the Liptov brand has become more visible and we
can find it on packaging in the entire product line (www.retailmagazin.sk, 2018).

The Company COOP Jednota Slovakia uses fictitious lace designed by the graphic
studio on the packaging of its products with brand "Traditional Quality" and ,Mom’s
goodies which was inspired by several types of Slovak folk lace. The philosophy of these
brands is to offer consumers traditional Slovak products, the tastes that the consumer
is accustomed to since childhood and to guarantee that the products were made in
Slovakia. Figure 2 illustrates the packaging of "Mummy’s Goodies" products.

Figure 2 "Mummy's Goodies" food brand by the Coop Jednota
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The new design of Slovak Sari§ beer cans (Figure 3) is based on traditional folk
embroidery, which had an identification function in the past. Based on embroidery, the
village, social background or even whether a person was single or married was recog-
nized.

Figure 3 Cans of "Saris" beer

Source: https://www.saris.sk/
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There are two kinds of embroidery on the cans of beers - cross (from 14th - 15th
century) and bold (late 18th and early 19th centuries). They are more ornate and come
from six villages of eastern Slovakia from Torysky, Kendice, Rejdova, Zdiar, Upor and
from today's non-existent village BlaZzov (www.teraz.sk, 2018).

Other example is Rajo brand. Rajo's marketing communication is based on the
linking of Slovak traditions and customs with product packaging. Company created a
new Salt Slovak edition of products, whose packaging is inspired by Slovak motifs with
red-blue colors (Figure 4) (www.medialne.blog.etrend.sk, 2018a). The main idea of this
marketing communication is that “Not everything that looks like traditional Slovak prod-
uct, is such a product”(www.medialne.blog.etrend.sk, 2018b).

Figure 4 Packaging of acidophilic milk from "Rajo"
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Another example from this brand is packages of yogurt. Rajo company launched in
2018 on the Slovak market a series of "Thick Traditional Yogurts" (Figure 5) which are
made by the traditional crucible maturing method. It is sold in various flavors or as a
basic variant without additional flavors. The special packaging design is inspired by the
traditional Slovak craft of blueprint which was included in the UNESCO cultural heritage.
By blueprinting we call indigo — a blue-colored substance, decorated with pattern sup-
pression using the so-called 'reserve', which is preventing the substance from staining
the pattern. This technique came from Holland and Germany. It's been in Slovakia since
the 18th century. The company wanted to highlight the traditional yogurt production
through this packaging.

Figure 5 "Rajo" Thick Traditional Yogurt
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Besides folklore elements, also the history of Slovakia was the inspiration for pack-
aging designers. An example can be the Slovak gin "Gin Gin" (Figure 6), which is based
on the tradition of ancient herbal medicine, macerating herbs and fruits with medicinal
effects in home-made spirits. The bottle design of Slovak gin comes from pharmacy and
resembles old medicine bottles or liquor. The color of the bottle is cyan blue inspired
again by the original Slovak blueprint, which was used in history for dressing and deco-
rating textiles. The color of the text on the label is a combination of gold and silver, with
the first word in silver and the other in gold, which are references to the mining history
of Slovakia (extracting gold and silver). The font on the label is in the old style and the
bottom of the label contains several herbs and fruits which are displayed in gold. Another
interesting feature of this product is its cork cap with metal ring, which is usually used
for wines (www.ochutnaj.praveslovenske.sk, 2018).

Figure 6 "Gin Gin" product

Source: https://www.bottles.sk/gin/gin-gin-0.70l/

Another example is KARLOFF Company, which has redesigned the TATRATEA bot-
tle. Originally, this product was sold under the name "Tatransky Caj" (Tatratea).

Figure 7 The old packaging of TATREATEA

TATRATEA 2004 - 2009
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Source:https://www.startitup.sk/jedinecny-dizajn-slovenskych-vyrobkov-vychadzajuci-z-nasej-tatranskej-pri-
rody-zarezonoval-aj-vo-svete/
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The reason for the redesign of the bottle was to export this product to the Czech
market and Polish. While there was no problem with the original design in the Czech
Republic, another situation occurred in Poland. Syrup was sold in similar bottles in Poland
(Figure 7). Business partners therefore recommended them to come back when the
company will have something more interesting, otherwise nobody will buy it in Poland.

The new packaging design best reflects the origin of the product and the Tatras
region from where it comes (Figure 8).

Figure 8 The new packaging of TATREATEA
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rody-zarezonoval-aj-vo-svete/

The shape of the bottle comes from objects that tourists take to the mountains.
The TATRATEA bottle resembles a tea thermos and the bottle cap has cutouts on the
sides as they are on flashlights, a flatbed or a watch. The logo is a capital letter "T" in
the middle of a bottle inspired by traditional folklore patterns from village Cicmany and
Old Slavic elements symbolizing earth, life, flora and fauna (Figure 9) (www.startitup.sk,
2018).

Figure 9 Products from KARLOFF Company
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The new design of this bottle has won several awards at international competitions
such as: bronze medal of "European design award 2010" in the subcategory packaging
of alcoholic beverages, Gold trophy and packaging design certificate at the Penta Awards
in Shanghai in 2010, National Design Award 2011 and Packaging Oscar for the entire
TATRATEA. The most acclaimed "Red dot design award" was awarded to Karloff twice
(for the first time in 2010 for the design of the Tatratea series and the second time in
2017 for the CZECHOSLOVAKIA VODKA) (www.karloff.sk, 2019).

Another product of this company, whose design is also inspired by the national
elements of the Slovak Republic, is CZECHOSLOVAKIA VODKA. The design of this prod-
uct commemorates the fraternity of two nations, represents countries and contains sig-
nificant places in the Czech and Slovak Republic. Colors are symbolic. Golden and silver
represents Czech art and intellect (www.startitup.sk, 2018). Figure 7 shows the range
of TATRATEA products and the CZECHOSLOVAKIA VODKA product from KARLOFF. Other
elements that indicate to the customer that the product comes from Slovakia is the
quality label SK, which is allocated by the Ministry of Agriculture and Rural Development,
voluntary indication of the country of the producer, such as the slogan: "made in Slo-
vakia", Slovak flag or other state symbols (www.hnonline.sk, 2016).

The AGROKARPATY Plavnica Company launched herbal teas in packaging made
from wood. The packaging presents an elderly woman collecting herbs. There is a folk
motif in the bottom of this packaging (Figure 10). The packaging is hand-painted.

Figure 10 Tea in Wooden Cassette - Painted
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LEVICKE MLIEKARNE a.s. is one of the oldest dairy companies on the Slovak mar-
ket. It has been producing dairy products continuously since 1953 and during this time
it has built three strong brands NIVA ORIGINAL, TEKOVSKY SALAM SYR and BABICKA.
All these trademarked brands cover a wide range of products produced from the Tekov
region cow's milk with using technology proven for decades. The company is also trying
to transform all these product benefits into packaging. Their application is not only in
the form of brand logo, pictograms and texts, but also in the form of graphic elements
evoking the emotions of the benefits. One of the company's products is shown on the
figure 11.

Figure 11 Tekov smoked grill cheese

Source: http://levmilk.sk/produkty/prirodne-syry

2.2 The results of a structured interview with managers from companies
that have launched folk motifs on food packaging

On the first question "What do you understand by ,packaging innovation"? The
managers responded that they understand this term as change of graphics, text, any
renewal of the old packaging (material or design) or introducing a new package on the
market. In practice, companies combine innovation most often with a change in overall
packaging image or by improving its functionality. A strong societal appeal to the envi-
ronmental performance of packaging is increasingly persuading manufacturers to gain a
competitive advantage by introducing eco-friendly packaging, thus contributing to re-
source renewal.

In the next question, we have asked how often companies change packaging de-
sign. The companies change the packaging design according to their own needs, needs
of suppliers, customers, the law. The rapid development of technology, the pressure to
use renewable resources, but also the globalization of markets, forces manufacturers to
impulsively change packaging as planned. When placing a new product and packaging
on the market, no one can assume how long the packaging will deliver the desired effect
on the market. The most common impetus for changing packaging design is the launch
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of new products, but also the need to differentiate from the competition (the company’s
motto is BE DIFFERENT).

»In the third question, we asked, "In your opinion, what impression should the
consumer have from the new packaging of your product? * The companies responded
as follows:

“The consumer should have a pleasant impression from the packaging; the pack-
aging should be so homely... ,,

“The design should be in line with current trends, it should produce a desire for a
product that is something new, nice,,.

“Every new product package, not just ours, should first and foremost attract the
attention of the customer, induce him / her to interest in the product, and bring it to the
stock, i.e. to buy,,.

In the fourth question, we wanted to know what are the company expectations in
relation to the new packaging folk design. The companies responded that the main goals
are attracting the consumer's attention, bringing him to the purchase and thus increas-
ing the company's turnover, as well as making a good reputation with the customer,
clearly strengthening and developing the community of customers with a positive rela-
tionship to the products.

In the penultimate question, we asked companies’ managers ,What factors influ-
enced your decision to use Slovak elements such as Slovakian suppository, folk costumes
or use a type of folk ornament? Managers responded that executives and employees of
these companies are united with folklore, patriotism and traditions. They honor the tra-
ditions of our ancestors, our country. They are glad that the time has come when culture
and traditions are preferred and supported. Companies sell Slovak products and there-
fore these ornaments are listed on both sides of these products.

Trends in the packaging area are changing very quickly that's why in the last ques-
tion we asked managers “What are the current trends in food packaging design?” The
different responses were as follows:

“In terms of trends in food packaging, product design, these include environmental
sustainability, the minimum environmental impact, also their close ability, ease of han-
dling and shelf life. The packaging design itself demands the aesthetic image of the
products, the readability of the texts, and the uniqueness of the label”.

“Priority from just "affectionate" packaging moves from quality, functionality to the
environment. Another progressive element is also the form of the packaging printing
method, where low series printing is preferred. It is a consequence of the necessity to
bring new products to the market and repeatedly try consumer perceptions”.

“Current trends in packaging are folk motifs from the world, natural materials as-
sociated with a distinctive element. Slovak symbols not have to be only folklore motifs.
We find inspiration also in nature, people or in the overall shape of our country”.

“We consider the trend to use folk motifs on food packaging as a positive trend. In
our opinion, it gives consumers a sense of belonging to the nation, people or traditions
and folklore. It also evokes with the consumer that these are Slovak products with a
long tradition. It is for this reason we have decided to use folk motifs on the packaging
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of our new product line. Specifically, it is the use of traditional Tekov lace, which should
evoke to consumers that our products are manufactured in the area of Tekov, with a
long tradition and traditional recipe”.

It can be concluded that the Slovak food market has a larger share of foreign
products than Slovak products (Jarossova, 2017). The food producers are using folk
motifs on the packages, to attract consumers to buy Slovak products and thus support
the Slovak economy.

Conclusion

The packaging industry is constantly evolving. Today, packaging is not only pro-
tecting the product from damage, but through design communicates with consumers,
and is a major promoter in a competitive marketplace creating brand identity.

The packaging designers were once regarded as commercial artists, currently ap-
pearing as marketing professionals who not only solve design problems, but also help in
finding solutions to marketing problems, and they must know their craft, follow the de-
velopment of the market, be an illustrator, control verbal and visual communication and,
last but not least, they must be able to adapt to the requirements of the manufacturer,
the trader, the intermediary, the consumer and the authority imposing regulations and
restrictions. Designers must also address the issues of functionality, hygiene, social re-
sponsibility and efficiency in product packaging design. On the other hand, from the
consumers’ perspective, the idea of design narrows down only to the visual-aesthetic
solution of the surface and consumers consider the package design as buying a product
although particular attention needs to be paid to each component or means of packaging
design.

The aim of the article was to present and characterize examples of selected Slovak
food and beverages packaging, on which manufacturers have introduced Slovak folk
motifs, and also specify what factor influenced manufactures to use it.

There has been a new trend of placing national symbolism on food packaging in
order to present the nationality of the product in Slovakia. Manufacturers place national
symbols displayed verbally on their product packaging, such as "Slovak" or visually (us-
ing the signs and symbols of the nation, which include the national emblem, flag, seal
and color, or with the help of cultural elements in the form of folk motifs and customs,
lace or ornament, and illustrations depicting the land).

For many people using folklore motif on food packaging is controversial, mainly
because the growth of folk motifs is spontaneous in the short term, across the full spec-
trum of our daily lives, not just packaging. No wonder the distinction made only from
the euro area point of view gives us greater visibility and thus the possibility of more
enforcement. This phenomenon is more important in food area, because there is more
imported food in Slovakia than domestic once. Therefore, the distinction Slovak manu-
facturer by using quick and unambiguous information on the packaging is beneficial. In
addition, the richness of Slovak folk culture, and especially its diversity, enables produc-
ers to define regional affiliation and tradition through folk elements.
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Results of the research have shown that employees from companies that have
implemented folklore motifs on packages on their food products are connected with
folklore, patriotism and traditions. They honour the traditions of Slovak ancestors and
Slovak country. They are glad that the time has come when this culture and traditions
are preferred and supported. These companies sell Slovak products and therefore Slovak
folk motifs are used on packages of their products.

The issue of placing folk motifs on the foods and beverages packaging is a new
issue and would require further research. It would be interesting to study the types of
folk motifs placed on the packaging of the mentioned products in other European coun-
tries, and also indicate the reasons and factors influencing the implementation of this
action.
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Implementation of Management Systems as Part of Organizational
Development

Abstract

The paper deals with the identification of the reasons and effects of the Introduction of
management systems as well as the risks of introducing these systems, which are im-
portant management tools and through which organizations can maintain and improve
their market position, into companies. Reasons for implementing management systems
are to achieve the best possible economic results, to succeed in a competitive environ-
ment and to meet the requirements of stakeholders. By implementing management sys-
tems, organizations gain the benefits of reducing administrative burdens, that indicate
to what extent the Introduction of ISO standards influenced material, financial and hu-
man resources. The reasons for introducing management systems include process im-
provements, organization clarity and cost reduction, due to more efficient use of re-
sources. Implementation of management systems also brings continuous improvement
in organization ’s activities and processes, as they are designed to permanently improve
organizational performance. Many times, management systems are implemented based
on requirements of business partners.
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Uvod

Implementacia systémov manaZzérstva je dolezitou sucastou pre rozvoj organizacie
a ich zavadzanie je zavislé od pristupu manazmentu, disponibilnych zdrojov a od efek-
tivnej organizacnej Struktury. Ide o strategické rozhodnutie organizacie a moze jej po-
moct’ zlepSovat' celkovl vykonnost’ a zabezpedi efektivnost’ a konkurencieschopnost'.
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Organizacie so zavedenym systémom manazérstva, motivuju a zapajaju zamest-
nancov do zvySovania efektivnosti, vykonnosti internych procesov, pricom kvalita sa
stava podstatou ich podnikania (Albulescu a kol. 2016). ZvySovanie kvality sa da dosiah-
nut’ zlepSovanim procesov, najma z pohladu ich efektivnosti a vykonnosti. Na zistenie
vhimania vzt'ahu medzi kvalitou a vykonnost'ou manazmentom bol realizovany prieskum
v Bulharsku, ktory poukazuje na dolezitost' kvality ako dimenzie, ktora ma vplyv na
konkurencieschopnost’ organizacie (Georgiev, 2017). Systémy manazérstva st schopné
generovat’ dlhodobé vysledky a prinasaji vyhody vSetkym zainteresovanym stranam. Ak
chce organizacia dosiahnut’ ekonomicky rast musi vyrabat’ a dodavat’ inovativne, zlep-
Sené a ucinné produkty a udrzat’ si kvalitu poskytovanych produktov v konkurenénom
prostredi.

Vysledky cinnosti kazdej organizacie su priamo zavislé od pristupu manazmentu a
od vytvorenia efektivneho systému manazérstva podla medzinarodnych noriem ISO,
ktoré prinasaju organizaciam prinosy. Sucast’ rozvoja organizacie je aj dobre nastavenie
manazérskeho systému, ktory je prinosom pre ul'ahcenie prace, minimalizovanie rizik
l'udského faktora, Setrenie ¢asu potrebného na vykonanie pracovnych povinnosti a opti-
malizacie procesov. Prinosy efektivneho systému manazérstva su:

efektivnejSie vyuZivanie zdrojov a zlepSovanie finan¢nej vykonnosti,
zlepSovanie manazérstva rizik, ochrana osob a zivotného prostredia,
efektivnejsia tvorba produktov a poskytovanie kvalitnejSich sluzieb,
zvysenie hodnoty pre zakaznikov a ostatné zainteresované strany (iso.org,
2017).

Medzi prinosy, ktoré mo6ze organizacia ziskat’ implementaciou systémov manazér-
stva mozno zaradit' systémovy pristup, zodpovednost’ za jednotlivé procesy, uspokoje-
nie zamestnancov, zvySenu kvalitu produktov, konkurencieschopnost’ a zlepSenie spo-
kojnosti zakaznikov (Garcia, 2016). Systémovy pristup zarucuje orientaciu v legislativ-
nych poziadavkach a ich naplneni, umozfiuje predchadzat’ jednotlivym rizikam v ¢innos-
tiach organizacie. DalSim vyznamnym prinosom je eliminacia duplicitnych ¢innosti, lepsie
vyuZitie zdrojov a znizenie poctu staznosti zo strany zakaznikov.

Implementované systémy manazérstva zabezpecuji organizaciam efektivnejsie
procesy, ktorymi sa vykonavaju r6zne operacie od planovania, cez hodnotenie az po
trvalé zlepSovanie samotnych procesov. (Garza-Reyes et al., 2015) Systémy manazér-
stva mozu byt Ciastkové alebo komplexné. Kazda organizacia ma nastaveny systém ria-
denia inak, a preto tieto systémy mozu viest’ k odliSnym stupriom Gcinnosti (Yeager,
2018). Pre UspesSnu organizaciu je nevyhnutné systematické a transparentné usmertio-
vanie a riadenie. Preto sa v organizaciach zavadzaju systémy manazérstva, ktoré maju
za Ulohu neustale zvySovat’ ich vykonnost’ a zaroven sa zaoberat’ potrebami vsetkych
zainteresovanych stran (Hrubec, Cservenakova, 2018).

Ak je zavedeny systém manazérstva na zaklade poZiadaviek vrcholového manaz-
mentu, s ohladom na vopred vytycené ciele, povazuju sa systémy manazérstva ako
vhodny marketingovy nastroj pre dosiahnutie cielov. Vedie to nielen k Uspesnej imple-
mentdcii a certifikacii systémov manazérstva, ale aj k vacsej efektivnosti organizacie.
Systémy manazérstva napomahaju organizaciam zvysit’ ich vykonnost’, vytvorit’ kultdru
organizacie podporujlcu pristup neustaleho vyhodnocovania, zlepSovania procesov pro-
strednictvom zvySenia povedomia zamestnancov a manazmentu. (Pop et al., 2018)
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Na trhu podnikatel'skych subjektov posobiacich v konkurencnom prostredi Sloven-
ska je zavadzanie systému manazérstva iniciativou manazmentu, ktorého snahou je udr-
Zanie si existujucich stalych a potencialnych zakaznikov. Na dosiahnutie konkurencie-
schopnosti musia organizacie sledovat’ nielen vyvoj svojich obchodnych vysledkov, ale
aj mieru spokojnosti zakaznikov a naplnenia ich potrieb. Z tohto dévodu sa velmi ucin-
nymi nastrojmi na kontrolu a udrzatel'nost’ podnikania javia manazérske systémy a ich
Ulohou je systematicky pristupovat’ k zefektivneniu procesov prebiehajlcich v organiza-
cii s vyuZitim overenych metdd, pomocou ktorych dokazu organizacie jednoduchsie na-
plnit’ vopred stanovené ciele.

Daldim doleZitym Cinitelom, ktory ovplyviiuje zavedenie systémov manazérstva st
vztahy s dodavatelmi a odberatel'mi, poZadujicimi produkty od organizacie, ktora ma
zavedeny aspon jeden zo systémov manazérstva, najma systému manazérstva kvality
podla ISO 9001:2015 Systémy manazérstva kvality. Poziadavky. Zakladnym zaujmom
kazdého podnikatel'ského subjektu je potreba presadit’ sa na trhu prostrednictvom pre-
daja produktov a poskytovania sluzieb. Organizacie prosperuju, ked’ si udrzia konku-
rencnu poziciu vo svojom segmente na trhu, ziskaju zakaznika. Spokojnost’ zakaznikov,
odberatel'ov a ich zvysujlice sa poziadavky na kvalitu produktov motivuji producentov
produktov zaoberat’ sa zabezpeCovanim a zlepSovanim kvality. Jednou z moZznosti ako
mOzZu organizacie systematicky pracovat’ na uspokojovani poziadaviek zakaznikov, od-
beratel'ov, zainteresovanych stran, neustale zvySovat’ kvalitu produktov je zavadzanie
systémov manazérstva. Ich zavedenie a udrzanie je zavislé od pristupu manazmentu
organizacie, od efektivnej organizacnej Struktury, v ktorej si vymedzené zodpovednosti
a pravomoci a od dalSich manazérskych aspektov. (Kofanov et al., 2017) Organizacie su
neustale ovplyviiované podmienkami vol'nej sitaze na trhu, ktora je zamerana na zisk,
kvalitu produktu, udrzatel'ny rozvoj a technologickt Uroven. Preto je potrebné vcas
reagovat’ na tieto vyzvy pomocou efektivnych systémov manazérstva, ktoré sa dokazu
neustale prispdsobovat’ meniacim sa trhovym podmienkam, potrebam a Zelaniam zakaz-
nikov.

Organizacie implementuji systémy manazérstva ako nastroj na vyjadrenie svojich
investicii do zlepSovania kvality a vykonnosti. Efektivnost’ implementacie systémov ma-
nazérstva a sledovanie kvality produktov a poskytovanych sluzieb su velmi dolezité pre
slovenské organizacie pri ich uplatneni na trhu. Zavedenie systému manaZzérstva je pre
organizaciu relativne narocny proces na financné prostriedky aj na ¢as. Vysledky tohto
zavedenia sa v organizaciach liSia v zavislosti od Specifického charakteru kazdej organi-
zacie. Sposob implementacie systémov manazérstva je dolezitym faktorom na dosiah-
nutie pozitivnych vysledkov organizacie. Kvalita zavadzania systémov manazérstva sa
liSi, najma ak organizacie vyuzivaji externé subjekty pre implementaciu a tie predstavuju
isté riziko pre organizaciu v zmysle poskytnutia malo profesionalnej sluzby alebo nedos-
tatocnej vedomosti o ciel'och a procesoch organizacie.

Politika kvality Eurdpskej Unie v oblasti medzinarodného obchodu je takd, Zze odbe-
ratelia poZaduju od svojich dodavatel'ov dokazy o zavedeni a funkénych systémoch ma-
nazérstva, ktoré zodpovedaju poZiadavkam ISO noriem. Takymto dokazom ma byt’ zis-
kany certifikat, ktory bol vydany tzv. tretou stranou, ¢o znamena nezavislou certifikac-
nou organizaciou s akreditaciou. Denne pribudne vo svete mnoZstvo organizacii s certi-
fikovanymi systémami manazérstva, podla coho mozno usudzovat, Ze normy v oblasti
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manazérstva s neoddelitelnou a velmi doleZitou sicastou obchodného styku. Organi-
zacie, ktoré su certifikované podla noriem ISO, ziskavaju konkuren¢ni vyhodu voci
organizaciam, ktoré nemaju zavedeny systém manazérstva.

1 Metodika prace

Cielom prispevku je poukazat’ na vyznam implementacie systémov manazérstva v
organizacii ako sucast’ rozvoja organizacie. Vyuzivali sme sekundarne zdroje na objas-
nenie teoretickej Casti, kde sa ziskali poznatky z odbornej literatiry, odbornych ¢asopisov
a zo Specializovanych internetovych zdrojov domacej a zahranicnej literatdry.

Objektmi skimania boli organizacie, ktoré implementovali systémy manazérstva a
primarny prieskum bol realizovany metédou dopytovania prostrednictvom standardizo-
vaného dotaznika, ktory bol pouzity ako nastroj zberu Udajov. Prieskumu sa v obdobi
medzi augustom a oktébrom 2018 ztcastnilo 106 organizacii aspon s jednym zavedenym
systémom manazérstva, ktory bol distribuovany elektronickou formou. Skimali sa do-
vody zavadzania systémov manazérstva a vztahy organizacii k zavedenym systémom
manazérstva.

Metdda analyzy sa vyuzila pri spracovani Udajov ziskanych prostrednictvom dotaz-
nika v rdmci prieskumu, kde sa zistovali dévody, vplyvy a rizikd zavadzania systému
manazérstva do organizacii ako konkurencnej vyhody. Pri vypracovani vysledkov prie-
skumu bola pouZita aj metdda syntézy, pomocou ktorej sa jednotlivé ziskané odpovede
zosumarizovali a formulovali vSeobecné Zavery reprezentované percentualnymi podielmi
organizacii, ktoré odpovedali na otazky.

2 Vysledky a diskusia
2.1 Implementacia systémov manazérstva a ich vyznam pre organizacie

Implementacia systémov manazérstva je z Casového a financného hl'adiska narocny
proces, zavadzaju ich organizacie, ktoré disponuju dostatocnymi finan¢nymi prostried-
kami, materidlno-technickymi a l'udskymi zdrojmi, znalostami a potrebnymi informa-
ciami. Systémy manazérstva vznikli za Gcelom efektivnosti riadenia organizacie s ohla-
dom na kvalitu, ochranu Zivotného prostredia, bezpecnost’ a ochranu zdravia pri praci a
na d'alSie Cinnosti organizacie. ZlG¢enim jednotlivych poZiadaviek systémov manazérstva
si mézu organizdcie vytvarat' aj integrované systémy manazérstva, ktoré im prinasa vy-
hody, tak pre interné ako aj pre externé prostredie.

V kazdej oblasti spolocenského a ekonomického Zivota sa kladu zvySené naroky
na spravanie organizacii a narasta zaujem o zlepSenie a udrzanie kvality produktov, Zi-
votného prostredia, bezpecnosti a ochrany zdravia pri praci. V ramci primarneho prie-
skumu sme skimali dévody, vplyvy a rizika zavadzania systémov manazérstva a vztahy
organizacii k zavedenym systémom manazérstva. Normy ISO, ktoré boli revidované po
roku 2015 prindsaju aj nové poziadavky na riadenie rizik a organizacie si musia planovat’
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a implementovat’ opatrenie na ich zvladnutie, a preto sme v ramci prieskumu zist'ovali,
ktorym rizikdm organizacie museli Celit’ pri implementacii systémov manazérstva.

Dovody pre ich implementaciu mézu byt rézne a vzhladom k uvedenému sme
chceli zistit, aké dovody z interného a externého prostredia organizacie vyuzili, aby do-
kazali ovplyvnit’ stimuly, ktoré posobia na implementaciu systémov manazérstva. Zo 106
opytanych subjektov, ktoré sa zucastnili prieskumu, mali na vyber devat' r6znych moz-
nosti odpovedi, z ktorych mohli vybrat’ a oznacit’ aj viac (graf 1).

Organizacie pristupovali k implementacii systémov manazérstva ako marketingo-
vému nastroju, najma z dévodu zlepsSenia imidzu organizacie 55,7 %, (59 organizacii) a
tak sa intenzivnejSie zaoberaji svojim vystupovanim, spravanim a prezentaciou na
verejnosti s ciel'om odliSit’ sa od konkurencie. Z hl'adiska zavedenia systémov manazér-
stva su dolezité rastice naroky zakaznikov 53,8 %, (57 organizacii). Orientacia na za-
kaznika je dnes strategickou viziou vSetkych progresivnych organizacii. Tretim najdole-
ZitejsSim dévodom zavedenia ISO noriem je zvySovanie kvality produktu 48,1 %,( 51
organizacii). Organizacie so zavedenymi systémami manazérstva dosahuju dlhodobo
podstatne lepSie vysledky ako organizacie s tradi¢nou orientaciou na zabezpecenie kva-
lity prostrednictvom kontroly kvality svojich produktov. Ukazalo sa, Ze investicie do zlep-
Sovania kvality produktov, ¢innosti, procesov v organizacii si rentabilnejsie ako rozsire-
nie vyroby. Z dévodu sprehl'adnenia ¢innosti zaviedlo systémy manazérstva 38,7 %, teda
41 organizacii.

Manazment organizacie musi prejavovat’ zaujem o ekonomicku efektivnost’ organi-
zacie, ktora sa moze prejavit' zhorSenim, alebo zlepsenim kvality produktov, ako aj kva-
lity samotnych procesov. Ekonomické prinosy a rozhodovanie zalozené na analyze rele-
vantnych Udajov uviedlo 20,8 %, (22 organizacii), ¢o motivovalo organizacie najmenej
k vyuzitiu systémového riadenia.

Graf 1 Ddvody zavedenia systémov manazérstva v organizaciach
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Niektoré organizacie pristupovali k zavedeniu systému manazérstva aj z inych do-
vodov, hlavne z dévodu zlepsenia podmienok Ucasti vo verejnom obstaravani. Organi-
zacie, ktoré aplikuji systémy manazérstva, vytvaraju doveru v sposobilost’ svojich pro-
cesov, kvalitu produktov a poskytuju zaklad na trvalé zlepSovanie.

V akej miere ovplyviiovalo zavedenie ISO noriem materialno-technické, financné a
l'udské zdroje v organizacii poukazuje graf 2. Zo 106 organizacii 71 oznacilo, ze zave-
denie ISO noriem vyznamne ovplyviovalo l'udské zdroje 50,7 %, (36 organizacii), ktoré
su potrebné pre organizaciu na efektivnu implementaciu systémov manazérstva a na
prevadzku a riadenie jej procesov, 29,6 % financné zdroje a 19,7 % materialno-tech-
nické zdroje. Cielavedomé vyuzivanie 'udskych zdrojov je predpokladom budovania sys-
témov manazérstva, rozvijanie silnych stranok & konkurencnych vyhod organizacie.

.....

organizacii v prijatelnej miere ovplyviovali celkové naklady organizacii 57,7 %, ( 56
organizacii). Financné zdroje potrebuji organizacie na dodrziavanie prislusnej legislativy
v oblasti kvality, environmentu, bezpecnosti a ochrany zdravia pri praci, ako aj na certi-
fikaciu a na udrziavanie systémov manazérstva.

Pre vacsinu zo 79 organizacii zavedenie noriem ISO neznamenalo vyznamnejSie
zat'azenie na materialno-technické zdroje 54,3 %, (43 organizacii), 33,0 % l'udské zdroje
a 12,7 % financné. Ludské, financné, materialno-technické zdroje, ako aj d'alSie zdroje
su nevyhnutné na efektivne fungovanie a zlepSovanie systémov manazérstva.

Graf 2 Vplyv zavedenia systémov manazérstva v organizaciach
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Zdroj: vlastné spracovanie

Na otdzku tykajlcu sa prinosov implementacie systémov manazérstva mohli res-
pondenti oznacit’ viacej odpovedi. Graf 3 znazornuje, ktoré manazérske systémy okrem
ISO 9001:2015 Systémy manazérstva kvality. PoZiadavky, planujd organizacie zaviest' v
budlcnosti. Zo 106 organizacii odpovedalo 72 respondentov a z toho ma zaujem zaviest’
normu ISO 14001 Systémy manazérstva environmentu. PoZiadavky s pokynmi na pou-
Zitie 86,1 %. Norma poskytuje organizaciam navod na ochranu Zivotného prostredia,
reaguje na meniace sa environmentalne vplyvy, zlepsuje environmentalne spravanie,
dosahuje financné a prevadzkové vyhody, ktoré vyplyvaju z jej implementacie.
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Normu ISO 45001 Systémy manazérstva bezpecnosti a ochrany zdravia pri praci.
Poziadavky s usmernenim na pouzivanie, spociva vo vyhl'adavani nebezpecenstva v hod-
Ziadaviek bezpecnosti a ochrany zdravia pri praci, v stvislosti s novymi pravnymi pozia-
davkami tykajucimi sa nebezpecnych havarii i obCanov v rizikovej zone v okoli organiza-
cii. V ramci prieskumu sme zistili, ze normu si planuje zaviest' 80,6 % organizacii.

Normu ISO 22000:2018 Systémy manazérstva bezpecnosti potravin. PoZiadavky
na organizacie potravinarskeho retazca si chce zaviest' 52,8 % subjektov. Norma integ-
ruje prvky zaistenia bezpecnosti potravin, ktorymi su interaktivna komunikacia, systém
manazérstva, kontrola nad rizikami. V organizacii je potrebné vytvorit, zaviest’ a udrzia-
vat’ systém externej komunikacie, ktory slizi na zistenie informacii tykajlce sa bezpec-
nosti potravin v potravinarskom ret'azci.

V buducnosti si chce 44,4 % organizacii zaviest' ISO/IEC 27001:2015 Informacné
technoldgie. Bezpe¢nostné metddy. Systémy riadenia informacnej bezpecnosti. PoZia-
davky. Norma Specifikuje poZiadavky na vytvorenie, zavedenie, Udrzbu a stéle zlepSova-
nie systému riadenia informacnej bezpecnosti v organizacie.

33,3 % organizacii ma zaujem zaviest’' normu ISO 50001:2018 Systém energetic-
kého manazérstva. PoZiadavky s ndvodom na pouzivanie, ktord Specifikuje poziadavky
na systém energetického manazérstva v organizaciach, ktoré chcu a potrebuju preuka-
zat’ svoju schopnost’ znizovat’ energetickll narocnost’, zlepSovat’ energetick(l Gcinnost’
rovnako tak, ako vyuZzivanie energii a ich spotrebu vo svojej organizacii.

Najmenej organizacii planuje (25,0 %) v budicnosti zaviest' ISO 22301 Ochrana
spolo¢nosti. Systémy manazérstva plynulosti podnikania. Poziadavky. Norma pomaha
zabezpecit' kontinuitu hlavnych cinnosti organizacie (core business) v pripade vzniku mi-
moriadnych incidentov (napr. vypadok elektrickej energie, vypadok internetu, poziar,
povoden, vypadok kl'icovych dodavok surovin a materialu, pocetna pracovna neschop-
nost’ v désledku pandémie, porucha délezitych technologickych zariadeni a pod.). Pokial
k takejto udalosti dojde, organizacia bude pripravena reagovat’ zodpovedajlicim sp6so-
bom, a tym vyrazne znizZi potencialne skody a dopad na jej chod.

Graf 3 Zavedenie systémov manazérstva
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Zdroj: vlastné spracovanie
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Iné systémy manaZzérstva si chce zaviest' 22 organizacii (30,6 % ) a to napr. z
oblasti systémov manazérstva kvality aplikovanych v automobilovom priemysle, zdravot-
nictve v dodavani zdravotnych prostriedkov a lieciv ako aj sluzby s tym spojené a tiez
iné systémy manazérstva, ktoré sa aplikuju v ré6znych organizaciach podl'a ekonomickej
¢innosti.

Podnikatel'ské subjekty na zvladanie rizik pri implementacii systémov manazérstva
musia Celit’ roznym problémom. Na otazku tykajlcu sa rizik implementacie systémov
manazérstva mohli respondenti oznadit’ viacej odpovedi. Graf 4 znazorfiuje rizika, ktorym
organizacie museli Celit’ pri zavedeni systémov manazérstva. Oslovené subjekty mali na
vyber péat’ roznych moznosti odpovedi, z ktorych mohli oznacit’' viac. Najvacsim rizikom
zavedenia ISO noriem pre organizaciu boli pravna zodpovednost' za nizku kvalitu 62,3
%, strata jednotlivych odberatel'ov a celych trhov 42,5 % organizacie vnimali ako riziko
aj stratu povesti pri dodavkach nezhodnych produktov 42,5 %, neplnenie poziadaviek
zavedenych ISO noriem 37,3 %. Za najmenSie riziko organizacie povazovali znizovanie
dbvery zamestnancov v schopnosti podniku (22,6 %).

Zavedenim systémov manazérstva sa mozu minimalizovat’ rizika, ktoré maju kl'G-
Covy vplyv na aspekty podnikania, vzhladom k organizacii a poziadavkam jednotlivych
zainteresovanych stran. Je potrebné vykonat’ identifikaciu moznych rizik, ako aj odhad-
nat’ velkost' rizika.

Graf 4 Rizikd zavedenia ISO noriem v organizaciach
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Implementacia systému manazérstva prinasa roznu pridant hodnotu a vo vSeobec-
nosti dlhodobé efekty zlepSenia v rozlicnych oblastiach. Dolezitym aspektom, ktory
ovplyviuje zavedenie systémov manazérstva vo vzt'ahu k svojim partnerom je zlepSenie
trhovej pozicie, zvySenie konkurencieschopnosti, zefektivnenie vyrobnych procesov,
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zlepSenie celkového imidzu organizacie, uspokojovanie poziadaviek zakaznika a efek-
tivna komunikacia s nim. Implementacia systémov manazérstva je vyznamnym krokom
smerujucim k udrzaniu a k zlepSeniu trhovej pozicie organizacie. V priebehu poslednych
dvoch desatroCi pocet zavadzania roznych systémov manazérstva na narodnej a medzi-
narodnej Urovni vzrastol.

Graf 5 znazorfiuje odporucania organizacii vo vztahu k implementacii systémov
manazérstva svojim obchodnym partnerom. Odpovedalo na tito otazku 106 organizacii
a vacsina z nich 64,2 % vidi prinos zo zavedenia ISO noriem a odporuca ich i svojim
obchodnym partnerom. 22,6 % organizacii by mozno odporucala zaviest’ systémy ma-
nazérstva do organizacie, 7,5 % nevie a 5,7 % neodporica ich zavedenie. VSetky uve-
dené zistenia zo zavadzania systémov manaZérstva maju podla zistenych informacii
podstatny vplyv na organizacie, lebo vrcholovy manazment si uvedomuje, ze ak si
implementuju systémy manazérstva maju vacsiu doveru u svojich odberatel'ov.

Graf 5 Odporucania organizacii k implementacii systémov manazérstva
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Zdroj: vlastné spracovanie

Na zaklade prieskumu, mozno skonstatovat, Zze implementované systémy mana-
Zérstva podporuju rozvoj organizacie a zlepsuju jej hospodarske vysledky. Pomahaju
organizaciam ziskat' lepSie postavenie na zahrani¢nych trhoch a novych zakaznikov,
maju vplyv na prevadzkové vysledky organizdacie, rast trhového podielu, efektivne vyu-
Zivanie zdrojov.

Zavedeny systém manazérstva kvality alebo iny manazérsky systém znamena za-
sadnu zmenu v Struktire organizacie, jej usporiadani, vo firemnej kulture, v internych a
externych vzt'ahoch. Ide o koordinaciu vsetkych procesov, ¢innosti organizacie, ktorych
vysledkom je uspokojenie potrieb zakaznika. Systémy manazérstva sa buduju na zaklade
neustale meniacich sa poZiadaviek trhu, zakaznikov a zvySujlucej sa konkurencie.
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Zaver

Zavedené systémy manazérstva su vnimané verejnost'ou ako nastroje pre zlepSenie
efektivnosti organizacie a opravnenosti pésobenia na trhu. Pozitivne vplyvaju na imidz
organizacie a popri vSetkych praktickych vyhodach z ich implementacie su vSeobecné
akceptované trhom ako zaruka kontroly organizacie nad svojimi procesmi. Systémy ma-
nazérstva sa pozitivne prejavuji nielen vo vnutri organizacie, ale kladne posobia aj na
spolo¢nost’ ako konkurenénd vyhodu. Implementécia systémov manazérstva ako sucast’
rozvoja organizacie su prinosom pri identifikacii nezhéd, zlepseni vnutropodnikovych
procesov a v konecnom dosledku vedu k znizovaniu nakladov a k zvySovaniu produktivity
organizacie.

V sucasnosti je jednym z najvyznamnejSich ciel'ov organizacii zabezpecenie vlast-
ného rastu a zaroven znizovanie vplyvu na zZivotné prostredie, ako aj zaistenie bezpec-
ného pracovného prostredia pre svojich zamestnancov. Organizacie si tak upevnujd
svoje postavenie na trhu. Implementované systémy manaZzérstva su prinosom a kon-
kurenénou vyhodou organizacie
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The Economic Impact of Consumer Purchases in Fast Fashion
Stores?

Lubica Knoskova? — Petra Garasova3

Abstract

In recent years fast fashion has become a new trend. Fast fashion has changed the way
how consumers are dressed and think about fashion. Clothes became cheaper, and
shopping became a form of entertainment. The aim of the paper is to identify the eco-
nomic impact of consumer purchases in fast fashion stores. Authors discuss fast fashion
situation using results of own consumer survey, case studies, research studies and sec-
ondary data applying analysis, Abstraction, synthesis, deduction, comparison, descrip-
tion, and specification. Authors conclude that consumers’ purchases have a big impact
on economics, because how we found out, fast fashion has a growing trend both in
stores and in ecommerce. Form our survey it is evident that majority of consumers
cannot link the high perceived quality of the clothing during shopping in fast fashion
stores with achieved low level of durability during wearing. Increasing customer con-
sumption can have a positive effect on economics, but also a negative impact on envi-
ronmernt.
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Introduction

Fast fashion can be defined as cheap fashionable clothes, made on the basis of
design taken over from fashion designers or celebrities, and sold in the shops for mass
consumers (Rauturier, 2018). Fast fashion garments have changed the way consumers
are dressed. They have even changed the way consumers think about clothes and what
they do with it. They buy a lot more clothes than ever before, and although consumers’
wardrobes are cluttered with clothes that have been worn just few times, they are still
considering buying new clothes, and they are then making purchases (Cobbing & Vicaire,
2016).

Clothes shopping used to be an occasional event — something that happened a few
times a year when the seasons changed, or we outgrew what we had. But about 20
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years ago situation changed. Clothes became cheaper, and shopping became a form of
entertainment. Despite the amount of clothing consumers buy, they do not even have
the chance to use it. The clothing that they buy comes out of fashion in few weeks.

Fast fashion rapidly expands to all places in the world hoping to quickly reach the
top numbers of customers, purchases, or revenues. Retailers thus use all the means
available to get closer to the customers and meet their requirements with fast changing
offer.

Businesses have had to change their business models and adapt to the emerging
trend. Compared to the prestigious fashion brands that have just few fashion collections
in the course of the year, fast fashion businesses offer their customers a lot more fashion
collections during the year at more affordable prices. Consumers can buy more for less,
but they keep up with the latest fashion trends.

Fast fashion is a new term that is inspired by the term fast food. Fast fashion can
be defined as quick-release products with short renewal cycle and fast delivery (Byun &
Sternquist, 2008). Fast fashion garments are designed to swiftly change, not necessarily
driven by desire but rather by need (Stottlemire, 2017) caused by short durability. To-
katli (2007) and Byun a Sternquist (2008) have defined four fast fashion elements that
are (1) fast responses to consumer demand, (2) a short product lifecycle, (3) a fast
supply chain, and (4) lower prices.

Fast fashion is also a business strategy that has been adopted as a reaction to the
current and emerging fashion trend (Fernie, 2004). Fast fashion brands can meet very
diverse consumer preferences in very short time. Consumers can find new products it in
the stores every week (Dutta, 2002). Short lifecycle is what distinguishes traditional
businesses from fast fashion clothing stores. Fast fashion garments are designed to cap-
ture a very short fashion trend and seasonal style. That's why the fast fashion product
can be on shelves in stores for only a few months or even weeks (Christopher et al.,
2004).

The fast fashion phenomenon has revolutionized the clothing industry in recent
decades. Changing consumer attitudes to consuming low-cost apparel and possibility of
businesses to purchase textile supplies from cheap overseas industrial markets has led
to creation of an impulsive shopping culture where new styles of clothing are available
to the consumer every week (Mintel, 2007). This phenomenon is particularly noticeable
among young female consumers. They have a low awareness of the impact of their
purchases to the clothing industry and in the same time they show the highest level of
demand (Morgan & Birtwistle, 2009). Fashion has become a novelty and the commer-
cialization and marketing of fashion leads to excessive consumption and materialism,
but caring for our clothes and keeping them is not in fashion anymore (Cobbing &
Vicaire, 2016).

Fast fashion firms allow the consumer to get more fashion clothing and product
differentiation at lower prices (Linden, 2016). This for consumers means that they can
buy designer goods of prestigious brands for much less money. Such relatively lower
prices can attract a younger age group of customers who do not hesitate to buy fash-
ionable products that further promote impulsive shopping (Byun & Sternquist, 2008).
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1 Methodology

The aim of the paper is to identify the economic impact of consumer purchases
in fast fashion stores. The economic impact is identified from the point of view of the
global market. We analysed secondary data from annual report of Inditex, Boohoo, H&M,
Statista; report from McKinsey&Company: The State of Fashion 2018; report from Gre-
enpeace; statistic data from Ganit Singh: Fast Fashion Has Changed the Industry and
the Economy; and statistic data from Orendorff: The State of the Ecommerce Fashion
Industry: Statistics, Trends & Strategy. Further we analysed the primary data obtained
from our consumer survey about awareness of fast fashion and sustainable fashion and
shopping habits using a standardized questionnaire. The questionnaire was sent to the
respondents in Slovakia via the Internet, 115 respondents replied. Based on the analyses
we synthesized the findings in the area of fast fashion growth trends globally. Several
other scientific methods such as Abstraction, deduction, comparison, description, and
specification have been used to meet the stated goal. For graphic presentation of the
results we used excel tables and charts.

In the survey were a total of 115 respondents (Tab. 1). Of the total number of
respondents, 85 (73.9%) were women and 30 (26.1%) were men. The largest number
of respondents was in the age group 21 - 30 years, 76 (66.1%) of respondents. Then,
age groups 15 - 20 and 31 - 40 which have the same number of respondents,14
(12.2%). In the survey, respondents with a higher education qualification prevailed,
namely 55 (47.8%). The most frequent employment of respondents was employee 47
(40.9%) and student 44 (38.3%).

Table 2 Respondents' demographic data

Gender Age Educational attainment Employment
85
Woman 15 - 14 - - 35 44
(Z/?;jg 20 (12.29) | Still studying | (35, | Student (38.3 %)
30 On maternity
Man 6.1 | 2L~ 76 Prima 2 or parental 11
(%) 30 (66.1 %) ry (1.7 %) Ieavep (9.6 %)
31 - 14 23 47
40 (12.2 %) | Secondary (20 %) | Employee (40.9 %)
Businessman
4 - 9 Academic 35 |/ entrepre- 11
50 (7.8 %) (47.8 %) neur (9.6 %)
51 - 2 - 1
60 (1.7 %) Retired (0.9 %)
61 1
and 0 Unemployed (0.9 %)
more
Total respond- 105
ents

Source: Own processing
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2 Results and Discussion

We wanted to find out the consumer awareness of fast fashion in Slovakia and
shopping habits to see how much it differs from the other analysed countries. Through
the survey we found out that 71 (61.7%) of respondents are aware of the concept of
fast fashion, and 44 (38.3%) respondents did not know this concept. Slight majority of
respondents 65 (56.5%) knew that fast fashion brands are brands such as Zara, H&M,
Forever 21 and others. 50 (43,5 %) of respondents did not know that (Graph 1).

Graph 1 Respondents Awareness of Fast Fashion
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Source: Own research

Majority of respondents 73 (63.5%) shop in fast fashion stores sometimes, 33
(28.7%) respondents shop in fast fashion stores often, and 9 (7.8%) respondents do
not make purchases in fast fashion stores at all. Respondents during purchase of clothing
take into account following factors: (1) quality, (2) price, (3) material, (4) brand, (5)
fashion trend, (6) origin, (7) personal taste, (8) fit, (9) originality, easiness to combine
items and the fact that the item is worn by a famous person (own research). From the
results of our survey it is evident that majority of consumers cannot link the high per-
ceived quality of the clothing during shopping with achieved low level of durability during
wearing. As the price is second most important criterion, the choice is often made based
on perceived quality “on the first sight”.

Graph 2 Purchase in Fast Fashion Stores

Purchase in Fast Fashion Stores
Sometimes 63.59
Often 28.7%
Not at all .8%
0% 10% 20% 30% 40% 50% 60% 70%

Source: Own research
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Further we analyzed the apparel industry from global perspective. The global ap-
parel industry has been growing at a 4.78% yearly rate since 2011 (Graph 3). The in-
dustry shows no signs of slowing down. The market is projected to experience 5.91%
yearly growth over the next three years, as reported by Ganit Singh (2017).

Graph 3 Apparel Industry Market growth
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In 2011, the size of the global apparel industry amounted to 1,051.66 billion USD,
and in 2017 the market value was 1.391 billion USD (Graph 4). By 2020, the market size
should reach as much as 1,652.73 billion USD, as there is no expected growth slowdown
in the industry for the next three years (Singh, 2017). Based on the above data, we can
see the willingness of consumers to spend more money a year to buy clothing. It
amounts to a whopping 60% increase in the market size since 2011.

Graph 4 Market Size of the Global Apparel Industry
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The biggest increase in sales in the various clothing categories is in sportswear with
an average increase in sales of 8% in 2017. This average increase is slowing down in
2018 to 6.5%. The second largest increase is in the sale of handbags and luggage. In
2017, the average sales growth was 4.5%, in 2018 the average sales growth is even
higher and reach the level 5%. The average growth in apparel sales was 2.5% in 2017,
3.5% in 2018 (Graph 5).

Graph 5 Average Sales Growth in Various Clothing Categories in percentages
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Most consumers prefer fast fashion in the US, up to 88 %, followed by consumers
in Italy (49%), Europe (46%), Mexico (27%), India (25%) and China (21%) (Amin &
Jahan Corporation, 2018). The most popular fast fashion selling retailers in the world
are: Uniglo (21%), H&M (18%), Zara (18%), US Gen Shoppers (16%), Millennial (11%)
Gen Xers (2%) and Boomers (1%) (Amin & Jahan Corporation, 2018).

Graph 6 Average Delivery Time for New Collections in Stores
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While traditional brands introduce new collections to stores in every 12 weeks on
average, fast fashion brands have been able to accelerate the process from design to
shelf. It takes just 6 weeks to the ASOS brand, 5 weeks to Zara, 2 weeks to the Boohoo
brand, and only 1 week to Missguided. So we can see that the fast fashion brands
introduce new collections in very short time (using 50% to 8,3% time) compared to the
traditional designer brands (Graph 6).

2.1 E-commerce in the Apparel Industry

E-commerce penetrates gradually into all industries, the apparel industry is no ex-
ception. Similarly to traditional retail stores, e-commerce is developing and growing. In
2018, we expect growth in e-commerce revenue in the apparel industry to 481 billion
USD. The income should have an increasing tendency (Orendorff, 2018). In 2022, the
revenues should increase to 713 billion USD (Graph 7). We found that average annual
growth is likely to be at 10.36%.

Graph 7 E-commerce in the Apparel Industry
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In 2018, average revenues from e-commerce are 270 USD per consumer. In the
following years growth is predicted also in this area (Orendorff, 2018). In 2022, revenues
per consumer should be at 301 USD, so they will increase by 31 USD over the course of
four years (Graph 8). We found that average annual growth from 2018 to 2022 is likely
to be at 2.75%.
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Graph 8 Average Revenue per User
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Individual markets in the fashion industry show the different expected growth in e-
commerce. The biggest growth will be on the Chinese market, which compared to 2017
when it was 164 billion USD, to 318 billion USD in 2022, so we expect growth of 14.1%.

Nearly the same growth is expected in the US and European markets. The US
market from its original 81 billion USD will grow by 8.8% to 123 trillion USD. The Euro-
pean market will reach a growth rate of 8.7%, from 2017 when it grew from 101 billion
USD to 154 billion USD (Graph 9). The growth of e-commerce in the fashion industry
may be due to the development of online shops that focus on clothing sales. Companies
selling clothes in classic stores are also gradually expanding their distribution channel to
the Internet. Many companies are expanding the possibilities of delivering their goods
from e-commerce to countries where they do not have physical stores.

Graph 9 E-commerce Fashion Industry Growth
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2.2 Sales Trends of Selected Fast Fashion Retailers

Inditex

Inditex is one of the world's largest apparel retailers. The company has been op-
erating since 1963. The company has eight brands: Zara and Zara Home, Pull & Bear,
Massimo Dutti, Bershka, Stradivarius, Oysho and Uterqiie (Inditex, 2018). Zara was one
of the leading brands in fast fashion, other brands followed later. Inditex has a total of
7,442 stores on 202 markets. The company employs 171,839 employees (Inditex, 2018).

In 2012, Inditex's turnover was 15.946 billion EUR, rising to 16.724 billion EUR in
2013, which represents 4.88% growth. In 2014, the turnover was 18,117 billion EUR,
growing up 8.33% compared to the previous year. In 2015, turnover was 20.900 billion
EUR, growing up 15.36% compared to 2014. In 2016, turnover grew by 11.54% to
23.311 billion EUR. In 2017 it grew by 8.7% to 25.340 billion EUR. Based on the above
data, we can see that the turnover of the company has been increasing since 2012, with
growth slowdown in 2016 (Tab. 2).

Table 2 Revenue of Inditex

Revenue (in
billions EUR) 2012 2013 2014 2015 2016 2017
Sale 15.946 16.724 | 18.117 | 20.900 | 23.311 | 25.340

Source: Based on Inditex, 2018

Inditex sales in Europe (excluding Spain) has been increasing from 2012 to 2014.
Since 2014 Inditex sales experienced a slight decline, but it rose again in 2017, (1%
compared to 2016). Asia and the rest of the world had an increasing tendency till 2016.
In 2017, there was a slight decrease of 0.7% compared to the previous year. Sales in
Spain have experienced decline since 2012 (Tab. 2).

In 2012, Spain represented 20.7% of total sales, in 2017 only 16.3%. Sales in
America have been rising since 2012. In 2017, sales in US represented 15.6% of total
sales, (Graph 10). Inditex sales growth in individual countries may be due to the devel-
opment of distribution channels, retail outlets, but especially E-commerce, which is grad-
ually introduced to the markets as Thailand, India, Vietnam, Malaysia, Singapore (In-
ditex, 2018).

For a better comparison, we also analyzed the average annual growth of the three
companies, which have significant position in fast fashion segment, H&M, ASOS and
Boohoo. H&M achieved the average annual sales growth 10.61% from 2013 till 2017.
ASOS achieved an average annual growth 34.59% from 2012 till 2017. Boohoo has
reached the highest average annual growth 62.61% from 2012 till 2017 (Tab. 3).
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Graph 10 Inditex Sales by Geographical Area

Sales by geographical area

50,0%

45,0%

40,0%

35,0% m2012

30,0% m 2013

25,0% ®2014

0,

20,0% #2015

15,0%

10,0% 2016
5,0% 2017
0,0%

Europe (excluding Asia and the rest Spain America
Spain) of the world
Source: Based on Inditex, 2018
Table 3 Sales of Selected Fast Fashion Brands
Fast fashi Average
orand | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | annual
ran growth

H&M sales in-
cluding VAT 140.948 | 150.090 | 176.620 | 209.921 | 222.865 | 231.771 | 10.61%
(in million SEK)

ASOS revenue

(in million GBP) 552.9 769.4 970.1 1444.9 1923.6 2417.3 | 34.59%

Boohoo revenue

(in million GBP) 29.0 67.3 109.8 139.9 195.4 294.6 | 62.61%

Source: Own processing: Boohoo, 2017; Boohoo, 2015; H&M, 2018; H&M, 2013; Statista, 2019

Conclusion

The aim of the paper was to identify the economic impact of consumer purchases
in fast fashion goods. Based on an analysis of the available data, we have found that
apparel industry is on the rise, and growth will continue over the next few years. At the
moment, the growth in the global apparel industry is at an average level of 4.78% and
we expect growth to 5.91% in the next three years. For e-commerce in the apparel
industry, we expect average annual growth of 10.36% by 2022. Average revenue per
consumer from e-commerce in the apparel industry is growing at an average annual
level of 2.75%. Sales of Inditex fast fashion retailer reach an average annual growth of
9.76%, H&M's sales reach an average annual growth of 10.61%, ASOS sales are growing
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at an average of 34.59% per year, and Boohoo sales are at an average annual level of
62.61%. On the basis of the above, we can say that the growth of fast fashion retailers
exceeds the expected growth of the apparel industry and thus grows faster than the
whole industry which is expected to reach 5.91%.

The average time for introducing new collections for traditional brands is 12 weeks.
Fast fashion brands shorten this time from 50% to 8.3% of the time.

The largest segment of fast fashion consumers from global perspective is in the
US, where up to 88 % of consumers prefer fast fashion retailers, followed by Italy (49%)
and then the rest of the Europe (46%). The most popular fast fashion brand is Uniglo
(21%), followed by H & M (18%) and Zara (18%), and US Gen Shoppers (16%). From
our survey we can conclude that the fast fashion consumer segment is rather high in
Slovakia comparing to other countries, as 63.5% of respondents sometimes shop in fast
fashion stores and just 7.8% never do so.

The largest growth in e-commerce apparel segment is in the Chinese market, with
expected 14.1% increase between 2017 and 2022. Almost the same increase is expected
on the US and European market, when the US market will grow in 2017 by 8.8% and
the European market will grow by 8.7%.

Inditex has recorded sales growth since 2012. In 2017, the revenue was 25.34
billion EUR, compared to the previous year, the revenue was 2.029 billion EUR. Within
geographical areas, sales have grown since 2012 on the American market. In 2017
growth was recorded in Europe (excluding Spain).

Excessive consumption leads to consumerism that negatively affects the environ-
ment. Major negative impact in this sector is foreseen in production of CO, emissions,
which will increase by as much as 77%, water consumption will increase by 20%, and
land use will grow by 7% from 2015 till 2025 (Remy, 2016).

Very sensitive segment from consumer behaviour perspective, are young women
who make the biggest contribution to buying fast fashion clothing. Young women are
easily subject to fashion trends, and they are easily influenced by the marketing of fast
fashion retailers that targets them. As far as they cannot yet evaluate the impacts of
their decisions, they heavily contribute to increasing purchases in this segment. It is
evident also from the results of our survey in Slovakia where the respondents rated
quality as the first shopping criterion and price as the second. It is clear that majority of
consumers cannot link the high perceived quality of the clothing during shopping with
achieved low level of durability during wearing. As the price is second most important
criterion, the choice is often made based on perceived quality “on the first sight”.

For further research it is important to identify the environmental impacts of the fast
fashion industry, but also to focus more closely on the economic impact on the Slovak
market. It is also necessary to make a detailed survey about consumer purchases in fast
fashion stores.
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Vyvojové tendencie zahrani¢ného obchodu Slovenskej repub-
liky so Spojenymi arabskymi emiratmi?

Ivana Kravc¢akova Vozarova?

Developmental tendencies of foreign trade of the Slovak Republic
with the United Arab Emirates

Abstract

Near East markets, the United Arab Emirates including, are not completely unknown to
our entrepreneurs. These markets have enormous potential and in the near future could
be for foreign trade of Slovakia even more attractive option mainly due to the saturated
markets of Western Europe, as well as sluggish demand. Export of the Slovak Republic
to the United Arab Emirates has for number of years far exceeded import. Looking at
the trade balance of foreign trade, Slovakia has achieved steadily positive results in
foreign trade cooperation with the United Arab Emirates. The United Arab Emirates is
considered to be the most important re-export center for the Near and Middle East
countries, and this situation along with the existence of successfully evolving duty-free
zones enables Slovak exports to be supported not only in the United Arab Emirates itself
but also throughout the region. The aim of this paper is to evaluate the developmental
trends of the foreign trade of the Slovak Republic with the United Arab Emirates in the
context of time development as well as commodity structure of foreign trade.
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Uvod

Ako vel'mi zaujimavy a perspektivny regiéon bol do Uzkej spoluprace jednotlivych
organov EU zahrnuty aj regién Blizkeho vychodu. Blizky vychod je velmi dolezitym zdro-
jom nerastnych surovin, a preto bol a je v centre zaujmu svetovych velmoci. EU je
priamo alebo nepriamo zapojena do procesov medzinarodnej ekonomickej a politickej
integracie. Staty EU vratane Slovenskej republiky by sa preto mali snazit' v ramci eko-
nomickej a obchodnej spoluprace rozvrhnut’ svoje aktivity do najperspektivnejsich sve-
tovych teritorii (Fogas, 2013). Podl'a Hamdana (2016) zohrava zahrani¢ny obchod déle-
Zita ulohu v ekonomickom raste tak rozvinutych, ako aj rozvojovych krajin, pricom eko-
nomicky rast je povazovany za jeden z najdoélezitejSich determinantov hospodarskeho

! Prispevok bol spracovany v rdmci projektu VEGA 1/0139/16 s nazvom ,The analysis of the determinants
and factors affecting the efficiency and competitiveness of entities working the soil in Slovakia" a v rdmci
projektu KEGA 035PU-4/2016 s nazvom Microeconomics for managers — innovation of the structure, content
and methods of teaching the subject".

2 Ing. Ivana Kravéakova Vozarova, PhD., PreSovska univerzita v PreSove, Fakulta manaZzmentu, Katedra eko-
noémie a ekonomiky, Konstantinova 16, 080 01 PreSov, E-mail: vozarova.ivana@gmail.com
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blahobytu. Zahrani¢noobchodna vymena predstavuje vyznamny zdroj zahrani¢nych pri-
jmov, ktoré jednak zmierfiuju tlak na platobnu bilanciu, ale tiez vytvaraju pracovné pri-
leZitosti.

Krajiny GCC sa vyznacuju kultirnou, geografickou, ako aj hospodarskou podobnos-
tou. Patria k najvacsim vyrobcom a vyvozcom ropy a zemného plynu na svete. Prave
vd'aka prebytku a znacnym investiciam generovanym v tejto lokalite zaziva tento regién
nepretrzity rast a rozvoj. Bohatstvo tychto krajin vSak spociva na vykonnosti jedného
sektora. Vzhl'adom na nedostatocnu diverzifikaciu ich ekonomik su tieto krajiny vo vel'kej
miere zavislé od zahrani¢ného obchodu (Kazzi, 2014).

V ramci krajin skupiny GCC su za centrum medzindrodného obchodu v oblasti Perz-
ského zalivu so silnym medzinarodnym obchodnym statusom a obrovskym Statnym in-
vesticnym fondom povazované Spojené arabské emiraty (SAE). VyssSie ceny ropy, zvy-
Sené vladne vydavky a vyrazné oZzivenie cestovného ruchu, dopravy a obchodu prispeli
k rozvoju ich hospodarstva. Politicky zméatok na Blizkom vychode a v severnej Afrike
negativne neovplyvnil ich hospodarsky rast, kedze krajina je stale povazovana za jednu
Z najbezpecnejsich krajin v tejto oblasti tak pre cestovny ruch, ako aj investicie (Shayah,
2015a). Spojené arabské emiraty sU federaciou siedmich emiratov ako Abu Dhabi,
Ajman, Dubaj, Fujairah, Ras Al-Khaimah, Sharjah a Umm al-Qaiwain. Medzi najvyspelej-
Sie patria Abu Dhabi s 90 % podielom zadsob ropy a Dubaj, ktory je povazovany za
centrum financii, obchodu, dopravy a cestovneho ruchu. Krajina je povazovana za cen-
tralny obchodny uzol krajin Perzského zalivu, Irdnu, juznej Azie a vychodnej Afriky. Spo-
jené arabské emiraty maju stabilné hospodarstvo s modernym politickym systémom.
Uspesné Usilie o hospodarsku diverzifikaciu rozsirilo rozsah prilezitosti vo vsetkych od-
vetviach a zény vol'ného obchodu, ktoré ponulkaji zahrani¢né vlastnictvo 100 %, a nu-
lové dane prit'ahuju ¢oraz viac zahrani¢nych investorov.

Podl'a Schillira (2013) je diverzifikacia pre SAE vel'mi dolezita, najma z pohl'adu podpory
hospodarskeho rozvoja, Ci vytvarania pracovnych prilezitosti. ZvySena hospodarska di-
verzifikacia moze zlepsit’ vykonnost’, minimalizovat’ volatilitu a uprednostriovat’ cestu tr-
valo udrzatelného rozvoja. Celkova volatilita a jej nasledné vedlajsie ucinky mézu byt
zmiernené efektivnym rozvojom a diverzifikaciou vyroby s vysokou pridanou hodnotou,
ako aj zvySenim vyvozu sluzieb a tovarov vysokej kvality. Podnikanie je kl'G¢ovym pro-
striedkom, ktorym mézu jednotlivé hospodarske subjekty v spolocnosti priniest’ trvalo
udrzatelny rast. Stidia Hamdana (2019) potvrdzuje dynamicky vztah medzi podnikanim
a diverzifikaciou ekonomiky SAE. Podnikanie zvySuje rast sektorov na HDP, ktoré priamo
prispievaju k diverzifikacii, kedZe hospodarsky rast prostrednictvom podnikania urych-
l'uje mieru diverzifikacie.

Hashimi (2018) tvrdi, Ze kl'GCovou oblast'ou rastu, ktory zohraval a stale zohrava
velkd Ulohu v Uspechu hospodarskej diverzifikacie krajiny je cestovny ruch. Ide o narast
poctu hotelov, ako aj poCtu navstevnikov prioritne v emiratoch Dubaj a Abu Dhabi, pri-
¢om tento trend ostatné emiraty nasleduju. Dve svetové letecké spolocnosti Etihad a
Emirates neustale zdokonal'uju leteckd infrastruktiru. Zohravaju dblezitl dlohu v rozvoji
cestovného ruchu krajiny a st kl'i¢ovymi prispievatel'mi k rastu HDP. ZvySenie produk-
tivity je podla tejto Stidie mozno vidiet' aj v sektore pol'nohospodarstva. Avsak s obme-
dzenou ornou podou a vodnymi zdrojmi predstavuje pol'nohospodarstvo stale jednu z
najvacsich vyziev Spojenych arabskych emiratov.
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Podl'a Antkiewicz a Momani (2009) st zahrnuté kl'i¢ové potreby EU v investi¢nych
rokovaniach s krajinami GCC, najma uvol'nenie silného obmedzenia zahrani¢ného vlast-
nictva, ktorym celia medzinarodni investori v mnohych sektoroch. Uvolnenie v tomto
vyvoji v prospech Uplného zahranicného vlastnictva priniesli az zény vol'ného obchodu
(najma v Spojenych arabskych emiratoch). NavysSe, napriek takémuto uvol'neniu krajiny
GCC stale stanovuju kapitalové limity na zahrani¢né investicie, zahrani¢né vlastnictvo
Avsak aj napriek urcitému progresu, ktory bol v tomto kroku dosiahnuty, stale je pre
eurdpske podniky v tomto regidne pristup na trh znacne obmedzeny. Avsak aj napriek
uvedenému maju SAE relativne liberalny obchodny reZzim, hoci su stanovené viaceré
obmedzenia a podmienky pre zahranicné investicie. Siroka stratégia stanovena minister-
stvom zahrani¢nych veci ma za ciel’ okrem iného podporovat’ obchodné vztahy SAE s
jeho obchodnymi partnermi; zvysit' podiel zahrani¢ného obchodu na HDP; udrziavat’ ob-
chodné a investitné zaujmy krajiny, ale aj zvysit’ toky zahraninych investicii na svoj trh
(Shayah, 2015b).

V sUcasnej dobe existuje niekolko sposobov vstupu na trh Spojenych arabskych
emiratov (Rodl & Partner, 2018):

e priamy vyvoz prostrednictvom zastupcu alebo agenta;

e zriadenie pobocky zahrani¢nej spolocnosti alebo spolo¢nosti s ru¢enim obme-
dzenym;

e podnikanie v zénach vol'ného obchodu.

Prvou mozZnost'ou tu je vymenovanie obchodného zastupcu alebo autorizovaného
predajcu v zaujme distribucie tovarov alebo sluZieb. VSetky prava a povinnosti obchod-
nych zastupcov su plne upravené zakonom SAE o obchodnych zastupcoch, pretoze pri-
slusni distribdtori s obcania SAE. Zahrani¢na spolo¢nost’ vymenuje obchodného za-
stupcu na distriblciu svojich produktov alebo sluZieb a zastupca distribuuje tieto pro-
dukty vyhradne na Gzemi Specifikovanom v zmluve. Pri tejto forme vstupu na trh sa
vyzaduje povinné zapojenie miestneho partnera a teda tuto ¢innost’ mézu vykonavat' iba
jednotlivci, ktori si obCanmi SAE, alebo spolocnosti Uplne vo vlastnictve obCanov SAE.

Druhou z moznosti je zriadenie pobocky zahrani¢nej spolocnosti alebo spolocnosti
s rucenim obmedzenym. Pravnym ramcom pre zriadenie tychto foriem spolocnosti je
zakon o obchodnych spoloc¢nostiach. Pobo¢ka méze vykondvat’ obchodné transakcie,
potrebuje vlastny kapital a podlieha prisnej regulacii z hl'adiska Gctovnictva a auditu.
Ministersky vybor kontroluje vSetky jej Cinnosti, na ktoré Ziada povolenie. Neexistuju
jasne formulované pravne predpisy ani vSeobecné pravidla, ktoré by definovali, ktoré
¢innosti moZu a ktoré Cinnosti nemozu pobocky vykonavat, avsak za vSeobecné pravidlo
mozZno povazovat, Ze planované cinnosti pobocky musia byt’ uZitocné pre celé Uzemie
SAE a nesmu porusSovat’ existujlce pravne predpisy. Zahranicné produkty alebo sluzby
mozu byt distribuované v SAE aj prostrednictvom spoloCnosti s ru¢enim obmedzenym
(LLC). Partnermi su pritom obcania SAE a minimalna povinna Cast’ miestneho kapitalu je
51 %, na rozdiel od pobocky, v ktorej je zahrani¢ny podnikatel’ nezavisly. Hoci zakon
stanovuje minimalny podiel na zakladnom imani spolo¢nosti, ktory musi vlastnit’ obcan
Spojenych arabskych emiratov, vnutorné vzt'ahy medzi akcionarmi su relativne liberalne
regulované a podliehaju iba povinnému pravidlu zakonov SAE vo vztahu k urcitym as-
pektom.
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Tret'ou moznost'ou je potom podnikanie v zénach vol'ného obchodu. V SAE existuje
vel'a vol'nych zon, ale vacSina z nich sa nachadza v emirate Dubaj. KaZda slobodna zéna
je riadena a prevadzkovana autondémne podla jej vlastnych pravomoci. Napriklad Urad
pre slobodné pasmo Jebel Ali (JAFZA) riadi, prevadzkuje a dohliada na fungovanie zény
vol'ného obchodu Jebel Ali. Okrem pravomoci na riadenie a dohl'ad maju organy vo vol~-
nom pasme legislativne povinnosti. To je dovod, preco pravidld a predpisy, ktoré sa
vzt'ahujud na podniky so zahrani¢nym majetkom pdsobiace vo vol'nych zénach, sa m6zu
v skutoCnosti liSit’ v Sirokom rozsahu. Preto by sa vSetky Ziadosti relevantné pre ob-
chodné operacie v slobodnom pasme mali predkladat’ priamo a vyhradne organu zod-
povednému za riadenie a prevadzku danej zony.

1 Metodika a ciel’ prace

Cielom tohto prispevku je zhodnotit’ vyvojové tendencie zahrani¢noobchodnej vy-
meny Slovenskej republiky so Spojenymi arabskymi emiratmi v kontexte ¢asového vy-
voja, ako aj komoditnej Struktiry zahranicného obchodu. Zdrojom dat bola databaza
Statistického Uradu SR zahfiajlca vysledky zahrani¢noobchodnej vymeny SR a SAE,
spracovana vo forme roCeniek zahranicného obchodu za sledované asové obdobie 2009
az 2018, pricom Udaje v roku 2018 nie su uplné. Podla SU SR su hodnoty celkového
dovozu a vyvozu zostavované, ako hodnoty typu FOB, t. j. zahrfiuju transak¢énd hodnotu
tovaru a hodnotu sluzieb (napr. doprava, poistenie, prekladka, skladovanie tovaru a
pod.) vykonanych na dodanie tovaru na hranicu vyvazajlcej krajiny. Do hodnoty zahra-
nicného obchodu nie su zahrnuté hodnoty tovaru, ktory je predmetom docasnych trans-
akcii, a tiez hodnoty tovaru ur¢eného na opravu a po oprave.

Pri pisani prispevku sme vychadzali z odbornej literatlry, ako aj z vedeckych Studii
inych autorov, venujlcich sa tejto problematike. Vyuzivali sme logické metddy, najma
analyzu, syntézu, dedukciu, indukciu, ako aj metddu komparacie.

2 Vysledky a diskusia

Uloha regionélneho, ako aj medzindrodného obchodu ako motora hospodarskeho
rastu sa znaCne zvysila najma v krajinach, ktoré dodrziavaju politiku podpory vyvozu, ¢o
vedie k zvySeniu hrubého domaceho produktu a k zlepseniu vymennych relacii, ktoré na
druhej strane reflektuju dosiahnutie prijatelného ekonomického rastu. Zahranicny ob-
chod patri k najdolezitejSim faktorom hospodarskeho rastu v krajinach GCC, najma v
Saudskej Arabii a Spojenych arabskych emiratoch, ktoré predstavuju hlavnych vyrobcov
a vyvozcov ropy v regiéne (Sahib & Kari, 2012). Trh Spojenych arabskych emiratov je
sucast'ou colnej Unie krajin zoskupenia GCC, kde sa reprezentanti krajin dohodli na zjed-
noteni colnych tarif na zahrani¢né dovozy na 5 %. Z danej oblasti sa tak stal jednotny a
obrovsky trh, ktory je zaujimavou obchodnou prileZitostou pre krajiny EU, vratane Slo-
venskej republiky. Krajiny zoskupenia GCC su Stvrtym najvacsim exportnym ciel'om EU,
o je, samozrejme, aj dovodom dlhorocnej snahy o vytvorenie dohody o volnom ob-
chode medzi EU a Radou pre spolupracu v krajinach Perzského zalivu (GCC). Krajiny EU
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vSak v tejto zalezitosti nardzaju najma na malld ochotu krajin zoskupenia GCC otvorit’
svoj trh.

V obdobi poslednych rokov vsak pozorujeme rychlo rastici pocet obchodnych nav-
Stev medzi predstavitel'mi Spojenych arabskych emiratov a predstavitelmi krajin stred-
nej a vychodnej Eurdpy, ako aj narast vzajomného obchodu a investicii medzi tymito
krajinami. Pre Spojené arabské emiraty predstavuju krajiny strednej a vychodnej Eurdpy
oblast’ s velkym hospodarskym a investicnym potencidlom, ako aj region, ktory ma
stabilné, bezpecné a perspektivhe obchodné, hospodarske a investi¢né prostredie z po-
hl'adu buducej spoluprace (Al Saleh, 2015). Na druhej strane SAE venuju osobitni po-
zornost' pritiahnutiu investicii prave tym, Ze ponukaju prostredie priaznivé pre miestnych
a zahranicnych investorov zavedenim vhodnych legislativnych a pravnych opatreni spolu
s vytvorenim modernej infrastruktury. SAE sa povazuju za centrum reexportu medzi vy-
chodom a zapadom a ich strategicka poloha, sluzby, ako aj vyhody logistiky sa stavaju
velmi zaujimavymi pre spoloCnosti krajin strednej a vychodnej Eurdpy, ktoré chcu vstd-
pit' na globalne trhy, predovsetkym na trhy Blizkeho vychodu, juhovychodnej Azie a
afrického kontinentu.

Rastucu perspektivu hospodarskych a investicnych vzt'ahov kopiruje aj blizsi pohl'ad
na zahrani¢noobchodnl vymenu medzi Slovenskou republikou a SAE. Export Slovenskej
republiky do Spojenych arabskych emiratov uz niekol'ko rokov vyrazne presahuje import.
Vyvoz v poslednom Uplne hodnotenom roku 2017 tu dosiahol 93,0 % podiel na celkovom
obrate. Pri pohl'ade na saldo obchodnej bilancie zahrani¢ného obchodu dosahuje Slo-
vensko stabilne priaznivé vysledky v zahrani¢noobchodnej vymene i so SAE. V skima-
nom obdobi dochadzalo k neustalemu rastu kladného salda obchodnej bilancie s vynim-
kou roku 2016, ked’ bol zaznamenany mensi medzirocny pokles v dosledku znizenia cel-
kového obratu.

Z pohl'adu komoditnej Struktury patria k najvyznamnejSim exportnym komoditam
zo Slovenska do Spojenych arabskych emiratov cestné vozidla a prislusenstvo s takmer
polovicnym podielom na celkovom exporte (48,0 %), d‘alej zlato (9,5 %), ostatny naby-
tok a jeho Casti (5,1 %), telefonne stpravy (4,2 %), elektrické transformatory a statické
menice (2,9 %), stroje na automatické spracovanie Udajov (2,6 %), klimatizacné jed-
notky (1,5 %), vojenska vystroj (1,1 %) a pneumatiky (1,1 %). Na druhej strane medzi
najviac dovazané tovary zo SAE na Slovensko patria najma hlinik, kable a droty, poly-
méry etylénu, textil a odevy (MzV, 2018).

Zo strany slovenskych podnikatel'skych subjektov dosiahli obchodné vzt'ahy so Spo-
jenymi arabskymi emiratmi vel'mi pozitivne tendencie. Obrat zahrani¢ného obchodu Slo-
venska so SAE v roku 2017 v porovnani s rokom 2009 vzrastol o viac ako 290 % a tento
narast predstavuje takmer 147,0 mil. eur. Historicky najvyssiu rekordna Groven dosiahol
objem celkového obratu v roku 2017 a k najvysSiemu medzirocnému zvySeniu obratu
doSlo v obdobi rokov 2010 a 2011.
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Graf 1 Vyvoj zahrani¢ného obchodu s tovarom medzi SR a SAE,
(2009 — 20183, v tis. EUR)
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Zdroj: vlastné spracovanie podla idajov Statistického tradu SR.

Graf 2 Vyvoj obratu zahrani¢ného obchodu medzi SR a SAE,
(2009 — 2018 v tis. EUR)
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Zdroj: vlastné spracovanie podla Uidajov Statistického tradu SR.

3 Udaje za rok 2018 st dostupné iba za januar az november 2018.
4 Udaje za rok 2018 dostupné iba za januér az november 2018.
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Pokial' ide o sektorové zloZenie obchodu so sluzbami, SAE ako aj ostatné krajiny
GCC exportuju hlavne sluzby v oblasti stavebnictva, financné a poistné sluzby. Vzhladom
na ochotu krajin diverzifikovat' zdroje prijmov, relativna Specializacia krajin GCC na ex-
port kapitalovo narocnych Cinnosti, ktoré si podporované finanénymi sluzbami, nie je
prekvapujuca. Je tieZ velmi pravdepodobné, Ze znaCny podiel tychto vyvozov podnietili
projekty v oblasti nehnutel'nosti, akvizicie a investicie v inych arabskych krajinach a EU.
Z pohl'adu dovozu su SAE ako aj cely region vyznamnym dovozcom prepravnych sluzieb,
kde velkost' podielu dopravnych Cinnosti na celkovom dovoze sluzieb pravdepodobne
Uzko suvisi s dovozom tovaru v regione (Colombo, 2014).

Z pohl'adu obchodnych prilezitosti existuju najma vo vol'nych zénach v emirate Du-
baj vyznamné moznosti na rozsirenie slovenského exportu tovarov a sluzieb, a to najma
v tychto sektoroch (Business Link UAE, 2018):

e Stavebnictvo/Nehnutel'nosti — v nasledujlcich rokoch sa ocakava narast v da-
nom odvetvi o viac ako 6 % rocne. Vel'ka stavebna cinnost’ sivisi najma s po-
trebou rasticej obcianskej vybavenosti, ako aj s pripravou na medzinarodnu
vystavu priemyslu a kultiry Expo 2020 v Dubaji.

e Vodarensky priemysel — tento sektor potrebuje znacni Cast’ investicii, ked’ze sa
odhaduje, Ze sucasna kapacita vody by v pripade, ak by prestali fungovat’ pre-
vadzky na odsol'ovanie, vystacila len na par dni. Krajina preto podnika opatre-
nia na vyskum a investovanie do technoldgii na uskladfovanie vody, vratane
obnovy vodnych nadrzi.

e Maloobchodné prevadzky — maloobchod je dalSsou podnikatel'skou oblast'ou,
ktora kazdorocCne rastie miernym tempom vdaka rasticemu poctu obyvatel'ov,
silnej ekonomike a pokracujicemu prilevu zahrani¢nych navstevnikov.

e Ludské zdroje/naborové firmy — vzhladom na vel'ké rozsirovanie a vznik novych
podnikatel'skych subjektov, ktoré hl'adaju lukrativne obchodné moznosti, nas-
tava problém nedostatku pracovnych sil. Patria sem aj profesionali ako lekari,
konzultanti a remeselnici. TakZe v pripade odbornych skisenosti a planu zalozit'
firmu v Dubaji poskytuje jednu z moznosti aj personalna agentira s poskyto-
vanim naborovych sluZzieb.

e Logistika a doprava - je logické, ze s rastom ekonomiky sa bude zvySovat’ aj
potreba logistiky a dopravy (vratane skladovania, prepravy tovaru a osob Ci
balenia).

e Cestovny ruch — SAE patria k najvyhl'adavanejSim turistickym destinaciam na
svete. V pripade sluZieb cestovného ruchu ide v prvom rade o rozsirenie luxus-
nych a butikovych hotelov, nakupnych stredisk, ako aj moznosti rezidencného
ubytovania.

Vlada SAE ma zaujem ponuknut’ SirSie investicné obzory pre podnikatel'ov, inves-
torov a podnikatel'skdi komunitu na novych slubnych trhoch strednej a vychodnej Eu-
ropy, vratane Slovenskej republiky. SAE prejavili zaujem o investovanie v mnohych do-
leZitych odvetviach v krajinach strednej a vychodnej Eurdpy vratane logistiky a sluzieb v
oblasti nehnutel'nosti, cestovného ruchu, hotelov, bankovych sluzieb, pol'nohospodar-
stva Ci spracovania potravin. Vlada SAE je naklonena vzniku réznych obchodnych a in-
vestiCnych prileZitosti pre malé a stredné podniky, ktoré by mohli byt v budtcnosti vel'mi
efektivne na oboch stranach. Z pohl'adu komoditnej Struktdry potrebuju SAE najma le-
karske a farmaceutické vyrobky. Z krajin strednej a vychodnej Eurdpy vidia tiez prilezi-
tost’ v dovoze potravin a pol'nohospodarskych komodit, kedZe je im zrejmé, Ze mnohé
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krajiny strednej a vychodnej Eurdpy vyvazaju pol'nohospodarske vyrobky a pol'nohospo-
darske odvetvie zohrava vyznamnu Ulohu v ich ekonomikach (Al Saleh, 2015).

Zaver

Postupné vyvojové tendencie v ekonomike Spojenych arabskych emiratov viedli k
pOsobivym mieram rastu a k smerovaniu ekonomiky k trvalo udrzatel'nému a diverzifi-
kovanému rozvoju. Vlada Spojenych arabskych emiratov Uspesne uskutocnila stratégiu
na vytvorenie progresivneho podnikatel'ského prostredia, ¢o prispelo k budovaniu me-
dzinarodného postavenia, ako vyznamného centra pre obchod, financie a sluzby. Spo-
jené arabské emiraty nad‘alej venuju pozornost’ sektoru zahrani¢ného obchodu, ktory je
vnimany ako zakladny kamen kazdej ekonomiky. Krajina presadzuje obchodnu politiku,
ktord je poznacena otvorenost'ou a stiladom s medzinarodnymi trhmi vratane ¢lenskych
Statov Svetovej obchodnej organizacie. Ekonomicka stratégia SAE je zamerana na bu-
dovanie pruznej, rozmanitej, konkurencieschopnej a udrzatelnej ekonomiky, ktora vyu-
Ziva skusenosti ziskané z dosledkov globalnej financnej krizy. Krajina dokazala prekonat’
dosledky tejto krizy v rekordne kratkom case, o prispelo k rozvoju jej ekonomiky, ako
aj k podpore jej postavenia na buducej globalnej hospodarskej scéne.

V sucasnosti pokracuje velké Usilie a ziskanie strategickych investicii, aby sa okrem
iného d'alej rozvijali doleZité odvetvia hospodarstva krajiny, ako napriklad infrastruktara,
malé a stredné podniky (MSP), vyroba, doprava, obnovitelna energia, cestovny ruch a
vzdeldvanie. Sucasna pozornost’ sa zameriava na budovanie zakladov pre buduci vyvoj
najma s podporou projektov zameranych na zvysSenie investicii spojenych s inovaciami,
technologickym pokrokom, vyskumom a vyvojom. Podla Kalaitzi (2018) empirické vy-
sledky naznacuju existenciu priamej obojsmernej kauzality medzi primarnym dovozom
a hospodarskym rastom v kratkodobom horizonte. Podla tychto vysledkov zvysenie pri-
marneho dovozu povzbudzuje domace spolo¢nosti k inovaciam, aby boli konkurencies-
chopnejsie, rozsirili svoje investicie do novych technoldgii, zlepsili produktivitu a hospo-
darsky rast. Na druhej strane d'alsi hospodarsky rast vytvara nové potreby, ¢o vedie k
rozSireniu dovozu. Preto sa prijatie pokrokovych technoldgii v SAE uskutocriuje prostred-
nictvom investicii do vyskumu a vyvoja a inovacného Usilia s cielom konkurovat’ na za-
hrani¢nych trhoch.

Spojené arabské emirdty st vyznamnym hospodarskym partnerom nielen Eurdp-
skej Unie, ale aj Slovenskej republiky. Najmé je to emirat Dubaj, ktory predstavuje dy-
namicky obchodny uzol spajajlci azijsky, africky a eurdpsky kontinent a pritahuje zakla-
danie spolo¢nosti najma vd'aka svojej vyhodnej geografickej polohe a investi¢cnym pod-
mienkam priaznivym pre podnikanie. Export Slovenskej republiky do Spojenych arab-
skych emiratov rastol silne paralelne s hospodarskym rozmachom v krajine a v stcas-
nosti ma Slovensko so Spojenymi arabskymi emiratmi vyrazny obchodny prebytok.
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Dopady spotrebitel'ského spravania sa na maloobchodny
predaj potravin!

Alica Lackova? — Marta Karkalikova3

Impacts of Consumer Behavior on Retail Sale of Food

Abstract

The paper focuses on identifying consumer behavior in the food market and analyzing
its impact on the retail sale of food products in Slovakia. Consumer behavior study helps
retailers not only understand but also anticipate consumer behavior on the market, not
Just what they buy, but also why, where, how and how often. It provides clues on how
to improve or introduce products and services, pricing, distributive channel design, re-
porting, and the development of other marketing activities. Traders are constantly look-
ing for new trends that will create new marketing opportunities. Mapping the various
factors influencing purchasing behavior and their subsequent impact on sales makes it
possible to take measures to streamline the sales process of the selected retail outlet.

Key words
consumer behavior, retail, food market, buying behavior, sales organization, market
segmentation
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Uvod

Faktory, ktoré ovplyviiuji nakupné rozhodovania spotrebitelov a ich dopady na
organizaciu maloobchodnych ret'azcov, tvoria pomerne Siroky komplex, a preto porozu-
miet’ jednotlivym aspektom v praxi nie je jednoduché. Rozhodovanie spotrebitel'ov o
tom, ktory produkt si vyber( a uprednostnia pred inym, je proces, ktory nie vzdy pre-
bieha rychlo a bezproblémovo, a ¢asto sa ani nedosiahne spokojnost’ s nakupom. Spo-
trebitel'ské preferencie pri vyrobkoch a sluzbach sa neustale menia a marketingovi ma-
nazéri sa preto musia snazit’ porozumiet’ ich poziadavkam, aby nasledne vytvorili vhodny
marketingovy mix pre spravne definovany trh. Zakladom dobre koncipovanej marketin-
govej orientacie je budovanie udrzatelnych vztahov so zaékaznikmi. Pokial’ chci ob-
chodné podniky uspiet’ v konkuren¢nom boji, je pre ne dolezZité, aby neustale nadobudali
vedomosti aj v tejto spotrebitel'skej sfére. Spokojnost’ zakaznika prinasa prospech nielen
spotrebitel'ovi, ale taktiez aj podnikatel'skym subjektom.

! Prispevok vznikol v ramci rieSenia grantového projektu VEGA ¢. 1/0543/18 ,Vyznam dizajnu produktov pri
spotrebitel'skom rozhodovani a perspektivy zvySovania vplyvu dizajnu na tvorbu konkurenéného postavenia
firiem posobiacich v Slovenskej republike".

2 doc. Ing. Alica Lackova, CSc., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra tovarozna-
lectva a kvality tovaru, Dolnozemska cesta 1, 852 35 Bratislava, E-mail: alica.lackova@euba.sk

3 doc. RNDr. Marta Karkalikova, CSc., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra tova-
roznalectva a kvality tovaru, Dolnozemska cesta 1, 852 35 Bratislava, E-mail: marta.karkalikova@euba.sk
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Nakupné spravanie je medziodborové, to znamena, Ze je zalozené na koncepciach
a tedriach o l'ud'och, ktoré boli vytvorené v tak rozlicnych odboroch, ako su psycholdgia,
socioldgia, spolocenska psycholdgia, kultdrna antropoldgia a ekonomika.

Spotrebitel'ské spravanie sa stalo predmetom zistovania, preco l'udia nakupuji —
je totiz jednoduchsie rozvijat’ stratégie na ovplyviovanie spotrebitel'ov a hned' ako su
zname dovody, preco l'udia nakupuju Specifické produkty alebo znacky. Prave preto sa
vyskumy zameriavaju na spotrebitel'ské analyzy, ktoré poukazuju na to, preco a ako
l'udia pouZivaju produkty a zaroven preCo a ako nakupuju. Spotrebitel'ské spravanie je
dynamické, ked'ze myslenie, emdcie a konanie jednotlivych spotrebitel'ov, cielovych spo-
trebitel'skych skupin i celd spolocnost’ sa ustavitne menia (Veternikova, 2014).

Pre Uspesné plnenie poslania musia marketingovi manazéri pochopit’, ¢o zname-
naju pre spotrebitel'ov produkty a znacky, ¢o musia spotrebitelia urobit’, aby realizovali
nakup, ¢o poOsobi na ich nakupovanie, nakupné rozhodovanie a spotrebu. Predmetom
skimania spotrebitel'ského spravania je zistovanie, ako sa spotrebitelia rozhoduju pri
uspokojovani svojich potrieb, ako vynakladaju svoje zdroje (peniaze, ¢as a vlastnu ener-
giu) na spotrebu. Ide o skimanie toho, ¢o spotrebitelia nakupuju, preco, ako to naku-
puju, kedy, kde a ako Casto to nakupuju (Richterova a kol., 2015).

Existuju rézne pristupy k Studiu spotrebitel'ského spravania, pricom medzi novsie
mozno zaradit’ interpretujuci pristup, ktorého vyznam je na vzostupe. ZaloZeny je na
metddach, ktoré maju prehlbit’ znalosti o spotrebe a jej vyzname. Okrem uvedeného
pristupu sa pouziva aj tradiny pristup, zaloZzeny na teoriach a metddach kognitivnej,
socialnej i behavioristickej psycholdgie a socioldgie. Pristup marketingovej vedy vycha-
dza z tedrie a metdd ekondmie a Statistiky. Zahffia navrhovanie a testovanie matema-
tickych modelov, so zamerom predvidat’ vplyv marketingovych stratégii na spotrebitel*-
sky vyber a konanie.

1 Metodika prace

Ciel'om prispevku je identifikovat’ spravanie sa spotrebitel'ov na trhu potravin a
skumat’ jeho dopady na maloobchodny predaj potravinarskych vyrobkov na Slovensku.

Zakladom pre Cerpanie a nasledné vyuZitie teoretickych poznatkov nevyhnutnych z
hl'adiska skiimania uvedenej problematiky bola literarna reSers a nadvazné stadium lite-
rarnych zdrojov zahriiujlcich tak domace, ako aj zahrani¢né knizné i Casopisecké publi-
kdcie, ktoré boli doplnené o aktudlne zdroje v elektronickej podobe.

V rdmci zhromazd'ovania a nasledného spracovania teoretickych poznatkov vznikla
zaroven potreba ziskat’ doplfiujlce informacie na lepsie a podrobnejsie zhodnotenie fak-
torov spotrebitel'ského spravania a ich vplyvu na maloobchodny predaj potravin. Tieto
informacie boli ziskané osobnou komunikaciou s manazérmi vybranych maloobchodnych
ret'azcov.

Sucasne boli ziskavané primarne zdroje udajov formou kvantitativneho prieskumu
— dotaznika v elektronickom formate, prostrednictvom aplikacie Google dokumenty. Do-
taznik bol zamerany na zistovanie, aké interné a externé faktory ovplyvruju spotrebite-
I'ov pri ndkupe potravin a ako reaguje maloobchod na ich nakupné spravanie. Informacie
ziskané prostrednictvom dopytovania bolo nasledne potrebné transformovat’ do podoby
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vhodnej na spracovanie a interpretovat’ ich prostrednictvom analytickych metod. Vy-
sledky ziskané prieskumom boli vyhodnocované pomocou programu Microsoft Excel do
tabul'kovej a grafickej podoby.

Popri metode dopytovania boli na ziskanie potrebnych informacii vyuzité i d'alSie
vedecké metddy, a to vSeobecné — najma metdda analyzy, syntézy a komparacie, ako
aj metddy Specidlne (kvantitativne), ktoré boli vyuzité pri vyhodnocovani vysledkov.

2 Vysledky a diskusia
2.1 Segmentacia trhu

Pred vSeobecnym prijatim segmentdcie trhu sa obchodovalo so zakaznikmi pre-
vazne pomocou hromadného marketingu, t.j. ten isty vyrobok a marketingovy mix bol
ponukany vSetkym spotrebitelom. Jeho prvoradou vyhodou su nizsie vydavky, pretoze
sU potrebné iba jedna reklamna kampan, jedna marketingova stratégia a spravidla sa
ponuka jeden typizovany vyrobok (Liu a kol., 2019).

Stratégia segmentdacie v prvom rade umoziuje vyrobcom vyhnit’ sa priamej kon-
kurencii na trhu, diferencovanim ponuky nielen na zaklade ceny, ale taktiez dizajnu ba-
lenia, propagacného oslovenia, sposobu distriblcie a nadStandardnych sluzieb.

Segmentdcia trhu je len prvym krokom v marketingovej stratégii. Po segmentacii
trhu do homogénnych skupin musi predajca vybrat' jeden alebo viac segmentov, na
ktoré sa zameria. Dalej sa musi rozhodnlt, aky marketingovy mix pouzije pre kazdy
stanoveny segment. Tretim krokom tu je vytvorenie pozicie (imidzu) vyrobku, aby ho
spotrebitelia v kazdom cielovom segmente vnimali v tom zmysle, ze uspokojuje ich po-
treby lepSie ako konkurenc¢né ponuky (Zhou a kol., 2018).

Neexistuje jediny spdsob segmentacie trhu. Aby obchodnik nasiel najlepsi spdsob
zachytenia Struktry trhu, musi skusit’ rozlicné segmentacné premenné, ¢i samostatne
alebo v kombinacii. Medzi hlavné premenné pouZivané pri segmentacii trhov patria: geo-
grafické, demografické, psychografické a behavioralne premenné.

Geograficka segmentacia rozdeluje trh na odlisné geografické oblasti, ako si na-
rody, regiony, krajiny, mesta alebo susedstva. Spolo¢nost’ sa mbze rozhodnut, Ci sa
sustredi na jeden ¢i viacero geografickych oblasti, pripadne bude pdsobit’ na vsetkych,
ale musi zohl'adnit’ odliSné geografické potreby a preferencie. Tedria tejto stratégie ho-
vori o tom, Ze l'udia, ktori Ziju v tej istej oblasti, zdiel'aju podobné potreby a priania a tie
sa liSia od potrieb a priani l'udi Zijucich v inych oblastiach. Napriklad urcité potraviny sa
predavaju lepsie v jednom regiéne ako inde (Pestek, Agic, Cinjarevic, 2018). Geograficka
segmentacia je uzitocnou stratégiou pre mnohych predajcov. Je celkom jednoduché pre
mnohé vyrobky najst’ rozdiely na zaklade geografie. NavySe, geografické segmenty sa
daju I'ahko oslovit’ miestnymi oznamovacimi prostriedkami, t.j. pomocou novin, regio-
nalneho Casopisu, televizneho a rozhlasového vysielania.

Geografické segmenty s pomerne l'ahko definovatelné a meratelné, pricom infor-
macie su Casto volne dostupné z verejnych zdrojov. Tento druh segmentacie ma tiez
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prevadzkovl vyhodu, najma v rozvijani efektivnych systémov pre distriblciu a zakaz-
nicky kontakt. Napriek tomu, v marketingovo orientovanej organizacii to nie je dostacu-
juce. Nebezpecenstvom priliSného sustredenia sa na geograficki segmentaciu vSak
moZe byt’ vytvaranie predpokladov o tom, Co spotrebitelia v regiéne m6zu mat’ spoloc¢né.
Dokonca vnutri malého geografického Uzemia existuje velké mnoZstvo rozlicnych po-
trieb a tdzob, ktoré tato metdda segmentacie nezohladnuje. Je vSak mozné zalozit' po-
doddelenia v ramci lokalneho marketingu ako najlepSieho spésobu pine porozumiet’ a
obsluzit’ rozlicné trhy. Dolezité je eSte podotknit/, Ze organizacia, ktora si zaklada len na
geografickej segmentacii, je I'ahsie zranitel'na voci konkurencii s viac zakaznicky orien-
tovanou stratégiou.

Demografickd segmentacia je najrozsirenejSou bazou pre odliSovanie spotrebitel™
skych skupin a pozostava z rozdelenia trhu na skupiny podla demografickych premen-
nych, ako su vek, pohlavie, vel'kost’ rodiny, rodinny cyklus, prijem, povolanie, vzdelanie,
nabozenstvo, rasa a narodnost. Demografia umozniuje lokalizovat’ cielovy trh, pricom
psychologické a spolocensko-kultirne charakteristiky pomahaju pri popisovani toho, ako
jeho clenovia myslia a vnimaju. Informacie, ktoré sa ziskavaju pri demografickej seg-
mentacii, su velakrat najpristupnejSim a najuspornejsSim spésobom, ako urcit’ ciel'ovy
Udajov zo scitavania obyvatel'stva. Tieto demografické premenné ukazuju na pokracu-
juce tendencie, ktoré signalizuju podnikatel'ské prilezitosti, ako si posuny veku, pohlavia
a rozdelenia prijmu.

Tento druh segmentacie hovori viac o spotrebitelovych a zakaznikovych domac-
nostiach prostrednictvom meratel'nych kritérii, ktoré s Siroko deskriptivne. Ako geogra-
fické premenné, rovnako aj demografické premenné su relativne 'ahko meratelné, jed-
noducho definovatel'né a potrebné informacie su Casto vol'ne dostupné z verejnych zdro-
jov. Hlavnou vyhodou vsSak je, ze Casto vymedzuju profil zakaznika pomocou kritérii,
ktoré mézu byt zapracované do marketingovych stratégii. Negativnou strankou je, Ze
demografia je deskriptivna a pouZitelna iba samostatne. Predpoklada, Ze vSetci l'udia v
rovnakej demografickej skupine maju podobné potreby a tizby, ¢o nemusi byt’ nevy-
hnutne pravdou. Je preto najlepsSie vyuzitel'na pre produkty, ktoré jasne vystihuji urcita
demografickd skupinu.

Existuje niekol'’ko dovodov pre pouZzitie demografickych premennych na rozliSovanie
skupin spotrebitel'ov: Jeden z dbvodov je, Ze spotrebitel'ské potreby, vyuzitie ako aj
produktové a znaCkove preferencie su Casto spojené s demografickymi premennymi.
Dalsim dévodom je, Ze demografické premenné su l'ahsSie meratel'né. Niektoré pristupy
kombinuju eSte geografické data s demografickymi datami, ¢im sa ziska dokonca po-
drobnejsi popis spotrebitelov a okolia. Takyto druh segmentacie sa nazyva geodemo-
graficky.

Psychograficka segmentacia rozdeluje kupujicich do skupin podla spolocenskej
triedy, Zivotného Stylu alebo povahovych vlastnosti. Ludia v rovnakej demografickej sku-
pine mOzu preukazovat’ znacne odliSné psychografické charakteristiky.

Mnoho firiem pripravuje svoje vyrobky a sluzby pre konkrétne spolocenské triedy a
pridava charakteristické prvky, ktoré su pre tieto spolocenské triedy atraktivne. Spolo-
Censka trieda zahfia hierarchiu, v ktorej jednotlivci v rovnakej triede maju spravidla
rovnaké postavenie, zatial' Co prislusnici inych tried maju vySSie alebo niZSie postavenie.
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Vyskum dokazal, Ze spotrebitelia sa odliSuju v roznych spolocenskych triedach, pokial
ide o hodnoty, preferovania vyrobkov a nakupnych zvyklosti.

Zaujem o tovar je taktiez ovplyvneny zivotnym Stylom zakaznika. A, naopak, tovar,
ktory zakaznici nakupuju, vyjadruje ich Zivotny Styl. Marketéri stale CastejSie segmentujd
svoje trhy podla Zivotného Stylu spotrebitel'ov. Segmenty s roznym Zivotnym Stylom je
mozné identifikovat’ prostrednictvom Standardizovanych metdd agentur, alebo viastnymi
vzhl'adom na to, Ze ich pozna a vytvarat' vlastné je nakladné a komplikované. Pri psy-
chografickej segmentacii sa taktiez vyuziva segmentacia osobnosti. Stratégie segmenta-
cie trhu zaloZzené na osobnosti maju Uspech pri produktoch, ako kozmetika, cigarety,
poistky a alkohol.

Psychograficka segmentacia zahfiia nehmotné premenné, ako su viera, postoje a
nazory potencialnych zakaznikov. Predpoklada sa, Ze definovanie Zivotného Stylu spo-
trebitel'a dovoluje marketérom predat’ produkt nie na zaklade povrchnych funkénych
vlastnosti, ale na benefitoch, ktoré mozu byt vnimané ako posilfiujice Zivotny Styl na
ovela vySsej emociondlnej Urovni. Termin Zivotny Styl sa vzt'ahuje v najSirSom slova
zmysle nielen na demografické charakteristiky, ale taktiez na postoje k zZivotu, viere a
tGzbam (Djokic a kol., 2018).

Demografické a psychografické premenné mézu byt irelevantné, alebo prinajlep-
Som na druhom mieste, ak sU pre zakaznika dolezité praktické aspekty poufZitia.

Behaviordlna segmentacia rozdel'uje spotrebitelov do skupin na zaklade ich vedo-
mosti o produkte, postojov k produktu, jeho pouzitiu, alebo schopnosti reagovat’ na
produkt. Mnoho marketérov veri, Ze behavioralne premenné — udalosti, benefity, pouzi-
vatel'sky status, miera vyuzitia, status lojality a Stadium pripravenosti spotrebitel'ov su
najlepsie vychodiskové body pre konstrukciu marketingovych segmentov (Sarti, Darnall,
Testa, 2018).

Existuje vel'a sposobov, ako segmentovat’ trhy, ale nie vSetky su efektivne. Aby
bola segmentacia uZitotna, segment musi byt’ meratelny, pristupny, dostatocne velky,
rozlisitelny a akcny.

2.2 Maloobchodny predaj potravin

Maloobchod patri medzi najdéleZitejSie ¢lanky distribu¢ného kandla, ktorym v su-
Casnosti prechadza vacsina produktov od vyrobcu k zakaznikovi (Pajtinkova-Bartakova a
Gubiniova, 2012). Spotrebitel'ské demografie, Zivotny Styl a spotrebné zvyklosti sa menia
rovnako rychlo ako technoldgie v maloobchode. Prave preto maloobchodnici potrebujd
pre dosiahnutie Uspechu opatrne si vyberat’ ciel'ové segmenty a dorazne sa presadit’ v
konkurencii. Pri planovani je dolezité vziat’ do Uvahy vyvoj maloobchodného predaja a
zrealizovat’ konkurencné stratégie.

V sUcasnosti nastupuju do popredia nové trendy v oblasti maloobchodného pre-
daja, ako s nové formy predaja, skratenie zivotnych cyklov predaja, predajna konver-
gencia, narast internetovych predajni. Nové maloobchodné formy predaja vznikaju v
zavislosti od novych situacii a spotrebitel'skych potrieb, pricom ich Zivotny cyklus sa
skracuje. Hoci vznikaju nové formy maloobchodného predaja, zda sa, Ze sa postupne
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priblizuji. Coraz viac odli$nych typov maloobchodnikov predava rovnaké produkty za
rovnaku cenu a rovnakym spotrebitelom. Tato konvergencia znamena pre maloobchod-

.....

Amstrong, 2012).

Maloobchodny predaj potravin tvori vyznamnu ¢ast’ mnohych ekonomik. V malo-
obchodnom sektore potravinarsky maloobchod tvori najvacsiu a najdolezitejsiu zlozku,
pricom povaha, prax a riadenie dodavatel'skych kanalov boli prispdsobené na efektivnej-
Sie vyuzitie tak, aby boli vhodné pre splnenie poZiadaviek dopytu modernych maloob-
chodnikov a spotrebitel'ov.

Analyzou dat z viacerych spotrebitel'skych prieskumov mozno odvodzovat' trendy v
spotrebitel'skom spravani a konstatovat’, Ze v roku 2006 na Slovensku pretrvaval pokles
snahy o zdravy Zivotny Styl. Okrem iného sa to prejavilo aj tym, Ze rastla obl'uba syte-
nych kolovych napojov namiesto mineralnych stolovych vod a sUcasne poklesla obl'Gbe-
nost’ mlieka a mlie¢nych vyrobkov (eTrend, 2006).

O rok neskor maloobchodny ret'azec Tesco zaviedol na Slovensku predaj biopotra-
vin pod ndzvom Tesco Organic. V rovnakom case rozsirili sortiment biopotravin i spolo¢-
nost’ Billa a COOP Jednota, ktora zaroven zahdjila aj ponuku vyrobkov pre zdravy Zivotny
Styl pod znackou Active life. Slovensky spotrebitel si zacal uvedomovat’, Ze ¢as je vel'mi
vzacny, a zacal sa postupne presuvat’ do supermarketov. Aj ked' v hypermarketoch mohli
spotrebitelia nakupit’ lacnejSie ako v mensich obchodnych formatoch, znamenala pre
nich navsteva tychto hypermarketov na okraji miest vel'k ¢asovu stratu. Preto ich zacali
Tesco rozhodla prist’ na Slovensko s novym formatom predajni Tesco Expres. ISlo 0 malé
potraviny na sidliskach velkych miest, o znamenalo, Ze boli blizSie k spotrebitelom.
Dalsim dévodom pre vznik tychto obchodnych formatov bola aj skutocnost’, Ze spotre-
bitelia uprednostiiovali ndkup potravin v Specializovanej predajni (Horvathova, 2007).

Pocas roka 2008 sa s narastajicim environmentalnym povedomim menilo aj spo-
trebitel'ské spravanie. To podnietilo spotrebu biopotravin. Jednotlivé prieskumy sloven-
skych agentur a obchodnych retazcov naznacovali, Ze sa na Slovensku dopyt po biopot-
ravinach zacal zvySovat'. Podl'a prieskumu v roku 2009 realizovaného spolo¢nostou Ba-
rometer sa zistilo, Ze takmer 40 % opytanych Slovakov Casto nakupuje biopotraviny,
avsak len 3 % uviedli, Ze nakupuju produkty Fair trade. Od6vodiovali to tym, Ze radsej
nakupia potraviny, ktoré pomo6zu priamo im, ako niekomu Zijicemu d‘aleko (Folentova,
2010).

V roku 2010 spotrebitelia zacali viacej nakupovat’ potraviny v zahranici, ¢o okrem
nizSej ceny ovplyvnila aj skutocnost’ prijatia meny euro rok predtym (Bily, 2010). Potra-
viny sa zacali v roku 2011 postupne zdrazovat, ¢o viedlo k zmenSovaniu objemu naku-
pov, ale aj k zmene sortimentu nakupovanych potravin. Slovaci obmedzili najmé nakup
kvalitnejsich masovych vyrobkov. Obchodnici na vzniknutu situaciu reagovali tak, ze za-
Cali postupne ponukat’ cenovo dostupnejSie potraviny pod obchodnou znackou. Taktiez
zacali vyuZzivat’ rozne akcie na vybrané druhy potravin, ktoré mali prilakat" pozornost’
spotrebitel'ov a zabezpedit' ndkup aj inych vyrobkov nez tych, ktoré boli v zl'ave.

Napriek tomu, Ze zdrazovanie potravin pokracovalo aj v nasledujlcich rokoch a v
roku 2018 v porovnani s rokom 2003 dosiahlo 39,5 %, vel'ka Cast’ spotrebitel'ov v do-
sledku orientacie na zdravy Zivotny Styl uprednostiuje v stcasnosti nakup kvalitnych
potravin pred sice cenovo zvyhodnenymi, ale menej kvalitnymi potravinami.
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2.3 Vysledky prieskumu spotrebitel'ského spravania sa a jeho dopadu na
maloobchodny predaj potravin

Prieskum zamerany na identifikovanie spotrebitel'ského spravania sa v maloob-
chodnych potravinarskych prevadzkach bol uskutocneny Standardizovanym dopytova-
nim pouzitim elektronického dotaznika od 4. do 15. marca 2019. Vyberovy subor tvorilo
112 respondentov z r6znych krajov Slovenskej republiky s najpoCetnejsim zastipenim
Bratislavského kraja (61,6 %). Z celkového poctu respondentov sa na prieskume zicas-
tnilo 82 (73,2 %) zien a 30 (26,8 %) muzov, pricom najviac dopytovanych respondentov,
101 (90,2 %), sa nachadzalo vo vekovej Strukttre od 19 do 30 rokov.

Prostrednictvom dotaznika sme zist'ovali, v ktorej predajni z maloobchodnych re-
tazcov respondenti nakupuju potraviny najcastejSie. Z grafu 1 vidiet, Ze najviac res-
pondentov, 36 (32,1 %), nakupuje najcastejSie potraviny v maloobchodnej sieti Tesco.
Druhym maloobchodnym retazcom, kde nakupuju spotrebitelia potraviny najCastejsie,
je podla vysledkov dotaznika predajha Lidl — 31 (27,7 %) respondentov. Na tretom
mieste v pocte odpovedi, 22 (19,6 %), bola predajna Kaufland a za fiou nasledovala Billa
s po¢tom odpovedi 14 (12,5%). Najmenej nakupuju respondenti, 7 (6,3 %), potraviny
v predajni Terno. V ramci moznosti iné 1 respondent (1,8 %) uviedol, Ze nakupuje po-
traviny v predajni GVP, a dalsi uviedli, Ze potraviny nenakupuje.

Graf 1 Respondenti na zdklade uskutocfiovania najcastejSich nakupov

Tesco N 0,3214
Terno [N 0,0625
Kafland . 0,1964

Billa I 0,125

Lidl . 0,2768

Iné N 0,0179

0 0,05 0,1 0,15 0,2 0,25 0,3 0,35

Zdroj: vlastné spracovanie

Dalej sme zistovali, preo nakupujt respondenti najcastejsie potraviny v nimi vy-
branom maloobchode. Na vyber mali zo 6 alternativ ako Sirka sortimentu, vyhodna cena,
lokalita, kvalita, obsluha, imidz prevadzky a taktiez moznost’ iné. Respondenti mohli pri-
tom oznadit’ viacero odpovedi. Na zaklade zisteni sme porovnali jednotlivé predajne s
maloobchodom Tesco. Ako znazorfiuje graf 2, dovodom respondentov, ktori nakupujd
najcastejSie potraviny v predajni Tesco, je hlavne lokalita, kde viac ako 55 % dopytova-
nych uviedlo tento dovod, na druhom mieste bola Sirka sortimentu (39 %) a dalej na-
sledovala vyhodna cena (36 %) a obsluha (3 %). Nikto z respondentov neuviedol ako
dovod najcastejsieho nakupu v Tescu imidZ prevadzky.
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V predaijni Billa nakupuju respondenti najCastejsie potraviny z dévodu lokality (57,1
%). Dalej nasleduju Sirka sortimentu (36 %), kvalita (43 %) a vyhodna cena (14 %).
Nikto z respondentov neuviedol ako dovod najcastejSich nakupov v Bille obsluhu alebo
imidz prevadzky. Oproti Tescu mozeme vidiet' vyrazné rozdiely v kvalite ponikaného
tovaru. Nikto z dopytovanych neuviedol ako dévod najcastejsieho nakupu v Tescu vy-
soku kvalitu tovaru, pricom takmer 43 % respondentov nakupujtcich v Bille uviedlo tento
dévod. Co sa tyka lokality a Sirky sortimentu, percentuélne je to vel'mi podobné v oboch
pripadoch. Viac respondentov povazuje vyrobky predavané v Tescu za cenovo vyhod-
nejsie nez v predajni Billa.

Graf 2 Dévody najcastejSieho nakupu potravin vo vybranych maloobchodnych
predajniach
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Zdroj: vlastné spracovanie

Ako vidiet’ z grafu, 2 87,1 %, respondentov uviedlo, Ze nakupuje v predajni Lidl z
dévodu vyhodnej ceny a takmer 51,6 % z nich z dévodu kvality. S takmer rovnakym
percentom nasleduju Sirka sortimentu (32,3 %) a lokalita (32,4 %). Iba 3 % responden-
tov uviedli imidz prevadzky. Z analyzy ziskanych odpovedi mozno vSeobecne konstato-
kvality tovaru ako v predajni Tesco. Naopak, viacej I'udi nakupuje v Tescu z dévodu
lokality ako v predajni Lidl.

Ziskané Udaje o najcastejsich dovodoch nakupu v predajni Kaufland poukazujl na
to, ze 72,7 % respondentov nakupuje v uvedenej predajni z dovodu jej lokality. Na
druhom mieste je to vyhodna cena (59,1 %) a za fou nasleduje Sirka sortimentu (40,9
%). Najmenej respondentov uviedlo kvalitu tovaru, obsluhu a imidz prevadzky. Res-
pondenti nakupuji najCastejsie v predajni Kaufland, pretoZe ju vnimajd ako cenovo vy-
hodnejsiu neZ predajiu Tesco a taktieZ povazuju produkty Kauflandu za kvalitnejsie.
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V Terne nakupuju vSetci opytani hlavne z dovodu lokality a 14 % z respondentov
uviedlo, Ze je to aj kvdli imidZu prevadzky. Tesco je v porovnani s predajiiou Terno v
lepsSej pozicii zohl'adnujlc viacero faktorov. Co sa tyka vsak lokality, respondenti uviedli,
Ze viac nakupuju v Terne ako v predajni Tesco.

Dalej sme zist'ovali, ktoré z uvedenych ddvodov pri ndkupe potravin povazujd spo-
trebitelia za najdolezitejsie. Dopytovani mali posudit’ jednotlivé dévody podla dolezitosti,
ktord im prisudzuju: Zo 112 opytanych uviedlo 60,7 % za najdodlezitejSi dovod kvalitu
potravin. Na druhom mieste sa umiestnila Cerstvost’ potravin s 58,9 % a na tretom
mieste s 33,9 % to bola cena. Dalej nasledovali Sirka sortimentu potravin (22,3 %),
povod potravin (20,5 %), obsluha (8,9 %), rozmiestnenie predajni (7,1 %) a informo-
vanie o novych produktoch (4,5 %). Iba 1,8 % respondentov uviedlo, Ze povazuju roz-
miestnenie potravin v predajni za najdolezitejSie, a pri tomto dévode 45,5 % respon-
dentov odpovedalo, Ze ho povazuji za menej dolezity. Za druhy menej dolezity dévod
povazuje 39,3 % respondentov rozmiestnenie jednotlivych predajni. Percentualne zna-
zornenie dolezitosti jednotlivych dovodov pri nakupovani potravin zobrazuje graf 3.

Graf 3 Doélezitost jednotlivych dévodov pri nakupovani potravin vyjadreny v percentach
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Zo ziskanych vysledkov mozno usudit, Ze aj napriek neustalemu prispésobovaniu

sa spotrebitelom v réznych oblastiach zo strany maloobchodnikov je ustavi¢ne ¢o zdo-
konal'ovat'.
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Zaver

Prispevok si kladie za ciel’ identifikovat’ spravanie sa spotrebitel'ov na trhu potravin
a skumat’ jeho dopady na maloobchodny predaj potravinarskych vyrobkov na Sloven-
sku. Prindsa uceleny a aktualny pohl'ad na problematiku rieSenia maloobchodnych pro-
cesov v sUvislosti s prispdsobovanim sa spravaniu spotrebitelov na trhu potravin. Na
identifikaciu spotrebitel'ského spravania, nazorov a postojov sme vyuzili prieskum zame-
rany na zistenie celkového vnimania maloobchodnych predajni s potravinami spotrebi-
telmi.

Prostrednictvom metddy dopytovania sme zistili, ze respondenti uskutociiuju naj-
Castejsie nakupy potravin v maloobchodnych retazcoch Tesco a Lidl, spotrebitelia ve-
nuju najvacsiu pozornost’ pri nakupe potravinarskych vyrobkov predovsetkym ich kvalite
a Cerstvosti.

Na zaklade vyhodnotenia vysledkov z dotaznika sme dospeli k blizSiemu poznaniu
spravania spotrebitel'ov, ich nazorov a postojov. Okrem spomenutého sme ziskali tiez
poznatky z oblasti prispdsobovania sa maloobchodnych predajni jednotlivym spotrebite-
l'om.

Zaverom mozno konstatovat’, ze v oblasti potravinarskeho tovaru musia obchodnici
zohl'adnovat’ narastajuci pocet spotrebitel'ov, ktori sa orientuju na zdravy Zivotny Styl,
ako aj na uplatfiovanie novych foriem maloobchodného predaja, a primerane na tieto
vyzvy reagovat’.
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Marketing Performance Metrics Used by SMEs in Manufacturing
Sector and Their Impact on Subjective Performance

Jifi Marik!

Abstract

The selection of the right metrics for marketing performance measurement (MPM) is still
a significant issue for managers in any company. Not only many different approaches to
MPM but also an existence of a wide palette of marketing metrics complicates the situ-
ation. The goal of this paper is to provide the list of metrics used by practitioners in
SMEs and explore mutual relationshijps among customer, competitor and financial do-
mains using correlation analysis. To clarify which marketing metrics are really used, a
quantitative research on 150 respondents from SMEs in manufacturing sector was car-
ried out, The list of metrics, originally provided by Ambler, was adopted and reduced
from six to three marketing domains (customer, competitor, financial). The question-
naire contained 26 metrics and one last open question for additional metrics in each
domain. To see the context from a deeper perspective, we further realized Spearman’s
correlation analysis in which all the relationships among metric domains and subjective
performance were explored. The subjective performance was expressed by two ques-
tions about company performance evaluated on the 7-point Likert scale.

The results show, in contrary with a literature, that the most frequently used metrics are
from the customer and not from the financial domain. Next, we brought the list of the
most frequently used MPM metrics among which belongs Perceived Quality, Knowledge
about the product or Customer Satisfaction. We also provided the information about
competitor metrics. Market share is not as dominant metric in competitor domain as the
literature claims, besides that CLV is not as popular customer metric as we are hearing
nowadays. Next, the correlation analysis brought the findings about relationship be-
tween MPM and subjective performance; their correlation coefficient is 0,236, which may
Indicate positive dependency.

Key words
marketing performance measurement, marketing performance, marketing metrics,
MPM, SME
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Introduction

One of the many problems that managers have been still facing in many companies
is related to the marketing performance. More specifically, managers and practitioners
are hardly able to select the right marketing metrics for marketing performance meas-
urement (MPM). There is no doubt about the importance of it (Lamberti and Noci, 2010;
Stewart, 2009). However, the problem is not only a huge number of available metrics

! Ing. Mgr. Jifi Mafik, University of Economics, Faculty of Business Administration, Department of Marketing,
nam. W. Churchilla 1938/4, 130 67 Praha 3 - Zizkov
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across many departments in the organizations but also different approaches to market-
ing performance measurement itself. For example (Sorina-Diana et al., 2013) stated that
MPM is the most frequently understood as a tool for meeting the marketing goals or as
an agent for reaching added value brought by marketing. This view seems to be more
strategic, however, (Stewart, 2009) pointed out that many CFOs do not consider mar-
keting and its measurement as a strategic but only tactics. That fact might cause an
ambivalence among managers who, therefore, are not able to recognize which metrics
are really important.

There are many other dimensions of marketing performance. For example, Mar-
keting efficiency. It is understood as an ability to efficiently transform marketing inputs
into marketing outputs (Clark, 1999; O’Sullivan and Abela, 2007; Morgan et al., 2002;
Bonoma, 1988; Sevin, 1965). Another dimension is Customer relationship management.
Further dimensions of marketing performance is described in (Lamberti and Noci, 2010).

A different approach to marketing performance is given by (Rust et al., 2004).
They talk about the chain contained of several elements: Strategies and tactics, Cus-
tomer impact, Market impact, Financial impact, Impact on the value of firm. The problem
is that all the elements of the chain must be measured and assessed.

Leaving aside the issue of strategic and tactics metrics selection or an approach to
marketing performance, let's ask the questions “From which domain of marketing per-
formance should managers select the metrics?” or “Which metrics should they choose™?
Based on that, we decided to carry out a quantitative research with the goal to find out,
what are the most frequently used metrics for marketing performance measurement in
practice and to explore their mutual relations with application of correlation analysis.

1 Literature review

The literature contains a section dealing with marketing metrics selection and mar-
keting performance domains, further it contains some studies focused on marketing
performance metrics in practice.

One of the several authors focused on marketing metrics” domains was Ambler.
With his colleagues, he published study in which they created a model composed from
domains (categories) of marketing performance. They stated that the easiest way how
to measure marketing performance is to use inputs (costs) and outputs (cashflow). As
we see, this principle considers only financial perspective.

The same authors also performed a study (Ambler et al., 2004) with the goal to
find out which domains (categories) marketing managers and specialists assume as the
most important. The results brought a table with Financial metrics on the first place
(mean value 6,51), next Direct customer metrics (mean value 5,53) followed by Com-
petitive metrics and Customer intermediate metrics (both with mean value 5,42). Based
on these findings, authors added a recommendation to combine financial metrics with
non-financial metrics.

Other authors (GineviCius et al., 2013) used in their work focused on metrics cate-
gorization the standard marketing mix 4P. For each element of the marketing mix they
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added relevant metrics. For example, for Product authors gave metrics like Range of
goods, Product design, Innovations, Quality, Brand/Trademark, Packing, Extra services,
Warranties. The positive effect of this approach for managers is the use of all domains
of marketing and not just financial perspective or excessive orientation on product’s
characteristics like price.

(Patterson, 2007) solved metrics categorization in her work too. She suggested a
model — marketing metrics continuum — that provides a fast manner for establishing the
most important marketing metrics. This model is based on Marketing accountability
framework. The author encores that the model has to reflect metrics for customer ac-
quisition, customer retention as well as metrics for growing customer value.

Next study focused on metrics categorization and their use in practice is published
by (Sorina-Diana et al., 2013). This study was realized also on SMEs in Romania. Its
main findings were that awareness about MPM is on the high level, however, the meas-
urement is still at the beginning. Authors also provided the list of domains of marketing
performance used by managers. The first place is occupied by Clients domain, next
Image and Brand, Market, Financial aspects and Efficiency.

The Czech author dealing with marketing metrics in practice, is (Milichovsky, 2015).
He collected the data from 147 Czech engineering companies and processed them with
SPSS and used cluster analysis and two t-test verifications. He claims that companies
use mainly Customers’ satisfaction, Count of complaints, Profit per customer, Fixed and
variable costs and Cost per order.

The last mentioned study related to this topic is (Frosén et al., 2013). Authors tried
to take into account a business context which means firm and market-specific charac-
teristics. They hypothesized the influence of the business context on marketing perfor-
mance assessment. To answer that, they addressed the following question: “*What di-
mensions of marketing performance can be identified as underlying current marketing
performance assessment system?” The final results show the following dimensions:
Brand equity, Market position, Financial position, Long-term position, Innovation, Cus-
tomer feedback, Customer equity, Channel activity and Sales process. It is important to
mention that metrics can impress mutually in two manners. First, in a positive way (the
higher one metric, the higher second metric) second, in an opposite way (the higher
one metric, the lower second metric). That makes the situation for managers more com-
plicated.

From the cited literature, we see various approaches to marketing performance, to
its domains and to marketing metrics as well. Some authors are focused more on met-
rics, some other more on domains. From our perspective, it is important to concentrate
on metrics rather than on marketing domains. The domains do not often have exact
borders and certain metrics can belong to more than one domain (e.g. CLV). In the
following paragraphs, we briefly describe each domain of metrics used in research.

Customer metrics are one of the most important metrics’ domain, according to
(Gupta and Zeithaml, 2006) a critical domain. There were many studies exploring the
connection between customer metrics and financial metrics. The exhausting list of these
studies is provided in the mentioned work. Some customer metrics are cited in study
made by (Ambler et al., 2004) as the most important metrics in UK, e.g. Customer sat-
isfaction, Perceived quality, Number of customers or Customer retention. According to
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them, the importance decreases in B2B sector. (Clark, 1999) marked as the most im-
portant customer metric Customer satisfaction. Further, he added that it is caused by
adopting this metric by industry and researchers who began to use it.

The next important customer metric is, according to (Clark, 1999), Customer
loyalty. This metric arose as the reaction on the shortages of Customer satisfaction since
this metric does not reflect an attractivity of the product or brand. The loyalty is im-
portant because customers might buy first in the bigger amount, second more fre-
quently.

Competitor metrics seems to be the least important. This domain is either often
completely omitted in practice or is used only partially. The power of competitor metrics
is in their monitoring during the time since they provide real projection of the situation
on the market. All these obtained information should be afterwards used and spread
across the whole company which is in compliance with market orientation strategy
(Jaworski and Kohli, 1993).

As the most important competitor metric is considered Market share (Clark, 2001).
On the other hand, the author talks also about problems connected with usage of this
metric. According to him, there is no clear relationship between Market share and Prof-
itability of the company which can, in the extreme situation, lead companies to irrational
behaviour on the market.

Financial metrics is the final domain related to this research. Financial metrics are
the most important metric for MPM but also the most discussed from many reasons -
strategy, business context, time orientation, retrospective view ((Ambler et al., 2004;
Clark, 2001; Chakravarthy, 1986). There were some attempts to reduce negatives of
financial metrics by focusing on other metrics like EVA, Tobin’s q or Customer lifetime
value (Whitwell et al., 2007). The researcher (Clark, 2001) says that company can use
only financial metrics provided that it will be evaluating the situation on the market
regularly. Despite the critics of the financial metrics, authors (Grgnholdt and Martensen,
2006) still recommend to use them for their clear and high added value for CEOs and
other departments of the company.

2 Methodology

This study aims to bring more detailed information about how managers approach
to MPM and which metrics for marketing performance are used by them. To get this
information a quantitative research was carried out. The research was based on a ran-
dom sample of 150 Czech SMEs from the manufacturing sector (category C of the CZ-
NACE classification of economic activities). All the respondents were chosen from the
database Bisnode Albertina and all of them had to have 10-249 employees (micro-firms
with less than 10 employees were excluded). The selection revealed 10319 Czech firms
in the database matching the criteria.

The chosen respondents were from the management level, typically CEO, CFO
or CMO. The research was done by CATI method, which means relatively higher re-
sponse rate when compared with e-mail. What was more important, the respondents
could ask repeatedly when any question was not understood in the right way. The survey
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data was collected between October 16 and 27, 2017 and the whole interview with each
respondent took about 10 minutes.

The questionnaire comprised the three main sections. The questions in the first
section dealt with the level of market orientation (15 questions), the second part (rele-
vant for this paper) was oriented on subjective performance measurement (2 questions)
and the last part, which is relevant for this paper too, contained the list of marketing
performance metrics (26 metrics). The mentioned list of metrics was based on the re-
search made by (Frésén et al., 2016) who adopted the original taxonomy provided by
Ambler (Ambler et al., 2004). This taxonomy was constructed from the six marketing
metric domains covering the most commonly used marketing performance metrics. For
our needs and similar to (Frosén et al., 2016), the list of marketing metrics was reduced.
Finally, we used three main domains of marketing performance metrics: customer do-
main, competitor domain and financial domain. They contained 26 metrics in total and
the possible answers were “Yes, we use the metric” (coded as 1) or “No, we do not use
the metric” (coded as 0). The following table provides more detailed information about
used metrics. For each domain, the score was calculated by averaging of the coded
answers. In the correlation analysis, we also use MPM TOTAL which is the total score
representing all the domains together. It is the expression of an average score of all
domains.

Table 1 The list of marketing metrics used in the questionnaire.

Domain Metrics

Awareness

Salience

Perceived quality/esteem
Consumer satisfaction
Relevance to consumer (My Kind of Brand)
Image/Personality/Identity
Perceived differentiation
Commitment/purchase intent
Other attitudes, such as liking
Knowledge

Market share (% by volume)
Relative price

Loyalty (share of category)
Competitor domain Penetration (% of total who buy brand in period)
Relative consumer satisfaction
Relative perceived quality
Share of voice (% category)
Sales (value or volume)

% discount

Gross margins

Marketing spend

Financial domain Profit/profitability

Shareholder value

Economic value added

Return on investment
Customer lifetime value

Source: Author (2019)

Customer domain
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To provide the respondents a possibility to express their opinion in the proper man-
ner or to add any other metrics, the complementary open questions were added into
each section. That means, the customer section contained 10 metrics and one open
question investigating whether respondents use any extra metrics relevant to the se-
lected domain and if yes, which one. Similarly, for the rest two domains.

As the next step, we aimed first to deliver a deeper view on the mutual relationships
among each marketing metric domains and second to explore their impact on the sub-
jective business performance.

We expected the following:

H1: The total score of MPM has a positive effect on the subjective performance.

H2: The score of customer domain has a positive effect on the subjective performance.
H3: The score of competitor domain has a positive effect on the subjective performance.

H4: The score of financial domain has a positive effect on the subjective performance.

The mentioned hypotheses were given into the framework, see the following figure.

Figure 1 The conceptual framework and the hypotheses

Total MPM

H2 H1

>
H3 - -

Competitor Metrics SUbJeCtlve
Performance
H4 4
Financial Metrics

Source: Author (2019)

Subjective business performance is described as an evaluation of business perfor-
mance based on the subjective feeling of the respondents. It usually involves evaluation
based on scale with anchors, e.g. “very poor” to “very good” (Dawes, 1999). Further-
more, it is cost effective and allow to compare different industries and contexts (Vij and
Bedi, 2016). As opposed to objective performance, objective measures might not provide
an appropriate state because of difficulty to obtain them, they might differ across the
industries (Gonzalez-Benito and Gonzalez-Benito, 2005) or might be gathered from sec-
ondary sources (Harris, 2001).

In our case, we added two basic questions into the questionnaire asking about the
subjective performance. The first one was “"How do you assess the performance of your
company in the last three years?”. The second one was related to the competitors: “How
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do you assess the performance of your company in the last three years compared to the
most significant competitors?”. On both questions the 7-point Likert scale was used with
two possible answers: 1 — excellent performance, 7 — catastrophic performance. The
final score of the subjective performance was calculated as an average of both rated
questions.

3 Results

All the answers from the respondents were collected and processed using a de-
scriptive statistics. During the assessment, the accent was put not only on each domain
individually but on the entire view of all metrics as well. The reason was that both views
provide different findings and different perspectives.

Customer domain. The data showed that respondents use 8 from 10 customer
metrics in average. Moreover, almost 100 % respondents (except one company) use at
least one customer metric. The most frequently used metric was Perceived quality (97
%). Relatively surprising is a fact that Brand awareness took up to 7th place from 10.

Competitor domain. The most frequently used competitor metrics are Penetration
(91 %), Relative consumer satisfaction (84 %) and Share of Voice (79 %). The literature
pointed out very often that the most frequently used competitor metric is Market share.
In our research it took 5th place from 7 which is not in compliance with literature. The
average number of used competitor metrics is 4.6 from 7 and 97 % of respondents use
at least one competitor metric.

Financial domain. At the sight of the results, the most frequently used financial
metric is Profit, 93 % of respondents use it. The second is Gross margin with ROI on
the same position (both 85 %). What we consider as an interesting fact is the usage of
Customer lifetime value (CLV). It placed on 21st position that is last but one place in
customer domain and was used only by 52 % of respondents. It is not surprising that
all the respondents use at least one financial metric and use 6,1 metrics from 9 in aver-
age. There is a Table 2 below with the results sorted by frequency in descending order.

Our research brings also a list of additional metrics provided by the respondents in
each domain. As was explained in the methodology, we added a complementary open
question for respondents to add their own metrics they are using. The reason was to
get the most metrics used in practice. In the customer domain, 71 % of respondents
answered they do not use any other customer metric. The rest 29 % of respondents
stated Personal access, Long-term relationship, Quality, Innovation or Speed of services.
Related to the competitor domain, the respondents claimed Speed, Technology level or
Quality. Note that 88 % of respondents do not use any other competitor metric out of
our provided list. The last domain is the financial domain. 86 % of respondents were
satisfied with our list of financial metrics and did not miss anything else. The rest 14 %
of respondents claimed metrics like Cost, Profit (even it was in the provided list), Reve-
nue, Bank services, Benefits to employee or Cash flow.
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Table 2 Table of all metrics sorted by frequency in descending order.

Code Metrics Metric domain f‘}\::ﬂ;t:y f;e;zgl‘:ﬁy
1 Q3_3 | Perceived Quality Customer 146 97 %
2 Q30—1 Knowledge Customer 142 95 %
3 Q3_4  Consumer Satisfaction Customer 140 93 %
4 Q7_5 | Profit Financial 139 93 %
5 Q5_4 | Penetration Competitor 137 91 %
6 Q7_3 | Gross Margin Financial 127 85 %
6 Q7_8 ROI Financial 127 85 %
7 Q3_8 ' Commitment, Purchase Intent Customer 126 84 %
8 Q5_5 | Relative Consumer Satisfaction Competitor 126 84 %
9 Q5_7 | Share of Voice Competitor 119 79 %
10 Q3_7  Perceived Differentiation Customer 113 75 %
11 Q3_6 Image, Personality, Identity Customer 110 73 %
12 Q3_1 Brand Awareness Customer 106 71 %
13 Q5_2  Relative Price Competitor 104 69 %
14 Q7_2  Percentual Discount Financial 104 69 %
15 Q3_2 Brand Salience Customer 102 68 %
16 Q7_4  Marketing Spend Financial 100 67 %
17 Q7_7 EVA Financial 99 66 %
18 Q3_9 | Other attitudes Customer 98 65 %
19 Q7_1 | Sales Financial 97 65 %
20 Q3_5 | Relevance to Customer Customer 95 63 %
21 Q7.9 (L Financial 78 52 %
22 Q5_1 | Market Share Competitor 71 47 %
23 Q5_3  Loyalty Competitor 71 47 %
24 Q5_6 | Relative Perceived Quality Competitor 42 28 %
25 Q7_6 | Shareholder Value Financial 33 22 %

Source: Author (2019)

As mentioned earlier, we used Spearman'’s correlation coefficient to explore rela-
tions among customers metrics, competitor metrics, financial metrics and their impact
on subjective performance. As the result, we provide a correlation table (Tab. 3) with
all discovered values. Used abbreviations in the table are placed below it. The following
table (Tab 4.) contains the results of hypotheses testing.
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Table 3 Correlation table representing relations among MPM domains and subjective

performance
MPM TOTAL MPM C MPM COM MPM F SP
MPM kK %K * %%
TOTAL 1,0 0,706 0,820 0,797 0,236
MPM C 1,0 0,346%* 0,418%* 0,217**
MPM *% * %
COM 1,0 0,511 0,216
MPM F 1,0 0,174*
SP 1,0
Source: Author (2019)
** significance level 0,01; * significance level 0,05
MPM TOTAL — Marketing Performance Measurement
MPM C — Marketing Performance Measurement — Customer Metrics
MPM COM - Marketing Performance Measurement — Competitor Metrics
MPM F — Marketing Performance Measurement — Financial Metrics
SP — Subjective Performance
Table 4 Table of the results
Hypothesis Result
H1: The total score of MPM has a positive effect on the subjec- i
. Confirmed
tive performance.
H2: The score of customer domain has a positive effect on the i
N Confirmed
subjective performance.
H3: The score of competitor domain has a positive effect on the i
L Confirmed
subjective performance.
H4: The score of financial domain has a positive effect on the i
- Confirmed
subjective performance.

Source: Author (2019)

4 Discussion

This study tries to contribute first to the existing literature related to marketing
metrics, second to the practical domain. We found that the most frequently used domain
of metrics is a customer domain which is not in compliance with literature review men-
tioned earlier. The financial domain is presented in the literature as a leading domain
for marketing performance measurement. Our research shows that in B2B manufactur-
ing sector, it is not true. The highest place took Profit (93 % respondents use it) and
the rest of financial metrics is out of top 5 where customer metrics dominate. The view
at the top 5 positions can give us a quick feedback about where the companies are
oriented. The principle of the top 5 metrics was also used by (Davidson, 1999). In our
research, SMEs are oriented mostly on customer metrics.
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The explanation for this divergence can be the manufacturing sector which be-
longs to B2B sector. Unlike B2C sector, B2B is based more on long-term relationships
between partners, often with contracts. Suppliers in these contracts guarantee to deliver
goods or services in a requested quality, in the right time and a given price. This expla-
nation is supported by the metrics placed in first three places of the Table 2. All of them
are customer oriented and all of them somehow relate to product or service. The diver-
gence between perception of customer metrics (specifically Perceived value) in B2B and
B2C sector was discussed by (Mencarelli and Riviere, 2015) in their work. They men-
tioned that structure in B2C approach is more based on Purchase and Shopping value in
compare with B2B approach where Supplier perspective or Relational approach to value
dominate. Further research should be done in B2C sector to support this hypothesis.

To look closer at customer metrics, we see Customer lifetime value (CLV) on the
21st place of the table. CLV is very popular metric nowadays especially in FMCG or in
on-line environment, therefore, we expected better position at the final results. Its pop-
ularity and significance are not given just by practitioners but also by the theory. Authors
(Schulze et al., 2011) emphasize its symbiosis with customer equity. As was mentioned
earlier, used metrics can impress mutually in a positive way or in a negative way. CLV
is that case with positive effect. According to (Schulze et al., 2011), CLV influences
another financial metric - Shareholder value. Authors calculated an accurate relationship
between Customer equity (sum of all customers’ lifetime values) and Shareholder value,
which is 1,55. This finding can be partially the answer for our results - some metrics can
be substituted with other metrics which can have mutual effect. Important to notice,
that CLV is sometimes understood in research papers as a customer metric, in some of
them as a financial metric. For our needs, we considered it as a financial metric.

The next comparison to be discussed deals with the number of metrics used in
practice. Not so many studies are dedicated to a problem of optimal number of market-
ing performance metrics. They are more likely focused on metrics and specific criteria.
Despite that fact, (Frosén et al., 2016) brought an average number of used metrics in
Finnish companies. This number was 22,2. It is more than we found out in our research.
Our average number of marketing performance metrics used by SMEs was 18,35. A
comparison can be done between both works because the same list of metrics was used.

As the final topic of this paper, we discuss the correlation analysis. The main goal
of that was to provide information about dependencies among selected marketing per-
formance domains and their impact on the subjective performance, in other words, their
impact on the company performance seen by managers (respondents). As we see, the
strongest correlation is between competitor metrics and financial metrics 0,511**
(p<0,00), next between customer and financial domains 0,418** (p<0,00). In the con-
text of hypothesis, H1 was confirmed, which indicates a positive dependency between
marketing performance measurement and subjective performance 0,236** (p<0,08).
The most surprising finding concerns with financial domain — H4. The correlation be-
tween financial domain and subjective performance is positive but only weak (0,174%,
p<0,033). In practice, it means that using of financial metrics might not lead managers
to positive perception of company performance. On the other hand, using of either cus-
tomer (H2=0,217) or competitor (H3=0,216) metrics provides more positive view of the
respondents on company performance.
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Conclusion

In this study we brought the findings about marketing performance metrics and
their usage by SMEs in the practice. Although there are some researches trying to pro-
vide the proper list of marketing metrics, just few of them work with SMEs in a specific
sector.

We found out that SMEs use 18,35 metrics for marketing performance measure-
ment in average. We also provide the additional MPM metrics used in companies. The
handicap of these additional metrics is their informal character. Each respondent can
use the same metric in different ways.

The important findings are related to the financial metrics. Even though the most
of studies stated the financial metrics to be dominant for MPM, we found out that cus-
tomer metrics are used more often. The fact can be influenced by the character of B2B
sector. The next important fact about financial metrics was brought in correlation anal-
ysis. Using of financial metrics is only weakly correlated with subjective performance.
Furthermore, the total MPM is positively correlated with subjective performance, which
is in compliance with the literature.

This study has also some limitations. First, we used the list of metrics that contained
only names of the metrics (Czech and English translation) in which the metrics were not
explained more in detail. That might cause misunderstanding and no exact answer from
the respondents. The second limitation is a phone interview (CATI method). The weak
point in this case is the length of the call that has to be max. 10-15 minutes. Another
uncomfortable issue is related to the moment and situation when we catch the respond-
ent. We tried to reduce this limitation by postponing the call to time when the respondent
was able to answer. The third limitation is a sector in which our study was performed.
To be able to generalize our results the further research in more sectors is needed.
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Kvalita byvania a spokojnost’ s byvanim ako hodnoty
pre zakaznika s rasticou prioritou — teoretické pristupy?
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Housing quality and housing satisfaction as values for a customer
with a growing priority - theoretical approaches

Abstract

The dynamic development of the real estate market encourages marketers to screen the
trends of housing conditions in terms of quality and satisfaction with housing. These
strong values provide many incentives for consumer marketing. The article analyses and
explains the theoretical development of approaches of various scientific disciplines to
housing. We used a chronological arrangement and processed the focus on characteris-
tics of individual housing theories or housing-oriented theories. The final part contains
suggestions and consequences for consumer marketing.
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Uvod

Predaj a nakup bytov a domov na byvanie uz niekol'’ko rokov na Slovensku pozitivne
rastie, i ked’ s obcasnymi vykyvmi. V urcitych obdobiach predaj bytov rastol takmer re-
kordnymi tempami, ktoré su sprevadzané rastom cien. Prevahu maju diskusie o vyvoji
cien, o rizikdch pomerne rychleho rastu cien nehnutel'nosti v porovnani s inymi makro-
ekonomickymi parametrami slovenskej ekonomiky.

V kontexte tohto trendu marketérov zaujima vyvoj vnimania hodnoty byvania slo-
venskymi obyvatel'mi — spotrebitelmi. V prepojeni na marketing je kl'i¢ovou otazkou ako
vyvoj ponuky byvania reaguje na aktualne trendy vnimania byvania ako hodnoty, ktorej
dolezitost’ u spotrebitelov — domacnosti rastie, resp. najma otazka kvality byvania sa
stava prioritou. VSetko Co sUvisi so zmenami hodnotového vnimania spotrebitelov, so
zmenami Zivotného Stylu spotrebitelov a zmenami v spotrebitel'skych vzorcoch je pred-
metom kontinualneho skiimania marketingom. Byvanie, kvalita byvania zasadnym spo-
sobom vplyva na kvalitu Zivota kazdého jednotlivca (pre marketing spotrebitela) i do-
macnost, rodiny. Moderna paradigma marketingu je postavena na tvorbe a dodavani
hodnoty, ¢o podporuje sustredenie na kvalitativne stranky dodavanej hodnoty na trh.

Pojmy byvanie, ale najmé spokojnost’ s byvanim su definované réznymi autormi v
zavislosti od teorie byvania, podla ktorej vedu vyskum. Podla R. J. Lawrenca (1995) je

! VEGA projekt 1/0587/19 Moznosti a perspektivy vyuzitia marketingu v prechodnom obdobi na cirkularnu
ekonomiku v SR ako novy podnikatel'sky model.
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byvanie koncept, ktory nie je ani staticky, ani absolutny. Inymi slovami, spokojnost’ s
byvanim nie je v réznych krajinach rovnakd, z dévodu Specifik krajin a osobitnosti kon-
krétnych skupin fudi. Ak syntetizujeme nazory (celého radu odbornikov citovanych
i v tomto clanku) na vymedzenie spokojnosti s byvanim, tak je definovana ako subjek-
tivne hodnotenie vychadzajice z celkového vnimania toho, co clovek povaZuje v danom
okamihu za podstatny prvok byvania v prostred], v ktorom byva.

Vyskum o byvani sa povazuje za interdisciplinarny odbor, jeho zloZky su hetero-
génne, ale logicky velmi previazané. Co vSak rovnako plati v mnohych krajinach a teda
i vyskumoch, spokojnost’ s byvanim ziskava vyssiu dolezitost’ ako fyzicka kvalita budov
(Buckenberger, 2009). Okrem fyzického rozmeru byvania do sGcasnych vyskumov su
zahrnuté i iné aspekty byvania. V medzinarodnej literature je byvanie Casto definované
a hodnotené prostrednictvom ceny a dostupnosti, ale to su len dva parametre, vo vztahu
k naSmu zaujmu.

MoOzeme hovorit’ jednak o fyzickej entite byvania, ktora sa prejavuje v procesoch
planovania, realizacii vystavby, v tvorbe nariadeni a noriem (Carmona, 2001; Franklin,
2001). Druhy smer definuje spokojnost’ s byvanim podla vnimania pojmu domov. Podl'a
P. Sommervilla a C. Chana (2001) pojem domov ma vysSiu Uroven kvality ako fyzicky
objekt. Tvori ho rodinna a socidlna interakcia a rozvoj osobnej identity.

Aspekty byvania boli intenzivnejSie a planovite preskimané v USA, v Sest'desiatych
rokoch 20. storocia, v spojitosti s vyskumom v oblasti kvality Zivota (Knox, 1975; Paci-
one, 1986). Od tohto obdobia sa teoretické koncepcie byvania alebo tedrie orientované
na byvanie menili s transformaciou potrieb, Zelani spotrebitel'ov — obyvatel'ov. Sledova-
nie a meranie urcujlcich faktorov spokojnosti s byvanim ma vplyv aj na vyber aspektov
vyskumu kvality Zivota. A dosah ma na vyber ukazovatel'ov, metddy zberu Udajov, ich
spracovanie, zobrazenie a prezentaciu vystupov.

Pri rieSeni problémov s byvanim vyskumnici ¢asto spoliehaji na koncepcné a teo-
retické ramce, ktoré boli vyvinuté v ramci celého radu spoloc¢enskych vied. Ked'ze spo-
loCenské vedy nie su linedrne alebo kumulativne vedy a byvanie je multidisciplindrnou
oblastou, je nielen nemozné, ale aj neziaduce formulovat’ jednu vel'kd teériu byvania.
Predmet byvania je mnohostranny a méze sa k nemu pristupovat’ z pohladu r6znych
(vednych) disciplin. Ak nie je mozné alebo vhodné priamo definovat’ dosah vednych dis-
ciplin na byvanie je uprednostfiované tzv. vymedzenie vplyvu na oblasti byvania. A tu
smerujeme k prepojeniu marketingu, resp. aplikovanému marketingu zacielenému na
byvanie.

Osobitnou oblastou st mechanizmy a nastroje, ktoré decizne organy mézu pouzit’
pri tvorbe politik byvania. Aj ked’ ide o rozsiahly zoznam moznych nastrojov, mechaniz-
mov, opatreni, je stale Uzky na to, aby bolo mozné Gplne pochopit, aky vplyv maju rézne
politiky na byvanie. Je nutné rozliSovat’ medzi bytovou politikou definovanou ako takou
a de facto skutocCnou, praktickou politikou byvania. Podl'a nasho nazoru sa studie o by-
vani nemo6zu obmedzit’ len na prvd formu a mali by zahfat’ aj druhy uhol pohladu.
Napriklad, m6Zeme analyzovat’ mechanizmy poskytovania financnych prostriedkov a do-
tacii, alebo iné nastroje podpory byvania, avSak Casto su v Studiach vynechané dalsie
kritické politiky: dafova politika pri zdafiovani majetku, resp. nehnutelnosti, ale najma
opatrenia v oblasti hypotekarnych Gverov na domy a byty, fiSkalne zaobchadzanie s hy-
potékami a pod. Takeéto politiky sa zriedka definuju ako politiky byvania alebo k podpore
byvania, malokto by vSak nesuhlasil, Ze ide de facto o politiku byvania. Dalej m6Zzeme
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uviest’: politika socialneho zabezpecenia, politika v oblasti prijmov (najméa vo verejnom
sektore), politiy zZivotného prostredia, Uzemného planovania, dopravy, zdravotnictva
a vzdelavania. Vsetky tieto politiky maji dosah na dostupnost’ na kvalitu byvania. Vsetky
su predmetom zaujmu niektorych vyskumnikov v oblasti byvania a Ziadna z nich nemoze
byt a priori vylicena z toho, Co predstavuje politiku byvania v praxi. Zaroven nie je
mozné spolocne skimat’ vSetky takéto politiky. Preto vyslovujeme nazor ze skutocny
holisticky pristup k Studiam o byvani nie je mozny v empirickom aj teoretickom zmysle.

Co je teda doménou pojmu byvanie alebo predmetom &tudii o byvani? Mdzeme
pouzit’ tzv. funkeny pristup a uviest’, ¢o nie je byvanie. Napriklad byvanie nie je praca —
vykon prace alebo nakupovanie. DalSia moznost’ je nazerat’' na dom ako na vecny pred-
met. Dom nie je tovaren, kancelaria, obchod alebo Sportovisko. Ale je to naozaj tak v 21.
storoci? Mézeme pracovat’ alebo nakupovat’ z domu, mat’ v dome fitness miestnost’. Li-
mity sa posuvaju.

Studie o byvani existuju ako multidisciplindrna oblast’ s vymedzenym interdiscipli-
narnym a multidisciplindrnym zameranim vyskumu. Marketingovy prinos k tejto oblasti
je postaveny na sucasnej paradigme marketingu ,,... tvorba a dodanie hodnoty zakazni-
kovi/spotrebitel'ovi®. Hodnototvorny ret'azec v tomto pripade tvori vel'mi Siroké spektrum
od geografie a urbanizmu, demografie, cez architektlru, priemysel stavebnych latok
a stavebnych technoldgii, kultdru byvania, projektovanie a konstrukciu stavieb, staveb-
nictvo, dopyt po bytoch a domoch, po Zivotnu Uroveri domacnosti, az prakticky k spo-
kojnosti zakaznika — spokojnosti s byvanim. Moderny marketing aplikuje svoje manazér-
ske postupy v celom rade uvedenych oblasti — jednotlivych odvetvi. Rozvijat’ tedriu by-
vania je ako poskytnUt’ priestor socidlnym tedriam aplikovanym v oblasti byvania. My
priddvame marketing, nielen uréitym zakladnym pohladom, ale iako motivaciu
k d'alSiemu aplikacnému rozpracovaniu.

Skor ako rozvinieme aplikacné vyuzitie marketingu v oblastiach byvania budeme sa
zaoberat’ hlavnymi tedriami byvania alebo tedriami orientovanymi na byvanie so zame-
rom ich chronologického usporiadania, predstavenia vyvoja teoretickych pristupov k by-
vaniu, zdoraznenia ich odliSnosti, Specifik a argumentacie.

1 Metodika prace

Cielom clanku je v prehl'adnej forme vymedzit' hlavné charakteristiky znamych te-
orii byvania a tedrii orientovanych, ¢i aplikovanych na byvanie. Zamerom je chronolo-
gické usporiadanie vyvoja teoretickych pristupov a zdoraznenie ich odliSnosti a Specifik.
Hlavnou metddou v Casti vyskumu prezentovanej v tomto ¢lanku je sekundarny vyskum
renomovanych pramenov uvedenych v bibliografickych zdrojoch. Uplatiiujeme pri-
ncip chronologickej postupnosti a syntézy po analyze jednotlivych myslienkovych pru-
dov.

Ambiciou ¢lanku je odpovedat’ na tieto dve vyskumné otazky:

Vyskumna otazka 1: Aka je postupnost’ formovania teorii byvania a pristupov os-
tatnych spoloCenskych vied k rozvoju poznania o kvalite byvania, o spokojnosti s byva-
nim?
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Vyskumna otazka 2: Ako sa vyvijalo obsahové zameranie jednotlivych tedrii byvania
a teodrii orientovanych na byvanie vo vzt'ahu k jednotlivcovi, k domacnosti?

Vo vysledkovej Casti a v zavere ¢lanku sformulujeme odpovede nielen na vyskumné
otdzky, ale identifikujeme previazanost’ vyskumu byvania s formulaciou nametov vyuZi-
tia marketingu v oblastiach spatych s byvanim. Clanok je Ciastkovym vystupom obsiah-
lejSieho skiimania vyziev pre marketing s meniacim sa vnimanim a pristupmi k hodnote
zo strany spotrebitel'ov v podmienkach cirkularnej ekonomiky, i v SirSich stvislostiach.

2 Vysledky a diskusia

Prevazujicou hlavnou myslienkou zamerania studii o byvani poslednych dekad 20.
storoCia a zaciatku 21. storocia je spokojnost’ s byvanim, i ked’ z roznych uhl'ov pohl'adu.
Takto nastavena priorita potvrdzuje opodstatnenost’ a smerovanie nasho skiimania, teda
zacielenie na ,konecného spotrebitela, konecného uZivatela hodnoty", ¢i uz jednotlivca
lebo domacnosti.

Myslienky venujlce sa pojmu spokojnost’s byvanim existuju v mnohych vedeckych
disciplinach a su také odlisSné, Ze neexistuje jednotna definicia tohto pojmu. Zjednodu-
Sené vysvetlenie by bolo, ze spokojnost’ je diskrepancia medzi tuzbou, potrebami a do-
siahnutym ciefom. Moze sa vsak definovat’ ako komplexny konstrukt vystaveny vplyvu
roznych ekologickych a socialno-geografickych premennych (Mohit et al., 2010) alebo
ako viacrozmerné hodnotenie jednotlivcov o charakteristikach fyzického a socidlneho
prostredia (Belestra & Sultan, 2013).

Stdie spokojnosti s byvanim st prevazne zamerané na analyzu bytovej jednotky
a jej susedstva, resp. okolia a spravidla integruji oba subory objektivnych a subjektiv-
nych ukazovatel'ov. Okrem vplyvu fyzickych a Strukturalnych prvkov interiéru a exteriéru
bytovej jednotky, bytové zvyklosti su ovplyvnené individualnymi osobnymi charakteris-
tikami ako aj socialnymi, behavioralnymi, kultirnymi a demografickymi charakteristikami
domacnosti (Belestra & Sultan, 2013). A prave z tohto dovodu niektori autori uplatriuju
cieleny pristup, kde osobné ciele jednotlivca alebo domacnosti st v centre hodnotenia
spokojnosti s byvanim. Ini definuju spokojnost’ s byvanim ako ,,... odraz miery, do akej
obyvatelia citia, Ze im ich byvanie pomaha dosiahnut’ ich ciele" (Belestra & Sultan, 2013).
Tieto a podobné Uvahy vysvetluji rozne teorie, ktoré vysvetlujeme v hlavnej Casti
clanku.

Spokojnost’ s byvanim mdze mat’ zasadny vplyv na kvalitu Zivota a nespokojnost’
zvyCajne motivuje k mobilite v oblasti byvania. Existuju vSak aj socialne skupiny ktoré
nie su spokojné so svojim byvanim, ale zaroven si nemézu dovolit’ prestahovat’ sa do
inej bytovej jednotky. V takychto pripadoch nastava kognitivna rekonstrukcia a dochadza
k udrzaniu spokojnosti s byvanim, k rovnovahe s prostredim byvania (Amerigo & Arago-
nes, 1997).

Koncept spokojnosti s byvanim komplexnejSie predstavili M. Amerigo s J. 1. Arago-
nesom (1997). Svoj empiricky vyskum zamerali na urcenie prediktora s ciel'om vysvetlit’
variacie v koncepte a urcili Styri zakladné rozmery: socialny, fyzicky, objektivny a sub-
jektivny (Amerigo & Aragones, 1997).
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NajcastejSie pouzivany koncepcny model spokojnosti s byvanim od M. A. Mohitu
a jeho timu (2010), je zaloZzeny na myslienke zlozitého konstruktu pozostavajluceho z
charakteristik bytovej jednotky, jej sprievodnych sluzieb, dobrych socidlnych vzt'ahov
v prostredi, dostupnych verejnych zariadeni alebo ich vhodnej Struktary v okoli (Mohit
et al., 2010). Viac o v sucasnosti dominujlcej tedrii uvadzame v Casti venovanej samot-
nej tedrii orientovanej na spokojnost’ s byvanim.

2.1 Teodrie byvania a tedrie aplikované v oblasti byvania

Intenzivny vyskum nam umoznil predstavit’ a podstatne charakterizovat/, ¢i uviest’
Specifika a odlisnosti celkom jedenastich tedrii venujlcich sa byvaniu a su to tieto: mar-
xisticka tedria byvania, pozitivisticka teoria, funkcionalisticka tedria byvania, tedria mo-
bility byvania, tedria byvania orientovana na spokojnost’ s byvanim, tedria formovania
impresie, behavioralna tedria o byvani, tedria hedonistického ergometra, tedria oriento-
vana na upravy byvania, nakladova tedria byvania a tedria aspiracnej Spiraly.

Marxisticka tedria byvania

Marxisticka tedria (byvania) sa objavila v prvej polovici 19. storoCia ako sucast’ te-
orie spolocenskych zmien. Cielom tvorcov Karola Marxa a Friedricha Engelsa bolo po-
moct’ proletaridtu = robotnickej triede umoznit’ kontrolu ich Zivota vo vSetkych aspek-
toch. Formulovali svoju tedriu histdrie na materialistickom zaklade a sucast’ou ich tedrie
je historicky materializmus, dialekticky materializmus. Aj ked' tedria je postavenad na
ekonomickych aspektoch l'udského Zivota, pouzili vo svojich dielach priklady a argu-
menty o spokojnosti s byvanim vyjadrené hodnotenim a popisom Urovne a kvality byva-
nia. Uviedli analyzy ndjomného byvania a zhorSovania podmienok byvania v priemysel-
nych oblastiach Anglicka. Napriek zasadnej kritike podstaty marxistickej tedrie je pova-
Zovana jej Cast’ o byvani za jednu z prvych tedrii o byvani. Vychadza z predpokladu, ze
kazdy Clovek ma pravo na kvalitné byvanie bez ohl'adu na jeho ekonomicky status, t. j.
ekonomicke rozdiely medzi bohatymi a chudobnymi z hl'adiska prijmov domacnosti by
mali byt najmenej viditelné — z hl'adiska kvality byvania. Stylom Marxa a Engelsa by sme
napisali, Ze hospodarske rozdiely medzi burZoaziou a proletariatom by sa mali zreduko-
vat/, ¢o by tiez malo za nasledok znizenie rozdielov v kvalite byvania a spokojnosti s
byvanim.

Z dnesného pohl'adu nema vyznam zaoberat’ sa kritikou tejto tedrie, najmé ak be-
rieme do uvahy realizaciu tejto tedrie v podmienkach realneho socializmu, kedZe to
v skutocnosti skoncilo tak, Ze vSetci boli nespokojni — lebo ni¢ poriadne nemali. Dalej je
nutné zdoraznit/, Ze sa nezaoberali byvanim (najmé pracujlcej triedy) so zamerom pri-
spiet’ k pochopeniu (analyze) kvality byvania domacnosti, resp. jednotlivcov vo vztahu
k Zivotnym Standardom, Zivotnym podmienkam, ale jednoznacne z dévodu vyuZzitia niz-
kej kvality byvania v najomnych robotnickych bytoch k podpore ciela svojho politického
boja.

Marxisticky pohlad na byvanie je tvrdo ekonomicky a definuje byvanie z hl'adiska
troch zakladnych rozmerov: a) byvanie je nevyhnutny prostriedok zivobytia, patri k tym,
ktoré s potrebné na reprodukciu pracovnej sily. Jeho naklady vstupujd priamo alebo
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nepriamo do vyrobného procesu vsetkych tovarov. To znamena (pri marxistickej inter-
pretacii), ze finadlne vyhody byvania v kapitalizme patria inym triedam, ako su ti, ktori
vyuzivaju / konzumuju byvanie. b) Byvanie je staly tovar (v zmysle dlhodobého vyuzitia).
Materialovym predpokladom pre postavenie domu je zaber pody na konkrétnom mieste.
Pozemok je obmedzeny produkt a pravo na jeho pouzivanie je pravne chranené zako-
nom o osobnom vlastnictve. Preto osobné vlastnictvo pody neskor marxisti totalne zni-
Cili. c) V kapitalizme ma byvanie nielen uZitie (tzv. Uzitkovd hodnotu), ale aj vymennu
hodnotu; je alebo sa méZe stat’ komoditou, ktorej spotrebu mézu realizovat' len ti s
potrebou byvania, a ktori si mézu tento tovar kipit' (Marx, 1985). Uzitkova hodnota
a vymenna hodnota st zakladné kategdrie marxistickej politickej ekondmie.

Marxisticka tedria byvania mala svojich liberalnych stdpencov, ktori sa pokusili
zohl'adnit’ i potreby obyvatel'ov, pripojenie a interaktivitu s ¢lenmi komunity. Osobitny
dobraz liberalna tedria venuje socidlno-ekonomickym rozdielom rodin. Jej vyznam a do-
sah je marginalny a nie je nutné sa jej rozvojom hibsie zaoberat'.

Pozitivisticka tedria byvania

Hlavnym predstavitelom pozitivizmu je Auguste Comte a zakladnym predpokladom
pozitivizmu je, Ze urcity jav sa da zmerat), t. j. tedria zahfia vSetky javy, pre ktoré priciny
a nasledky mozno urcit, zatial' <o emocné postoje nie su az tak dolezité. Podla A. M.
Solimana (2004) pozitivisti definovali byvanie v troch rozmeroch: 1) ekonomicky status
majitela bytu, domu, na ktorom zavisi zlepSenie Grovne bytovej jednotky. Nasledne by-
tova jednotka zvySuje svoju ekonomickd hodnotu; 2) zdravotna situacia v bytovych jed-
notkach, ktord je meratel'na. Osoby — obyvatelia by mali byvat' v zdravotne nezavadnych
bytoch a domoch, ¢o podporuje d'alSi rozvoj spoloCenstva ako celku; 3) prispevok vlady
pri zabezpecovani bytovych jednotiek, pricom decizne organy by mali zabezpecit' do-
stupnost’ adekvatneho byvania pre kazdého obcana (Soliman, 2004).

Pozitivisticka tedria spociva predovsetkym na objektivhom pristupe, na presnom
hodnoteni urcitych javov, avSak absentuju subjektivne zlozky spokojnosti s byvanim, to
znamena vnimanie a pocity jednotlivcov. Napriek tomu, je tato tedria dolezita prave pre
prvok ,objektivnych ukazovatel'ov", ktoré boli vylicené z niektorych dalSich teorii.

Funkcionalisticka teéria byvania

Funk¢nost’ ako socialna paradigma sa objavila v americkej socioldgii v 40. a 50.
rokoch 20. storocia a zdbrazfovala socidlnu harmoéniu, jej ochranu a zachovanie. Zame-
riava sa na harmoniu Casti systému, pri zasadach ekondmie, jednoduchosti, funkcénosti
a prisposobenia (najma) mestského priestoru. Funkcionalisticka tedria sa najCastejsSie
pouziva v mestskej geografii pri uréovani hierarchie funkcii miest.

Funkcionalisticka tedria byvania bola zaloZzena na vyhlaseni Ze ,forma vzdy sleduje
funkciu®, ktora bola vyrazne aplikovana v architekture. Podl'a tejto myslienky, resp. tohto
predpokladu funkcia bytovej jednotky by mala byt zakladom vsetkych ostatnych para-
metrov a charakteristik ako velkost’ budovy, pomer podlahovej plochy v budove a pod.
Ak su forma a funkcie obydlia alebo bytovej jednotky vyvazené, potom je vyssia Uroven
spokojnosti s byvanim.

Tvorba priekopnikov modernej architektiry od zaciatku dvadsiateho storocia do
prvej svetovej vojny je nazyvana individualistickd moderna. POsobivost’ stavby videli v
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Ucelnosti tvarov, jednoduchosti, v proporciach a harmonii materidlov bez ornamental-
neho dekdru. Architektonicka forma mala byt podla ich ndzoru odvodzovana z funkcie
stavieb. Po prvej svetovej vojne zo snah spominanych priekopnikov vzisiel funkcionaliz-
mus, ktory sa v 30. rokoch rozsiril do celého sveta. Vyznamnymi predstavitel'mi Stylu
boli skupiny ako Bauhaus v Nemecku, De Stijl v Holandsku. Cielom bolo Gcelné rieSenie
architektury z estetickej, ekonomickej, technickej i socidlnej stranky, ¢o malo viest' k
obnoveniu harmonického vzt'ahu Cloveka s prostredim. Architektdra bola chapana ako
organizacia Zivotného diania, funkcionalizmus sa tak stal novym sp6sobom myslenia.
Zakladne znaky funkcionalistickej architektdry formuloval v roku 1926 Francuz Le Cor-
busier, ktorého vplyv zasiahol (bohuzial’' — pozndmka autora) i architekttru v Ceskoslo-
vensku.

Medzinarodny styl funkcionalizmu v architektlre pretrval aj po druhej svetovej
vojne, niektori vyznamni tvorcovia sa od neho vSak zacali odvracat’, kritizovali najma
jeho uniformitu a sterilnost’. Po druhej svetovej vojne bolo nutné v Eurdpe rychlo vyriesit’
nedostatok byvania, a preto zacali vznikat’ socidlne programy, ktoré v realnej praxi viedli
k Standardizacii a takmer spriemyselneniu architektdry.

Kritikov funkcionalistickej tedrie byvania je vel'mi vel'a. Zo zaveru 20. storocia uva-
dzame priklad 1. Rogica (1990), ktory kritizoval funkcionalisticky pristup k byvaniu najma
za myslienku ,masového, hromadného byvania“. V rdmci mestskej bytovej reformy bolo
Byty v koncepcii ,hromadného byvania" boli koncipované iba ako objekty, ktoré slizia
na uspokojenie funkcie vyzivy (stravovania), ochrany a spanku a ostatné funkcie su
umiestnené mimo bytovej jednotky. Tato koncepcia v ramci funkcionalizmu bola na-
zvana ,ochranné obydlie" (Rogic, 1990) a hlavnym ciel'om takejto bytovej reformy je
zZlepSenie Urovne verejného zdravia a hygieny v sidelnom Utvare, Co v sucasnosti pod-
poruje koncepciu tzv. socidlneho byvania.

Z funkcionalistickej tedrie byvania vychadza i slovensky fenomén paneldkového by-
vania. Bohuzial' nielen v mestach, ale i na dedinach. I slovenski architekti obhajovali a
v zasade stale obhajuju takyto architektonicky, technologicky, projektovy sp6sob byto-
vej vystavby. AvSak projekt postavit’ uniformnym sposobom takmer celé mesto s vySe
30 tisicami bytov — teda Petrzalku, je neobhajitelny.

Tedria mobility byvania

Teoria mobility byvania bola publikovana v Rossiho knihe ,,Preco sa rodiny stahuji*
(1980, prvé vydanie 1956). Autor rozvinul tedriu zalozend na rodinnej disharmanii, ne-
zrovnalostiach, ktoré vedu k prestahovaniu rodiny (domacnosti). Vychadzal z koncepcie
Zivotného cyklu rodiny, z ktorej odvodil pre jednotlivé Zivotné fazy rodiny rozdielne
urovne potrieb byvania. Skimal mobilitu rodin v Spojenych Statoch americkych, pretoze
v tom obdobi, to bol vyznamny dévod zmien v mestach a mestskych oblastiach. Dalej
sa v Stldiach zameral na typoldgiu byvania a vlastnosti bezprostredného socialneho a
ekonomického prostredia.

VSetky premenné ovplyviujlice mobilitu byvania méZzeme zhrnut’ do troch faktorov.
Podla A. C. Brummella (1977) su to aspirdcie, vyuZitelnost’ priestoru a stres. Pojem as-
piracie v procese mobility bol predstaveny J. Wolpertom (1965), ktory zaloZil tedriu mo-
bility na pristupe obyvatel'ov, ktori nereaguju (v zmysle neprispésobuji sa) na pod-
mienky a prostredie byvania, ale sustred'uji sa na hodnotenie tohto stavu. To znamena,
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Ze kazdy jednotlivec ma hranicu/prah tolerancie nespokojnosti s uspokojenim potrieb
byvania, ked' prah je prekroceny, nastava mobilita byvania.

L. A. Brown a E. G. Moore (1970) sa pokusili rozsirit' tuto tedriu tym, ze navrhujd,
aby domacnosti definovali doInt a horn( hranicu potrieb byvania, na zaklade ktorych je
mozné presnejSie urcit moment mobility byvania a proces mobility podla nich treba
vnimat’ ako proces adaptacie na novu lokalitu byvania.

Dal3im délezitym faktorom je vyuZitelnost’ priestoru, ktory zodpoveda miere rela-
tivnej hodnoty spojenej s Uroviiou byvania domacnosti. Ak je bytova jednotka prime-
rana, znamena to, ze vo vnimani domacnosti su urcité aspekty spokojnosti s byvanim.
Geograf J. Wolpert v roku 1965 termin pouzitel'nost’ priestoru opisal ako pozitivne alebo
zaporné mnozstvo priestoru, ktoré uspokojuje jednotlivca, rodinu v danej lokalite. Podl'a
J. W. Simmonsa (1968), pouzitel'nost’ priestoru znamena pritazlivost’ alebo naopak ne-
atraktivnost’ miesta byvania vo vztahu k vnimaniu alternativnych miest, z pohl'adu kon-
krétnych os6b uskutocnujlcich rozhodnutia.

Tretim faktorom v tedrii mobility byvania je stres. J. Wolpertom (1965) je defino-
vany ako miera nesuladu alebo rozpor medzi bytom, domom a prostredim. Podla tejto
definicie stres zavisi vyluéne od prostredia miesta bytového domu a pOsobi ako stimu-
lacny faktor mobility. V niektorych situaciach méze byt’ faktorom pritazlivosti iné miesto
byvania, v zavislosti od toho ¢o ponuka alebo realne poskytuje obyvatel'om. Preto stres
v tedrii mobility byvania moze byt' faktorom tlaku alebo tahu. Faktor tlaku je zalozeny
na sucasnej nespokojnosti s bytovou jednotkou, v ktorej rodina alebo domacnost’ byva
a faktor pritazlivosti, teda tahu, je o mieste, ktoré uspokoji priania a potreby v oblasti
byvania. Presne tak pbsobi i princip tlaku a tahu napriklad v marketingovej komunikacii.
Taktiez, W. A. V. Clark a M. Cadwallader (1973) definovali stres ako mieru nerovnosti
medzi spokojnost'ou v mieste bydliska a potencialom uspokojenia v inej lokalite bydliska
a pomenovali ho ,,miestny stres".

Zakladnym prinosom tejto tedrie je zavedenie troch zakladnych faktorov: aspiracie,
pouzitel'nost’ priestoru a stres domacnosti, s osobitym dorazom na prostredie byvania.

Tedria byvania orientovana na spokojnost’ s byvanim

Autormi tejto tedrie su G. C. Galster a G. W. Hesser (1981), ktori formulovali jednu
z prvych definicii spokojnosti so zivotom s cielom vyhodnotit/, v rdmci svojho vyskumu,
dosah rozhodnuti jednotlivca alebo domacnosti — ako sa ich stcasna situacia zhoduje s
ich idedlnou Zivotnou situaciou a buducimi ocakavaniami. Ich spokojnost’ alebo nespo-
kojnost’ s byvanim zavisi od aktuélnej situacie a od potrieb pri trvalych zmenach. Studie
spokojnosti s byvanim sa zameriavajl, najmé na analyzu obytnej jednotky a jej okolia.
V takomto vyskume, je tazké definovat’ pojem okolia, susedstva, pretoze neexistuje
pevne charakterizovana geograficka oblast’ alebo ohraniCenie, jednoznacne zalezi na
vnimani priestoru jednotlivcom, pripadne domacnost’ou.

Spokojnost’ s byvanim je v tejto tedrii ovplyvitovana tromi faktormi: objektivne cha-
rakteristiky domacnosti, objektivne znaky prostredia byvania a subjektivne prvky, ktoré
su chapané ako blahobyt definovany individualnym vnimanim, hodnotami a aspiraciami
(Galster, 1987; Diaz-Serrano, 2006). Objektivne znaky mozu zahffat charakteristiky
obydlia (byt, dom) a to velkost, poCet miestnosti, priestorova organizacia atd'., zatial' ¢o
objektivne vlastnosti okolia byvania mozu byt tieto: pristup do bytovej jednotky, pocet
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parkovacich miest, blizkost’ a velkost’ zelenej plochy, socialne sluzby atd'. Zacielene vy-
skumov na meranie spokojnosti s byvanim (vSetkymi autormi pracujlcimi s touto ted-
riou) je orientované na subjektivnu spokojnost s byvanim, ktora je rozdielna medzi roz-
nymi skupinami domacnosti alebo fazami Zivotného cyklu rodiny.

Z tohto d6vodu autori v ramci tejto tedrie pracuju s tzv. tedriou l'udského rozvoja
(ang. The Theory of Human Development) Charlotty Biichlerovej, pretoze potreby by-
vania jednotlivca alebo rodiny nie su rovnaké v ¢ase kulminacie ako v obdobi poklesu,
dosiahnutia ciel'ov alebo pocitu zlyhania. Ak existuje nespokojnost’ s byvanim v konkrét-
nej faze Zivotného cyklu je potrebné zmenit' vlastnosti byvania alebo zmenit' prilezitost’
na byvanie. Model psychologického vyvoja l'udského zZivota sa rozklada do piatich faz:
0-15 rokov, faza progresivneho rastu, 15-25 rokov, faza rozmnozovania, 25-45 rokov,
faza kulminacie, 45-65 rokov, faza poklesu reprodukcie, 65 rokov a viac, je obdobie na-
plnenia ciel'ov alebo pocit zlyhania.

V tejto teodrii prvky susedstva a zivotného prostredia su sekundarnymi ukazova-
tel'mi, hoci by mohli byt’ kl'iCovymi. Pretoze, ¢im niZzSia je spokojnost’ s byvanim, tym je
pravdepodobnejsie, ze sa domacnost prestahuje do iného typu bytovej jednotky alebo
inej lokality. Korelaciu medzi tymito dvomi premennymi zaznamenal L. Diaz-Serrano
(2006), ktory vo svojom vyskume dospel k zaveru, ze spokojnost’ s byvanim sa zvysi
prestahovanim sa do primeranejSej a pritazlivejSej bytovej jednotky alebo lokality.

Vysledky vyskumov potvrdzujd, ze spokojnost’ s byvanim je subjektivna kategodria
usudku, nie je konStantnd a nevztahuje na vSetky demografické skupiny. Na zaver vy-
jadrujeme stanovisko, Ze spokojnost’ s byvanim patri medzi vyskumy buducnosti a bude
atraktivny pre rozne discipliny od psycholdgie po geografiu, i marketing. Vela profesii,
povolani a pozicii sa zaobera byvanim, ktoré ovplyvnuje celkovu kvalitu Zivota jednotlivca
alebo rodiny. Tato tedria vytvorila priestor pre rozvoj tedrie Uprav byvania, ktor( taktiez
predstavime.

Teoria formovania impresie (tedria formovania dojmov)

Pri tedrii formovania impresie alebo formovania dojmov (ang. The Theory of Im-
pression Formation) je potrebné vysvetlit, ¢o rozumieme pod formovanim dojmov — je
to vysledok pOsobenia vonkajSich podnetov na zmysly, na mysel’ ¢loveka. Tuto tedriu
zaviedol S. Asch v roku 1964 (1964) vo svojom vyskume, kde pouZil experimentalnu
metddu na skimanie procesu tvorby a formovania dojmov. Zistil, Ze skorsie informacie,
ktoré jednotlivec ziskal, ovplyviiuju formovanie prvého dojmu a tento jav nazval ,pri-
matny efekt", teda efekt geneticky zdedeny po primatoch, nie¢o ako nepodmieneny ref-
lex. Aj ked bola tedria zamerand na formovanie dojmov Cloveka, v neskorSich vy-
skumoch nasla uplatnenie pri Studiu spokojnosti s byvanim. Ak zaujemca — zakaznik
hlada nové byvanie a ziska o fom urcité informacie, i ked' byt zatial' osobne nevidel,
tato informacia ovplyvnila jeho prvy dojem pri obhliadke novej bytovej jednotky. L. A.
Brown a D. B. Longbrake (1970) doplnili Aschove tvrdenie, Ze formovanie dojmov zavisi
od minulych skisenosti a dochadza k procesu formovania prvého dojmu tak rychlo, Ze
jednotlivec nedokaze vcas vidiet, resp. hodnotit' vyhody alebo nevyhody objektu, na
ktory sa pozera.

V pripade vyberu nového byvania je lepSie nespoliehat’ sa na prvy dojem, to zna-
mena, Ze zaujemca o kipu, prendjom by sa nemal spoliehat’ na selektivne pozorovanie
s tendenciou vidiet’ iba atriblty, ktoré su v sulade s jeho potrebami a hodnotami. Dalej
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je dolezité, i skorSie informacie su pravdivé, Uplné alebo z akého zdroja informacie
pochadzaju. M6ze nastat’ prvy falosny dojem sposobeny klamlivymi informaciami. Preto
sa v tejto tedrii kladie doraz na presnost’ informacii, pretoze je vedecky dokazané, ze
l'udia doveruji prvému dojmu. Tedria tvorby impresie sa Casto uplatiiuje v architektire
a v interiérovom dizajne pri tvorbe priestorovej organizacie, ktora ovplyviuje l'udské
spravanie a spokojnost’ s byvanim v urcitom priestore.

Behavioralna teodria o byvani

Behavioralny pristup k vyskumu byvania sa zacal uplatiovat’ v polovici 60. rokov
minulého storocia ako reakcia na kritiku pozitivistického pristupu. Obhajcovia behavio-
ralnej tedrie boli a s mimoriadne kriticki voci pozitivistickym geografickym stddiam,
ktoré chapali spravanie jednotlivca ako subor racionalnych rozhodnuti ekonomického
Cloveka (Jackson & Smith, 1984). Spravanie jednotlivcov v geografickom kontexte pro-
stredia bolo skimané najviac v oblasti socialnej mestskej geografie. Vyskum bol zame-
rany na vyber umiestnenia byvania vo vztahu ku geografickym podmienkam. Vyber
miesta a typu byvania jednotlivcov a domacnosti vychadzal z osobnych hodnoteni a sub-
jektivnych rozhodnuti, geografické rozhodovanie a spravanie zaclenili do aplikacného
systému. Podla hodnoteni, vyskumnici uviedli, Ze vo vnutri domacnosti existuji dva typy
tlakov: vnitorné tlaky tykajuce sa potrieb, tizob a hodnot domacnosti a externé tlaky,
ktoré zahfnaju dolezitost’ byvania a Uroven okolia/susedstva. Vysledkom kontaktu oboch
tlakov je tzv. ,place utility", co mozeme preloZit’ ako Uzitkovost’ miesta, lokality (Carter,
1995).

Podl'a H. Cartera (1995), vyuZitie priestoru predstavuje individudlnu Uroven spo-
kojnosti alebo nespokojnosti s urcitym obydlim a umiestnenim. Ak nastane nezhoda me-
dzi vyuZitim priestoru, resp. realnymi moznostami vyuzitia a potrebami domacnosti, je
Ziadlce nové umiestnenie — prestahovanie. Behavioralna tedria byvania je Ciastocne
pokracovanim ekonomického pristupu k byvaniu, doplnenim vyznamu rodiny a socialno-
ekonomického stavu pri zmenach v domacnosti (Rebernik, 2002).

L. A. Brown a E. G. Moore (1970) tiez pisali o vyuzivani priestoru, t. j. o vyhodach
poskytovanych miestom bydliska a (meranej) spokojnosti s byvanim na zaklade umies-
tnenia obydlia. Zistili, Ze ak nie je spokojnost’ v tejto premennej, je to najfrekventova-
nejsi dovod hl'adania atraktivnejSieho miesta byvania. Rozdiely sa vyskytuju v potrebach
a preferenciach jednotlivcov alebo domacnosti v tom, ¢o ofakavaju od miesta bydliska.
Behavioristi, vo vSeobecnosti vo svojom pristupe (nielen v oblasti byvania), spochybriuju
matematické modely, najmé ekonometrické techniky pri hodnoteni spokojnosti s byva-
nim. Pri hodnoteni lokality byvania, ktorému sa spolu s charakteristikami okolitého pro-
stredia najviac venovali, preferuji vnimanie respondentov. Medzi tieto oblasti vnemov
patrili socidlne a psychologické Cinitele, aj aktualne pocity jednotlivcov, ktorych vnimanie
sa spravidla liSi v hodnoteni ekologického prostredia, dostatku relevantnych informacii
a pod. Faktory ktoré ovplyviiuju spokojnost’ s byvanim ako premenné sa nazyvaju so-
cialno-geografické filtre a zahffiaju vekovu Strukturu, Groven vzdelania, ekonomicky po-
tencial a finan¢nu situaciu domacnosti, Uroven priputanosti a zavislosti od prirody, kul-
tdry, d'alej nabozensky a narodny pévod a osobné motivy, city i politickl angazovanost'.
D. Rebernik (2002) doplnil kritéria o poriadok a Cistotu bytového prostredia, ekologické
podmienky, bezpec¢nost/, dopravu a susedské/komunitné vzt'ahy (Rebernik, 2002).
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Postoje jednotlivcov k podmienkam a kvalite byvania su pre behavioristov zaklad-
nymi vychodiskami a tieto postoje by mali tvorit’ zaklad mestského planovania, pretoze
bez poznania potrieb a Zelani obyvatel'ov urcitého priestoru bude jeho rozvoj a pokrok
limitovany.

Teoria hedonistického ergometra

Autormi tedrie si P. Brickman a D. T. Campbell a svoju tedriu prezentovali pri ich
vyskume na zaciatku 70. rokov 20. storocia. Tato teoria je zalozena na Stasti a pohode
jednotlivca, pri jeho subjektivnom pristupe a kl'i¢ovym pojmom je ,adaptacia“. Tedria
je Casto pouzivana na vysvetlenie slabého dopadu Zivotnych podmienok na blahobyt
jednotlivca (Brickman, Campbell, 1971; Diener et al., 2006). Autori tvrdia, Ze St'astie
I'udi, pohoda alebo potesenie sa zmeni, ked’ pride k vyznamnej udalosti, k zmene v Zivote
l'udi (napr. prestahovanie do iného bytu, lepsi susedia, zlepsenie okolia), ale uvadzajy,
Ze zmeny po adaptacnom obdobi, teda emdcie a pocity, sa vracaju do neutralnej polohy.

Teoria hedonistického ergometra je beZne vyuzivanou tedriou vysvetlujlicou feno-
mén adaptacie v sicasnom sociologickom vyskume. Obsahuje niekol'ko koncepcii ako
napriklad: zvyknutie si na opakujlce sa udalosti, nereSpektovanie podnetov, citlivost' na
afektivny systém k zmenam v prostredi a sic¢asné ignorovanie konstantnych podnetov
(Diener et al., 2006; Wilson, Gilbert, 2008). Do rozpracovania tedrie prispeli viaceri autori

.....

»obdobie neutrality" je skor pozitivne obdobie ako negativne.

Je doleZité uviest, Ze tedria hedonistického ergometra je tedriou Ucinkov a nie te-
oriou kognitivneho hodnotenia zivota cloveka a hodnotenia spokojnosti so zivotom. To
znamena, Ze ak je narusena existujlca rovnovaha, nastava adaptacny proces, po ktorom
sa Uroven spokojnosti vrati na povodnd Uroven. Zakladna kritika tejto tedrie roznymi
vedcami z roznych vyskumnych oblasti smeruje k doérazu na subjektivne hodnotenie.
Subjektivne hodnotenie spokojnosti, napriek objektivnemu zlepseniu, je alebo moze byt
rovnaké. Dolezita je i predchadzajlca skusenost, pretoze ak Uroven, kvalita byvania bola
horsia, tak najmensi pokrok znamena spokojnost’ a naopak. Tedria je urcite prispevkom
k rozvoju porozumenia spokojnosti s byvanim, najma v oblasti subjektivnych faktorov.

Teodria orientovana na Gpravy byvania

V ramci tejto tedrie sa na domacnosti pozera tak, Ze zhodnocujl svoje byvanie z
hl'adiska kultirnych noriem a rodinnych noriem. Ak byvanie nesplfia normy, vedie to k
nespokojnosti a vznika tendencia znizit' normativny deficit. Reziden¢na mobilita, adap-
tacia byvania a adaptacia rodiny/domacnosti st sposoby Uprav, ktoré sa pouzivaji na
znizenie deficitov. Tedria patri k najcitovanejSim v rdmci spektra Studii o spokojnosti s
byvanim. Pocetni autori Stidiu pouzili v pracach o preferenciach byvania, o mobilite v
byvani a o rozhodovani roznych vekovych skupin, najmé medzi starSimi vekovymi sku-
pinami.

E. W. Morris a M. Winter (1975) st zakladatel'mi tejto tedrie a hodnotia spokojnost’
s byvanim zaloZzent na kultirnych a rodinnych normach, dalej vychadzaji z potreby
udrZania bytovej rovnovahy v domacnosti. Tato rovnovaha je charakterizovana ako tok

spokojnosti (teda subjektivne hodnotenie) s byvanim, ktoré je v stlade s urcitymi nor-
mami. Bytové normy zahffaji: Struktiru byvania, druh a kvalitu bytovej jednotky, dis-

115



Studia commercialia Bratislavensia Cislo/No.: 41 (1/2019); RocC./Vol.: 12

ponibilny priestor, vydavky spojené s vyuzivanim byvania a spokojnost’ s okolim. Zaklad-
nou otazkou je, ¢i normy byvania s rovnaké pre vsetky vekové, etnické, kultirne a iné
skupiny. Rovnost’ alebo nerovnost’ noriem robi tito tedriu nelplinou.

Teoria orientovana na Upravy byvania je prepojena s koncepciou Zivotného cyklu
rodiny. Normy spokojnosti nie su stale, to znamena, Ze sa menia v roznych rodinnych
cykloch. Napriklad v cykle, kde su v rodine malé deti, to mbze byt’ priestorovy deficit v
kvalite byvania pre deti rozneho pohlavia, ak maju spolo¢nu spalfu alebo bytovy priestor
nezodpoveda predpisanym normam. Takyto nedostatok moze alebo skor urcite indikuje
aktualnu alebo trvalt nespokojnost’ jednotlivca i domacnosti.

Prispdsobenie byvania moze zahfiat’ aj zmeny v obytnom priestore ako je rozde-
lenie, resp. prerozdelenie vnitorného usporiadania a pod. Tieto Upravy mozu byt": nor-
mativne — zmena noriem domacnosti (spravidla znizenie Grovne), kompozicné — novy
¢len domacnosti alebo odchod niektorého ¢lena; organizacné — zmena Stylu organizova-
nia chodu domacnosti (Steggell et al., 2001). Teda norma, ktora by mohla byt naplnena
po prisposobeni sa vztahuje spravidla na Upravy bytového priestoru, druh obydlia a
kvalitu bytovej jednotky. Na druhej strane, pri dlhotrvajlcej nespokojnosti, vznika jeden
alebo viac deficitov, nie je mozné ich vyrovnat’ vac¢Sou spokojnost’ s inou normou. Tuzba
po zmene je pomerne silna a podporuje rezidencn mobilitu.

Kl'G¢ovym predpokladom tejto tedrie je, Zze nespokojnost’ s byvanim je podmienena
vlastnostami jednotlivca, ktoré suvisia s napravnym procesom. Implementéacia tychto
procesov zavisi od moznosti domacnosti, ktoré mézu byt’ limitované napriklad nizkymi
prijmami domacnosti. Aj ked’ tento pohl'ad pontka rieSenie nespokojnosti s byvanim, jej
postulat, ak existuji obmedzenia v domacnosti, je takmer nedosiahnutelny.

Tedria byvania orientovana na ceny, nakladova tedria byvania

Tedria byvania orientovana na ceny (ang. The Housing Price Theory) sa objavila v
80. rokoch 20. storocia a zacina predpokladom, ze spokojnost’ s byvanim rastie Umerne
s rastom nakladov (teda ceny byvania) (Stokols & Shumaker, 1982) a existuje nasledny
spokojnost’ s byvanim. Tedria ma obe, pozitivne aj negativne stranky. Pozitivha stranka
tedrie sa spolieha na to, ze dosiahnut( spokojnost’ s byvanim je potrebné zachovat, v
takom pripade ciel' zd6vodniuje prostriedky. To znamenad, ak su alokované vyssie naklady
znamenaju neustalu spokojnost’ s byvanim a tedria je opravnena. V pripade, Ze spokoj-
nost’ s d'alSimi zlozkami kvality Zivota sa znizuje, z dovodu nakladov na byvanie, otazkou
je, nakol'ko sa kvalita Zivota celkovo zvysila alebo znizila. E. Diener et al. (2009) uviedli
priklad, ak lepsi a krajsi dom alebo byt vyzaduje dlhsiu cestu do prace, ktora by mohla
byt zdrojom dodatocného stresu, znizenia rozsahu volného Casu a zaroven dovodom
zvysenia nakladov (v dosledku prediZenia dopravy). Na druhej strane, proces mdze byt
i obrateny. LepSie umiestnenie byvania znamena kratSiu dobu cesty do prace, Usporu
vol'ného Casu a znizenie nakladov.

O negativach pisalo viacero autorov v suvislosti s vplyvom na socialne vzt'ahy po
presidleni (Diener & Seligman, 2004). Socidlne vzt'ahy su dolezitym ukazovatelom kvality
Zivota a kvalita klesa pri ¢astom stahovanim. Podla klasickej ekonomickej tedrie by mala
existovat’ rovnovaha medzi pozitivnymi Gc¢inkami zmeny bydliska, lepSou kvalitou bytovej
jednotky a sUvisiacimi nakladmi. Trh nehnutelnosti by mal prevziat' zakladnu Ulohu a
zvySovat’ ceny nehnutel'nosti, ked’ dopyt rastie a naopak. Preto N. Nakazato et al. (2010)
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dospeli k zaveru, Ze novinkou v tedrii nakladov je predpoklad, Ze prest'ahovanie nevedie
k zmenam v kvalite Zivota, pretoze spokojnost’ s byvanim je spojena s nakladmi v inych
oblastiach Zivota. Tu dodavame, ze potom je to o zivotnych prioritach alebo preferen-
ciach. V tejto tedrii ma vyznam priamy vplyv veku, vzdelania, prijmov domacnosti a inych
faktorov, od ktorych zmeny k lepsim podmienkam byvania zavisia, resp. moznosti k zme-
nam. Aj ked’ je logicky predpoklad, ze vzdelanejsi jedinci maji vyssi prijem a mozu si
dovolit’ lepSie byvanie, nemusi to tak vzdy byt. I z tohto dovodu tato tedria, ako sme
uviedli, ma nevyhody a tak sa neda uplatnit’ vo vsetkych aspektoch.

Teoria aspiracnej Spiraly
Pojem aSpiracia je uvedeny i v tedrii mobility. PGvodna definicia bola doplnena

dalSimi autormi (Diener et al. 2006; Nakazato et al., 2010), ktori prispeli k jej rozvoju.
Je to relativne nova, zatial bola podporena len mensim rozsahom vyskumov.

Specialny prispevok k tedrii uskutocnil A. Stutzer (2004), ktory ju vysvetlil ako nové
ponatie aspiracie ,,... zlepSenie, po ktorom sa Clovek snazi zlepSovat™. Ak si jednotlivec
zlepsil podmienky byvania a dosiahol Zelant spokojnost’, po uréitom obdobi mo6ze zvysit’
ocakavania a Zelania na vyssiu Uroven. V diskusii o spokojnosti s byvanim, Chombart de
Lauwe (1959) pisal ,,... o cykle potreba — aSpiracia — potreba. Pozitivom tejto tedrie je,
Ze vyskum alebo aplikacia nemusi obsahovat’ socialne porovnania. V tomto pristupe ne-
existuju Ziadne porovnania s normami alebo s inymi skupinami l'udi, ktori maju rovnaké
alebo podobné podmienky byvania, ak sa usiluju o dosiahnutie vlastného ciel'a. V tejto
tedrii je hodnotenie spokojnosti s byvanim zamerané na ¢o l'udia nemaju a nie na to, ¢o
maju (Nakazato et al., 2010).

Teoria aspiracnej Spiraly podla jej zamerania na predikciu je podobna tedrii hedo-
nistického ergometra spokojnosti s byvanim. Hlavny rozdiel je v tom, Ze v tedrii aspirac-
nej Spirdly kognitivne hodnotenia sa menia, teda hedonisticky ergometer predpoveda
neustaly narast spokojnosti s byvanim a aspiracna Spirala predpoklada adaptacné Gcinky
(Nakazato et al., 2010). Tato tedria ma sice vel'a podobného s predtym uvedenymi ted-
riami, ale je odliSna je prave v tom, Ze sa spolieha ,,... na to ¢o jednotlivec nema"“, na
rozdiel od ostatnych ktoré st zamerané na spokojnost’ s tym, ¢o uz jednotlivci, domac-
nosti maju.

2.2 Spokojnost’ s byvanim — podnety a désledky pre spotrebitel’'sky
marketing

Je chybou domnievat’ sa, Ze byvanie a marketing si prepojené len cez trh nehnu-
tel'nosti bytov a rodinnych domov. Prave moderna paradigma marketingu — tvorby a do-
davania hodnoty, potvrdzuje intenzivnejsie previazanie marketingu s byvanim, a to nie-
len v procese budovania rodinnych domov a bytovych domov, ale pri najma pri napifiani
hlavnych parametrov kladenych na byvanie — kvalita byvania a spokojnost’ s byvanim.

Ak chceme formulovat’ vzajomné interakcie spotrebitel'ského marketingu a byvania
(najma uvedené dva hlavné faktory) je nutné, aby aplikovany pristup marketingu skimal
tieto oblasti:
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e vyvoj funkcii byvania a sucasné trendy napriklad: byvanie a praca, byvanie
a vol'nocasové aktivity,
funkcie byvania a Zivotny cyklus rodiny, viacgenerac¢né byvanie,
kvalita byvania — dimenzie a aspekty kvality byvania a ich vyvoj, spotrebitel'ské
preferencie vo vztahu k hlavnym prvkom kvality byvania,

e skupiny faktorov makroprostredia ovplyviujucich dostupnost’ a kvalitu byvania:
demografické trendy, socidlno-ekonomické podmienky, urbanistické, architek-
tonické, technologické faktory spojené s vystavbou, UdrZzbou a renovaciou by-
tovych domov a rodinnych domov, legislativno-politické faktory,

e spotrebitel'ské spravanie, najma trendy v Zivotnych Styloch s priamym vplyvom
na poziadavky na byvanie, ale i ekologické, (nizko)energetické prvky v poZzia-
davkach na kvalitu byvania,

e nové technoldgie, nielen v stavebnych cinnostiach, ale i utvarajlice prostredie
bytov a domov, zvySujuce kvalitu a spokojnost’ s byvanim,

e bezprostredné okolie byvania a potreby dostupnosti zakladnych produktov
a sluzieb az po sofistikované sluzby zvySujlce kvalitu, spokojnost’ s byvanim
a atraktivnost’ lokality.

Marketing vo svojich cielenych aplikaciach sa doteraz nevenoval ucelenejsiemu skd-
maniu kvality a spokojnosti s byvanim a priamemu alebo nepriamemu dosahu na prile-
Zitosti pre spotrebitel'sky marketing. Uvedené konstatovanie plati pre Slovensko
a i tymto ¢lankom chceme podnietit’ d'alSiu diskusiu a vyskum.

Zaver

Hlavny zamer vyjadreny v cieli clanku sme naplnili v prehl'adnom predstaveni hlav-
nych charakteristik tedrii byvania a teodrii orientovanych, ¢i aplikovanych na byvanie.
Spolu chronologickym usporiadanim vyvoja teoretickych pristupov a zdéraznenim ich od-
liSnosti a Specifik.

Syntéza zaverov je vyjadrena v hodnoteni naplnenia vyskumnych otdzok, a to na-
sledovne:

Wskumna otdzka 1— i chronologickym usporiadanim jednotlivych charakteristik te-
orii byvania, resp. teorii orientovanych, ¢i aplikovanych na byvanie sme poukazali na
vyvoj, ktory smeroval od sUstredenia sa na tzv. objektivhe parametre byvania, postupne
k subjektivnemu hodnoteniu byvania, ktoré sa prvykrat prejavilo v tedrii mobility. Na-
sledne tvori objektivne i subjektivne hodnotenie byvania sucast’ vSetkych tedrii, az po
tedriu aspiracnej Spiraly, snad’ s vynimkou behavioralneho pristupu k byvaniu.

Wskumna otdazka 2 — obsahové zacielenie tedrii byvania sa vyvijalo postupne. Vni-
manie kvality a spokojnosti s byvanim jednotlivcami, domacnostami nebolo spociatku
predmetom skimania, az tedria orientovana na spokojnost’ s byvanim formulovala tri
hlavné faktory: objektivne charakteristiky domacnosti, objektivhe znaky prostredia by-
vania a subjektivne prvky byvania, ktoré tvoria stcasny pristup k hodnoteniu kvality by-
vania a spokojnosti s byvanim.

Vzhl'adom na limitovany rozsah sme uviedli smery zamerania aplikovaného marke-
tingu, ktory cez trendy formujlcich sa poziadaviek na kvalitu a spokojnost’ s byvanim
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moze priniest’ nové podnety pre podnikatel'ské modely a identifikovat’ nové trhové pri-
lezitosti v oblastiach stvisiacich s byvanim.
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Priemysel 4.0 - vyzvy, ocakavania, dosledky

Ingrid Potiskoval

Industry 4.0 - Challenges, Expectations, Consequences

Abstract

Industry has experienced of its own revolutions in human history. Behind these revolu-
tions has always been the inventions and the subsequent use of new production tech-
nologies. These revolutions were followed by a massive increase in production and an
increase in production capacity. Today, we can observe a new industrial revolution that
encourages rapid development and rapid deployment of new technologies. This is the
so-called 4th Industrial Revolution often referred to as Industry 4.0. In order to select,
name and describe selected Industry 4.0 piles, we collected information from available
resources and processed them into the present article. The analysis of the individual
parts of the selected problem allowed us to better understand the problem as a whole
in its functioning, and in the synthesis we could observe the mutual and essential con-
nections between the various components of the monitored issue.
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Uvod

Pod pojmom priemyselna revollcia si predstavujeme obdobie zavadzania zmien
vyrobnej technoldgie, ktora sa uplne lisi od tej, ktora bola vyuzivana v minulosti. Prie-
myselné revollcie zasiahli do Zivota nasej civilizacie niekol'kokrat a zakazdym ho vyrazne
zmenili. Prva priemyselna revollcia sa datuje do obdobia 18. storocia, ked’ sa zacina
vyuzivat' sila pary a ked’ tkacske stroje nahradzaju robotnikov v manufaktirach. Presun
pracovnikov z polnohospodarstva do mestskych fabrik zmenil tvar krajiny, aj socialnu
Struktdru spoloc¢nosti.

Druha priemyselna revollcia sa zacala v 19. storo¢i objavenim elektriny a zavede-
nim montaznej linky do vyroby. Zvysila a zlacnila produkciu automobilov a vSetkého spo-
trebného tovaru. Zaroven opat’ zredukovala potrebu poctu pracovnikov vo vyrobe. Eko-
nomika to kompenzovala vytvaranim novych pracovnych miest v oblasti sluzieb.

Tento trend pokracoval aj s prichodom tretej priemyselnej revollcie v polovici 20.
storocia spojenej so zavadzanim automatizacie a robotizacie vyroby, prostrednictvom
CiastoCnej automatizacie pomocou pamatovo programovatelnych ovladacich prvkov a
pocitacov. Od zavedenia tychto technoldgii sme teraz schopni automatizovat’ cely vy-
robny proces — bez pomoci Cloveka. Znamym prikladom su roboty, ktoré vykonavajd

! Ing. Ingrid Potiskova, PhD., Ekonomickd Univerzita v Bratislave, Obchodna Fakulta, Katedra informatiky
obchodnych firiem, Dolnozemska cesta 1, Bratislava, E-mail: ingrid.potiskova@euba.sk
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naprogramované ulohy bez zasahu Cloveka. Roboty a manipulatory odburali v montaz-
nych halach, a nielen tam, vacsinu fyzicky narocnej prace.

NajCastejsie pouzivany nazov pre Stvrtl priemyselnd revollciu — Industrie 4.0 —
prezradza dve doblezité okolnosti. Namiesto anglictiny pouZiva nemcinu, ¢o dnes vo svete
hi-tech nebyva zvykom (hoci sa rychlo presadzuje aj oznacenie Industry 4.0), lebo kon-
cept ma povod v Nemecku. Vznikol na podnet nemeckej vlady na zaciatku tohto desat-
roCia, ked’ analyzovala désledky novych technoldgii na hospodarstvo krajiny.

~Priemysel 4.0" vychadza z vysledkov tretej priemyselnej revollcie. Vyrobné sys-
témy, ktoré uz vyuzivaju pocitacové technoldgie, sa rozsiruju prostrednictvom sietového
pripojenia a umoziuji komunikaciu s inymi zariadeniami. Toto je dalSi krok v automati-
zacii vyroby. Prepojenie sieti vSetkych systémov vedie ku ,kyberneticko-fyzickym vyrob-
nym systémom®. Vznikaju inteligentné tovarne, v ktorych vyrobné systémy, komponenty
a l'udia komunikuju prostrednictvom jednej siete a vyroba je takmer autonémna.

Kazda z tychto revollcii priniesla technoldgie, aj na zaklade ktorych mohla prebeh-
nat’ ta dalsia.

1 Metodika prace

Industry 4.0 je vSade okolo nas, len si to priliS nevsimame. Nositelom tychto zmien
je digitalizacia vyrobkov, digitalizacia a optimalizacia vSetkych podnikovych procesov,
vratane sluzieb. Koncepty Industry 4.0 uz dnes prenikaju do vyrobnych procesov firiem,
rovnako ako aj do kazdodenného zivota jednotlivca. Pprejav Industry 4.0 mdzeme sle-
dovat’ napriklad v tom, Ze sme presli od knihkupectva k elektronickej knihe, od Zlatych
stranok k internetovému obchodu, ¢i od klasického taxi k aplikacii na zdiel'anie vozidla.

Svet Industry 4.0 je postaveny na tom, Ze l'udia, stroje, zariadenia, logistické sys-
témy a produkty dokazu navzajom priamo komunikovat’ a spolupracovat. Vysledkom
toho je vyuZitie obrovského mnoZstva doteraz nezachytenych a nespracovanych infor-
macii pre podstatne rychlejSie a lepSie rozhodovanie o vyrobnom procese, ¢i rozhodova-
nie o beznych veciach.

S ciel'om selektovat’, pomenovat’ a popisat’ vybrané piliere Industry 4.0 sme z do-
stupnych zdrojov zbierali informacie a spracovali ich do predkladaného ¢lanku. Analyza
jednotlivych Casti vybraného problému ndm umoznila lepsie poznat’ dany problém ako
celok v jeho fungovani a d'alej v ramci syntézy sme mohli sledovat’ vzajomné a podstatné
suvislosti medzi roznymi zlozkami sledovanej problematiky.

2 Vysledky a diskusia

Momentalne sme sucast'ou Stvrtej priemyselnej revolicie. Medzi dolezité piliere
tejto revollcie patri Internet veci (Internet of Things (IoT), inteligentné tovarne a efek-
tivne planovanie vyroby a tieZ umela inteligencia). Hlavnou myslienkou vsetkych proce-
sov je, ze komponenty a vyrobné stroje zbieraju a zdiel'aju data v redlnom case.
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Niektori autori porovnavaju toto obdobie k ,,druhému veku strojov" v zmysle efektu
digitalizacie a umelej inteligencie na ekonomiku a poukazuju na dolezitost’ tohto pokroku
tiez v biologickych technoldgiach. Ako sucast’ tejto revollcie pozorujeme vznikajlce
technologické prelomy v odvetviach ako umela inteligencia, robotika, internet veci, au-
tondmne vozidla, 3D tlac, kvantové pocitace a nanotechnoldgie.

Priemysel 4.0 v kontexte technologicko-vyrobnych firiem sa sklada zo 4 dizajnovych
principov celého konceptu. V sulade s tymito principmi pristupujd vyrobné spoloCnosti
k tvorbe a implementacii vlastnych scenarov Priemyslu 4.0.

¢ interoperabilita: Ide o schopnost’ strojov, zariadeni, senzorov a l'udi sa na-
vzajom spajat’ a komunikovat’ prostrednictvom IoT alebo Internet of People
(ToP). Implementaciou IoT je mozné do vel'kej miery automatizovat’ cely proces
vyroby.

e informacna transparentnost’: Ide o schopnost’ informacnych systémov vy-
tvorit’ virtualnu kopiu fyzického sveta obohatenim digitalnych tovarni o data zo
senzorov. Tento proces vyzaduje zoskupenie fyzickych dat zo senzorov do kom-
plexnejSich a hodnotnejsich kontextovych informacii.

e technicka asistencia: Pod tymto pojmom rozumieme schopnost’ asistenc-
nych systémov podporovat’ l'udskych pracovnikov tak, ze zhromazd'uju a vizu-
alizuju zrozumitel'né informacie. Cielom tohto procesu je tvorba rozhodnuti a
rieSeni urgentnych problémov v kratkom ¢asovom pasme.

e decentralizované rozhodnutia: Ide o schopnost’ kyber-fyzikalnych systé-
mov tvorit’ vlastné rozhodnutia a vykonavat’ Ulohy ¢o najviac autondmne. Su
Ulohy delegované, na vyssSiu Urovern inteligentnej tovarne su Glohy delegované
iba v pripade vynimiek, intervencii alebo konfliktnych ciel'ov.

2.1 Technoldgie pre novil priemyselni revoliciu

Viaceré technoldgie, ktoré st vyvijané v ramci konceptu Industry 4.0, su uz dnes k
dispozicii, na vyvoji dalSich sa intenzivne pracuje. Celé tovarne sa vdaka nim stanud
rekonfigurovatel'né. Bud schopné sa rychlo transformovat’ a vyuZitie umelej inteligencie
sposobi, Ze ich spravanie sa bude Coraz viac podobat’ Zivym organizmom. Podmienkou
je, aby v inteligentnej tovarni doslo k ich prepojeniu. Spolo¢ne prinest Uplne novu kvalitu
do priemyselnej vyroby a postupne aj do spracovatel'ského priemyslu.

Ciel'ovy stav firmy je digitalny podnik. V fiom budu digitalne prepojené a riadené
vSetky podnikové procesy. Cez SMART pristup bude komunikacia prebiehat’ digitalne so
zakaznikmi, s dodavatel'mi, s ostatnym prostredim. V ramci tejto komunikacie sa budu
vyuzivat' inteligentné siete, SMART budovy, SMART logistika.

Moderna tovaren bude mat':

o inteligentné stroje — stroje schopné M2M (machine-to-machine) komunika-
cie, komunikacie s inymi zariadeniami a samozrejme so svojimi 'udskymi ko-
legami.

¢ inteligentné zariadenia - v tejto kategorii s zahrnuté prepojené zariade-
nia ako napriklad senzorové zariadenia, mobilné zariadenia, operacné zariade-
nia a iné.
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o inteligentné vyrobné procesy — ide o dynamicku, efektivnu, automatizo-
vanu a real-time komunikaciu procesov pre management a kontrolu dynamic-
kého vyrobného prostredia podporovaného IoT.

¢ inteligentnu logistiku — ktora sama sa organizuje a dokaze okamZzite rea-
govat’' na necakané zmeny v produkcii.

Vel'mi dolezitou podmienkou na ceste k vytvoreniu digitalneho podniku je zber vset-
kych dat a ich masivne spracovanie. Dnes firmy mnohé data maju, len ich nespracova-
vaju a nevyhodnocuju dostatocne. Na zabezpecenie tych dat, ktoré si potrebné a zatial
sa nezbieraju, staCia pritom Casto velmi jednoduché senzory, napriklad obycajné Citacky
Ciarovych kédov a nasadenie primeraného softvéru, ktory data zozbiera, vyhodnoti a
zasle na centralne spracovanie. Rovnako dolezitym prvkom v kazdom podniku st komu-
nikacia a informovanost’. Tym, Ze podnik svoje procesy digitalizuje, zbiera a vyhodnocuje
data, ma kazdy pracovnik okamzite dostupné vSetky informacie potrebné na pracu.

Nastroje digitalneho podniku sa rozsiruju najma v automobilovom priemysle, ktory
naliehavo potrebuje flexibilitu, pruznu reakciu na poziadavky zakaznikov, potrebuje
skracovat’ vyrobné Casy, zvySovat’ kvalitu a efektivitu. V automobilke schadza z vyrobnej
linky kazdd minGtu iny model auta s rozliCnou vybavou, Co prinasa Uplne nové naroky
na systémy riadenia na vsetkych Urovniach. Technoldgie digitalneho podniku vsak po-
stupne prenikaju aj do inych odvetvi spracovatel'ského priemysiu.

Takyto vyrazny pokrok v oblasti vyrobnych technoldgii bude mat’ dopad nielen na
to, ako to vidime, samotny proces vyroby, ale najmé na to akym spésobom sa budu
spolo¢nosti vyrovnavat’' s moralnou strankou automatizacie, a to najma z pohladu na-
hradzovania l'udskych pracovnych pozicii vyrobnymi strojmi.

2.2 Umela inteligencia

Vyskum v oblasti umelej inteligencie (d'alej UI) je rozdeleny do niekol'’kych odvetvi,
ktoré sa zameriavaju na Specifické problémy, vedu k Specifickym vysledkom a vyuzivaju
vybrané nastroje na dosiahnutie tychto ciel'ov. Hlavnymi problémami, ktorymi sa zao-
bera vyskum UI, su uvaZovanie, znalost, planovanie, uCenie sa, spracovanie prirodze-
nych jazykov, predvidanie a schopnost’ hybat' a manipulovat’ objektmi. Hlavnym ciel'om
vSetkych snaZeni je vytvorenie VSeobecnej umelej inteligencie (Artificial general intelli-
gence), ktora by dokazala vykonat’ hocaku Ulohu, ktor( dokaze vykonat’ ¢lovek.

Metddy, ktorymi umeld inteligencia riesi problémy a hl'ada rieSenia, si preberané
od zauzivanych postupov, ktorymi sa riadia 'udia. M6Zeme teda povedat’, Ze umela in-
teligencia tvorena l'ud'mi bude z vécSej Casti vzdy vzorom svojho stvoritela. Ako hlavné
nastroje pre vypocty s zauzivané vyhl'adavanie a matematicka optimalizacia, neuro-
nové siete, metddy zaloZzené na Statistikach, pravdepodobnost’ a ekonomika. V dnesnej
odvetvi. Patria sem aj informacné technoldgie, matematika, psycholdgia, lingvistika,
filozofia, neuroldgia, umeld psycholdgia a mnohé iné.

V 70. a 80. rokoch minulého storocia sa vyvoj umelej inteligencie sustredil na me-
tédy rozpoznavania redi, textu, obrazu ¢i hlasovych sprav. V stUc¢asnosti su tieto techno-
l6gie Siroko dostupné v mnohych aplikaciach. Aktudlne sa vyvoj orientuje na strojové
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ucenie sa, autondmne rozhodovanie, spracovanie a vyuZzivanie poznatkov. Vyvijaju sa aj
programy, ktoré st schopné ucit’ sa na zaklade prebiehajlcej komunikacie.

Pocitace, ktoré boli iba bezduchymi strojmi pracujlcimi na zaklade svojho operac-
ného systému a aplikacnych programov, nepredstavovali Ziadny problém. Boli to sice
Sikovné zariadenia, ale stale len stroje. Zavedenim umelej inteligencie sa vSak vykonal
kvantovy skok, v ktorom sme stroje posunuli na vyssiu Uroven. Dalo by sa povedat, ze
Clovek pocitaCe oZivil. Riziko nezelaného spravania teda nepochybne hrozi aj zo strany
umelej inteligencie. Pokial' bude disponovat’ slobodnou vol'ou, bude schopna porusit’
nastavené pravidla, ak dojde k Zaveru, Ze z toho bude mat’ prospech. A to by mohol byt
problém.

Ako to mbze dopadnut, sa s istotou zatial’ predpovedat’ nevie. Okrem katastrofic-
kych scenarov prichadzaju do Gvahy aj menej hrozivé moznosti. Ak nds umela inteligen-
cia prekona ,rozdielom triedy", mozno l'udstvo prestane byt pre fiu zaujimavé.

Virtualna realita a umela inteligencia nepochybne zmenia nas svet a to nielen fy-
zicky. Ak podla filozofov je obraz nasej reality len odrazom nasho myslenia, a zmyslové
vnimanie takisto, aké svety dokaze stvorit’ umela inteligencia?

Prostrednictvom virtualnej reality mézeme do tychto svetov vstipit’ a dokonca v
nich zit'a mozno byt’ aj St'astnejsi. Niektori vedci sa vyjadruju v tom zmysle, Ze existencia
inteligentného vedomia vo fyzickom tele Cloveka je len istym vyvojovym Stadiom. Tym
dalsim a dokonalejsim vraj méze byt’ digitalna obdoba nesmrtel'nej duse, ktora v podobe
umelej inteligencie moze fungovat’ a rozvijat’ sa vecne.

Elon Musk? navrhuje vytvorit’ symbidzu 'udského mozgu a umelej inteligencie po-
mocou ¢ipovych mozgovych implantatov. Takéto ,nalievanie® vedomosti a schopnosti do
biolologického mozgu by ndm vraj pomohlo drzat’ krok s umelou inteligenciou v pocita-
Coch a v robotoch. Takyto ,,dusevny exoskeleton" sa moze stat’ pomdckou, ktora umelym
sposobom prinesie 'udom zdokonalenie v mnohych schopnostiach. Samotna premena
na kyborgov by bola dobrovolna a, analytici predpokladajui, dokonca popularna a Zia-
dana, tak ako su dnes vyhl'adavané plastické operacie s ciel'om krajsieho vzhladu.

Umela inteligencia, ktora nahradza spravanie l'udi, bude preberat’ oraz viac rutin-
nych kazdodennych cinnosti od nakupovania po riadenie automobilu. Ludia tak budu
mat’ viac Casu na komplexnejSie a kreativne Cinnosti. Skutocnost’ vSak nemusi byt az
taka optimisticka — UI ¢asom pripravi o pracu nielen robotnikov, ale aj mnoho tvorivych
pracovnikov, pretoze dokaze komponovat’ hudbu, pisat’ basne, alebo kreslit' na nero-
zoznanie od l'udi, ale lacnejsie.

Ak si uvedomime, Ze UI nie je len obycajna technoldgia, ale v kone¢nom dosledku
technoldgia, ktora sa dokdze ucit a vyvijat' sama a I'ahko sa mdZe pobrat’ vlastnou,
nepredvidanou cestou, zistime, Ze scenare vyvoja su neisté.

Je mozZné oCakavat, Ze umeld inteligencia zmeni kaZzdodenny zivot, ako aj biznis, v
mnohych ohl'adoch od zakladov. Aby sa tato zmena neudiala neZelanym sp6sobom, bude
potrebné UI drzat’ pod kontrolou a v pripade potreby si ponechat’ v zalohe ,hlavny vy-
pinac". V histdrii vieme najst’ dost’ prikladov, ked' sa vynalezy a technoldgie obratili proti

2 Elon Reeve Musk, FRS je inzinier, vynalezca, vizionar, podnikatel a filantrop. Ma juhoafrické, kanadské a
americké obcianstvo. Je generalnym riaditelom automobilky Tesla, Inc., a zaroven jej najvacsim akciona-
rom. Vlastni firmu SpaceX, ktora posobi v aerokozmickom priemysle.
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svojim tvorcom. Ziadny z nich véak nedosahoval kalibru umelej inteligencie, preto je
opatrnost’ namieste.

2.3 Internet veci

Na zaklade dostupnych definicii mozno strucne konstatovat, Ze pojem internet veci
(d'alej IoT) zahfna zariadenia navzajom komunikujlce cez internet, ¢loveka nevynima-
jac.

Internet veci je zakladnym pilierom Stvrtej etapy priemyselnej revollcie. Ocakava
sa, ze v najblizSich desiatich rokoch budu stroje i niektoré stciastky v nich schopné spolu
komunikovat'. V spojeni s d'alSimi technoldgiami, ako su digitalny podnik, inteligentné
roboty spolupracujlce s 'ud'mi, v spojeni s obrovskym mnozstvom dat, strojovym uce-
nim ¢i v spojeni s prvkami umelej inteligencie, ziska vyroba schopnost’ samoriadenia a
samoorganizacie. Bude to systém s decentralizovanym riadenim a autondmnym rozho-
dovanim — vznikne inteligentna tovaref, ktoru odbornici oznacuju pojmom kyberneticko-
fyzikalny systém. Ocakava sa rast produktivity priemyslu. Cas uvedenia nového produktu
na trh sa skrati na viac ako polovicu a vyrobcovia budu schopni rychlo reagovat’ na
poziadavky trhu. Zakaznici ziskaju individualizovany a Specializovany tovar za cenu na
Urovni masovej produkcie.

Internet veci, to nie su iba inteligentné tovarne, zasahuje aj do bezného prostredia.
Ako priklad je mozné uviest' televizor pripojeny na internet, inteligentny automobil,
chladnicku pripojenu na internet alebo elektronické zamky hotelovych izieb.

Pociatky IoT sa spajaju s RFID (Radio Frequency Identification). V tejto oblasti sa
¢asom zacali objavovat' nové, Coraz sofistikovanejsie zariadenia. Miniaturizacia a vyrazny
pokles cien zakladne suciastok umoznili vyrobu, ako aj hromadné nasadenie lacnych
senzorov a zariadeni, ktoré dokazeme velmi jednoducho pripojit’ do siete. To, ¢o bolo
kedysi doménou velkych firiem venujucich sa automatizacii, dnes sa stava stcast'ou
Internetu. Da sa povedat’, Ze Internet priniesol automatizaciu aj do domacnosti. A nie
len tam. V sUc¢asnosti m6zeme pozorovat' dva hlavné trendy rozvoja IoT.

Prvym je IoT, zvyCajne prezentovany ako sluzba. Denne sa stretdvame s pojmami
Smart Home, Smart Gity, Intelligent building i Intelligent vehicle. Za tymito pojmami sa
skryva velké mnozstvo zariadeni ¢i komponentov, poskytujucich ndm poZzadovanu
sluzbu.

Jedinym obmedzenim pre zariadenia tohto typu je schopnost’ vzajomne komuniko-
vat’ v sieti. Celé toto spektrum zariadeni sa da podl'a spésobu komunikacie zariadenia s
aplikaciou rozdelit’ do tychto kategorii:

e pasivne,
e aktivne,
e riadené.

Typickym predstavitel'om pasivneho senzora st EAN, QR kdd alebo RFID Cip. Pro-
strednictvom skenera, Citacky, sa z nich nacitava informacia. Ich masové vyuzitie v do-
macnosti mozno oCakavat’ napriklad s prichodom inteligentnych chladniCiek.
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Vacsinu domacich senzorov ¢i zariadeni mozeme zaradit’ medzi aktivne. Aktivne
zariadenia sU charakteristické tym, ze komunikuju iba jednym smerom. Su iba zdrojom
dat. Tieto dadta mozu odosielat’ nepretrzite, v pripade zmeny alebo na vyziadanie. Spek-
trum tychto zariadeni je vel'mi Siroké, pocinajlic dverovymi senzormi cez merace teploty
¢i pohybové senzory a konciac pri kamerach. Vo vsetkych pripadoch je smer komunikacie
smerom zo zariadenia na aplikaciu.

Na druhej strane stoji svet priemyselného nasadenia IoT — Industrial Internet of
Things (ITIoT). Okrem tychto ,viditelnych" IoT zariadeni existuji segmenty, ktoré by
nas pravdepodobne ani nenapadlo do tejto kategdrie radit. Asi najviac sa tato oblast’
IoT spaja s logistikou. Ide o rychle a pohodiné sledovanie pohybu tovaru prostrednic-
tvom EAN ¢i QR kddov, ale v poslednej dobe aj vd'aka RFID Cipom.

2.4 Autonomne automobily

Autondmne auto je auto bez Soféra, ktoré je schopné sledovat’ okolité prostredie a
pohybovat’ sa v nom bez l'udského zasahu.

Napriek tomu, Ze sa o autondmnych autach vyrazne hovori len posledné roky, mys-
lienky a testy s podobnymi konceptmi tu boli uz pred takmer sto rokmi. Uz v roku 1925
spolo¢nost’ Houdina Radio Control demonstrovala auto American Wonder, ktoré bolo na
dialkové ovladanie.

Za vyhody autonémneho riadenia mozno povazovat’ napriklad zvySenu bezpecnost,,
znizené naklady na infrastruktiru a znizenie nehodovosti. Za najvacsie plus su pri auto-
nomnom riadeni oznacCované zlepSenie dopravnej situacie, znizenie nakladov na spo-
trebu paliva, znizenie potreby parkovacich miest a transformacia bezného modelu tran-
sportu na model zdiel'ania.

Na autondmne riadenie sa vyuzivaju kamery, senzory a radary. Niektoré vozidla
disponuju profesiondlnym systémom skenovania okolitého prostredia. VSetky auto-
nomne vozidla sa tieZ spoliehaji na presnost’ technoldgie GPS, ako aj na umell inteli-
genciu, ktora dokaze vyhodnocovat’ mozné rizika.

V2V komunikacia

Pojem — V2V. Ide o komunikdciu Vehicle-to-Vehicle, ¢ize medzi jednotlivymi vozid-
lami v premavke. Do tohto projektu sa vloZila priamo americka administrativa. Federalne
Ministerstvo dopravy USA zacalo s pripravou legislativnych nariadeni, ktoré uloZia vyrob-
com automobilov zabudovat’ do vozidiel Cip s bezdrétovym pripojenim, cez ktory budu
autad vzajomne komunikovat'.

Vozidla si budd vediet’ vymienat’ zakladné data, napriklad o polohe a rychlosti, frek-
venciou 10-krat za sekundu.
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2.5 Siet’' 5G

Piata generacia bezdrotovych systémov 5G predstavuje novu siet’ technoldgii na-
vrhnutych tak, aby mobil a podobne aj ostatné bezdrotové zariadenia fungovali su-
perrychlo. Rychly internet — a ten mobilny zvlast' — Coraz viac ovplyviiuje nase Zivoty.
S nastupujlcim internetom veci (IoT), inteligentnych domov a miest, ale najma s pri-
chodom autondmnych aut jeho vyznam narastie do neobvyklych rozmerov.

5G nebude predstavovat’ len d'alSiu evoldciu s rychlejSim mobilnym internetom, ako
tomu bolo v podstate pri prechode od 3G k 4G. Hoci takéto tvrdenie je znacne zjedno-
dusujuce, faktom je, Ze 5G bude znamenat’ skutoCny technicky prevrat. Mohutna konek-
tivita by mala zvladnut’ nové formaty videa, ale aj holografické zobrazenie. DalSou ob-
lastou bude IoT, vratane autondmnych aut. Siete 5G by mali zvladnut’ na kilometer
Stvorcovy az milion IoT zariadeni. Ich datové naroky budu sice vacsinou nizke, ale vzhla-
dom na obrovsky pocet on-line senzorov bude potrebna obrovska datova priepustnost’.
technoldgii fixného pripojenia do internetu, déjde aj k migracii zdkaznikov z pevnych
sieti do mobilnych. Pbjde o technologickd revoliciu s novou sietovou architektirou
a mnozstvom Uplne novych pristupov.

Klasické 5G zariadenie sa od predchadzajlcich bezdrétovych sieti liSi podla Elona
Muska v jednej veci. 5G siete podporuju superskalarny model, ktory je podobny torren-
tovym sietam pre zdielanie filmov a iného softvéru. V normalnych sietach to funguje
tak, Ze ¢im viac uZzivatel'ov sa prihlasi do siete, tym viac je siet’ presytend poziadavkami
na mobilné veZe, az v nejakom okamihu siet’ skolabuje. Siete 5G funguju presne opacne.
Siet’ je o to rychlejSia a o to viac priepustnda, ¢im viac uZivatel'ov sa do 5G siete pripoji.
Ako je to mozné? Kazdé koncové 5G zariadenie sa totiZ stane siCast'ou superskalarnej
siete, kde kazdy prijimac je sucasne lokalnym vysielaCom. Ak budete posielat’ fotografiu,
vasSe 5G zariadenie sa nepripoji k jednému konkrétnemu vysielacu operatora v mieste,
ale rozosle data vsetkym 5G zariadeniam v okoli. Tie ich odovzdaju d'alej a d'alej, a zase
dalej, bez Gcasti centralnej mobilnej veZe. To je superskalarita. Aby to fungovalo, urcita
spolupraca operatora tam nastava, ale iba lokalne.

Koncové mobilné 5G zariadenie posle data najblizSiemu 5G vysielacu s najvyssim
vykonom a to je veZa operatora. Tato veza inteligentne najde trasu medzi lokalnymi 5G
zariadeniami a posle im instrukcie, Ze maju vas datovy bali¢ek dorucit’ cez svoju lokalnu
konektivitu. Balicek tak vobec nedoruci siet’ operatora, ale dorucia si ho medzi sebou
koncové 5G zariadenia, ktoré sa najdu vo svojom lokalnom dosahu. Priklad bude vyzerat’
takto: Chcete poslat’ spravu niekomu, kto byva na druhej strane mesta. Umela inteligen-
cia v sieti operatora zameria osoby, ktoré sU na trase a maju 5G zariadenie. Algoritmus
zisti, ¢i st vo vzajomnom dosahu. Pre prenos je mozné pouZit’ mobilné telefény, chytré
hodinky, ale napriklad aj chytré chladnicky, informacné 5G tabule na ulici a podobne.
Jednotlivé zariadenia si vo svojom dosahu odovzdaju détovy baliCek a dorucia ho uZiva-
tel'ovi. Cim bude viac uZivatelov 5G zariadeni na trase, tym rychlejSie a spolahlivejsie
bude dorucenie.

Hned’ ako sa vybuduju 5G siete, kaZzdé nové pridané 5G zariadenie sa pripoji do
celosvetovej 5G siete a v ramci superskalarity ju posilni, ako na rychlosti, tak hlavne na
priepustnosti.
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Ciel'om 5G nie je nahradit’ 4G

Ciel'om mobilnych sieti piatej generacie nie je nahradit’ 4G, minimalne to nebude v
kratkodobom horizonte. Siete 5G nebudd primarne uréené mobilom, ale Uplne inym ty-
pom zariadeni. OCakava sa, Ze vyrobcovia prinest na trh aj také Cipy, ktoré umoznia
smartfénom pripajanie sa do vSetkych generacii sieti dvojkou pocnuc a patkou konciac.
To ale nebude najdolezitejsie. Hlavnym cielom 5G je pripojit’ na internet zariadenia,
ktoré eSte dnes mozno ani neexistuju. Znie to zvlastne, ale zariadenia urcené na pouZitie
v 5G sietach mézu byt' v podstate Uplne ¢imkol'vek — od inteligentného skla, high-tech
obojku pre psa ¢i mudreho auta cez priemyselni kameru az po obrovské stroje pouzi-
vané vo vyrobe alebo pri tazbe nerastnych surovin. V buducnosti bude pripojené sku-
tocne Cokol'vek.

Nebude jeden typ 5G

Pojem 5G nebude vzdy znamenat’ jeden konkrétny typ siete. UZ dnes je to pova-
Zované za suhrnné oznacenie pre cell rodinu Standardov a réznych typov sieti. Niektoré
budu pouzivané v ndkupnych centrach a vyrobnych halach, iné na uliciach vel'kych miest
a odlisné siete z ,,5G rodiny" budu operatori budovat’ na vidieku ¢i v menej zastavanych
oblastiach.

Rychlost’ nie je najdolezitejSia

V suvislosti s 5G sa hovori o vysokych rychlostiach. Oproti 4G by mohli byt’ rychlej-
Sie az 10-nasobne a to nie je zanedbatelné. AvSak ovela dblezitejSie je nieco iné. 5G vo
vSetkych svojich podobach kladie déraz predovsetkym na hospodarne vyuzivanie frek-
vencného spektra, lebo frekvencné spektrum je jedina komodita, ktord sa neda umelo
navysit'. VSetko nasvedcuje tomu, Ze do 5G bude mozné pri vyuziti rovnakych zdrojov
pripojit' az 100-nasobne viac zariadeni, ako to dnes umoziuju 4G siete. To je extrémne
dolezité, lebo pocet zariadeni, ktoré budu vyzZadovat' pripojenie, stale rastie a v suvislosti
s internetom veci bude rast’ stale rychlejsie.

Zaver

Priemysel 4.0 so sebou prindSa mnoho vyziev, ktoré sa nedaju ignorovat’ a s kto-
rymi sa bude musiet’ kazda spoloCnost’ vyrovnat’. Medzi najvacSie patria:

e dolezitost’ ochrany priemyselného ,know-how",

e nedostatok adekvatnych zrucnosti na urychlenie nastupu stvrtej priemyselnej
revollcie,

e hrozba nadbytocného mnoZstva pracovnikov,

e vSeobecna neochota podporovat’ zmeny,

e strata pracovnych pozicii l'udi s nizSim vzdelanim spdsobena automatizaciou
a procesmi riadenymi informacnymi technoldgiami,
nejasné pravne podmienky a datova bezpecnost,
nedostatocna kvalifikacia zamestnancov a mnohé iné...
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Na zaklade analyzy ziskanych informacii sme dospeli k Zaveru, Ze bude dolezité
prihliadat’ na vyzvy spojené s nasadzovanim technoldgii Industry 4.0, a to najma vo faze
planovania implementacie novych procesov. Bude potrebné mysliet’ na dokladnu pri-
pravu nasadzovania tychto novych technoldgii a zaroven nezabudndt’ na moralny aspekt
celého pokroku. Tento pokrok bude zaroven vyzvou najma v hl'adani novych pracovnych
prilezitosti pre l'udi, ktorych v buduicnosti nahradia vyrobné stroje a automatizacia celého
vyrobného procesu.

Koncept Industry 4.0 zahrnuli do svojich ramcovych rozvojovych stratégii aj kI'G-
Cové eurdpske a vladne dokumenty Smart Industry ¢i Ozndmenie o digitalizacii eurdp-
skeho priemyslu prezentované Eurdpskou komisiou. Pre rozvoj inteligentného priemyslu
na Slovensku bude nevyhnutné pripravit’ legislativne podmienky, Skolstvo, infrastruk-
taru ¢i trh prace na to, Ze bude dochadzat’ k masivnej zmene na vsSetkych relevantnych
Urovniach. Dolezité bude, aby procesy prebiehali v spolupraci s praxou, boli kompatibilné
a vychadzali zo zjednocujlcej zakladne.
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Abstract

Special financial education is one of the components of a professional competence. The
purpose of the regulation is to provide knowledge and skills to individuals so that the
minimum requirements of the law are met, given the complexity and scope of the activ-
ities performed by financial agents and financial advisors. Objective of the special finan-
cial education is to form and deepen information related to regulation in the sector in
which financial intermediation or financial advisory will be carry out.
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Introduction

Special financial education can be defined as a training, a course and another form
of education designed to ensure that a natural person who has received it, is sufficiently
aware of financial services and also to improve the quality of her/his theoretical
knowledge and practical skills in order to carry out activities the content of which is
financial intermediation or financial advisory. Special financial education is a component
of professional competence. Special financial education has been introduced in the year
2010 as a new kind of course and therefore has created a space for entrepreneurship
on the market of education.

In practice, until 23 February 2018, this training activity was not subject to any
state “licensing” by any form of approval, authorization or accreditation for its provision;
it was accessible to a natural person - the entrepreneur or a legal person. According to
the legal state until 22 February 2018, the themes that were subject to special financial
education had been anchored in the Decree of the Ministry of Finance of the Slovak
Republic No. 600/2009 Coll. on Special Financial Education of Persons Carrying Out Fi-
nancial Intermediation and Financial Advisory, as amended by the Decree of the Ministry
of Finance of the Slovak Republic No. 181/2013 Coll. Amending and Supplementing the
Decree of The Ministry of Finance of the Slovak Republic No. 600/2009 Coll. on Special
Financial Education of Persons Carrying Out Financial Intermediation and Financial Ad-
visory. This was followed (27 October 2014) by the Recommendation No. 1/2014 of the

1 This contribution is the result of the project implementation: APVV-16-0553 “Metamorphoses and innova-
tions of the corporations” concept under conditions of globalization”

2 JUDr. Andrea Slezakova, LL.M., PhD., University of Economics in Bratislava, Faculty of Commerce, Depar-
tment of Business Law, Dolnozemska cesta 1, Bratislava, Slovakia, E-mail: andrea.slezakova@euba.sk
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National Bank of Slovakia’s Financial Market Supervision Department defining syllabi for
individual themes.? However, the legislation has changed fundamentally.

Into the regulation of financial intermediation and financial advisory major changes
had been introduced. The Directive (EU) 2016/97 OF THE EUROPEAN PARLIAMENT AND
OF THE COUNCIL of 20 January 2016 on insurance distribution (recast) has been trans-
posed into the Slovak legal order by the Act No. 282/2017 Coll. on the Amendment and
Supplement to The Act No. 186/2009 Coll. on Financial Intermediation and Financial
Advisory and On Amending and Supplementing Certain Laws, as amended, and amend-
ing and supplementing the Act No 39/2015 Coll. on Insurance and On Amending and
Supplementing Certain Laws as amended. These changes are effective since
23 February 2018. At the same time, on 23 February 2018 the Decree of Ministry of
Finance if the Slovak Republic No. 39/2018 Coll. on Special Financial Education of Per-
sons Carrying Out Financial Intermediation and Financial Advisory entered into force.

The regulation, the Act No. 186/2009 Coll. on Financial Intermediation and Finan-
cial Advisory and Amending and Supplementing Certain Laws as amended (hereinafter
LAct), is defining the category of subjects providing special financial education as pro-
viders of special financial education.

1 Methodology

A systematic study of the relevant Slovak legislation, in particular financial law is
necessary. A doctrinal method will be applied. Within this method the current Austrian
legal situation will be determined on the basis of the analysis of opinions in the doctrine
and by legal regulations.

2 Results and Discussion

According to valid legislation, two categories of subjects providing special financial
education can be derived.

2.1 The provider of special financial education

Firstly, it is a financial institution which is organizing training for its employees or
training for financial agents or financial advisors concerning its products. Into the second
category belongs the providers of special financial education. Attention will be paid to
the second category.

The provider of special financial education is a person with a place of business or
registered office in the Slovak Republic or an organizational unit of a foreign legal entity
with its location in the territory of the Slovak Republic registered in the register of special
financial education. Meaning a provider of special financial education can be either a

3 http://www.nbs.sk/_img/Documents/_Legislativa/_Vestnik/ODPORUC_UDFT_1_2014.pdf
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natural person — entrepreneur or a legal person. It may be e.g. company or interest
association of legal entities. The legal association of interest is a special type of legal
entity; in the concept of legal persons, it belongs to legal persons of private law and to
associations of persons, meaning to corporations (Stevcek et al., 2016).

2.2 The entering into the register of providers of special financial education

The register of providers of special financial education is maintained by the National
Bank of Slovakia and published on its website.* The register of providers of special
financial education is a set of specific data published to the extent set by the Act.

From the register of providers of special financial education, the National Bank of
Slovakia publishes data about the provider of special financial education in the following
extent:

a) Business name, website, identification number, if it is a legal person, or name,
surname, website, identification number and place of business, if natural per-
son;

b) Date of entry in the register of providers;

¢) Sectors, in which the special financial education is being provided.

The National Bank of Slovakia shall enter in the register of providers of special
financial education, a person who submits the proposal for registration in the register of
providers of special financial education. A complete proposal for registration in the reg-
ister of providers of special financial education must be submitted.

The National Bank of Slovakia has published on its website a "template of the pro-
posal for registration in the register of providers of special financial education".> The
National Bank of Slovakia does not conduct proceedings in supervisory matters when
registering a subject in the register of providers of special financial education and there-
fore no individual administrative act is being issued.

When registering a subject into the register of providers of special financial educa-
tion, on the registration principle is being reflected. Meaning, if the proposal for regis-
tration satisfies the legal requirements, a duty to carry out the registration arises (Ci¢ et
al., 2012).

However, the applicant is obliged to bear the burden of proof relating to it
to demonstrate compliance with legal conditions for providing specific financial educa-
tion. In this context we can speak about the burden of proof, because the applicant is
responsible for proving the data in the proposal for registration. There also exists the
applicant's interest in proving the allegations, since the capability of bearing the burden
of proof results in registration.

4 https://registre.nbs.sk/odb-sposobilost/institucie.

5 http://www.nbs.sk/sk/dohlad-nad-financnym-trhom/dohlad/financne-sprostredkovanie-a-financne-pora-
denstvo/osobitne-financne-vzdelavanie
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It can be inferred from the legal wording that the conditions which must be demon-
strated in order to be entered in the register of providers of special financial education
can be divided into two groups. The conditions which must be fulfilled in order to be
entered into the register of providers of special financial education can be divided into
two groups. The first group is created by a set of conditions which can be proved by
evidence coming from the sphere of public authorities (e.g. the license to perform edu-
cational activities). The second group is arising from the sphere and activity of the ap-
plicant.

According to the Act, in the proposal for registration, the applicant is
obliged to prove:

a) The license to perform educational activities;

b) The integrity of the provider of special financial education, which is a natural
person, in case it is a legal person, the integrity of any member of the statutory
body or management body of the provider of special financial education who
is responsible for providing special financial education;

c) Technical and organizational preparedness to provide special financial educa-
tion.

In the context of the condition concerning the obtaining of the license to perform
educational activities, it is necessary to focus on the fact, that this kind of authorization
must be granted before filing the proposal for registration. It must already exist at the
time when the proposal for registration is submitted. The legislator does not explicitly
set how the prospective provider shall demonstrate this kind of authorization (e.g. a
commercial company files to the National Bank of Slovakia an extract from the Commer-
cial Register, which indicates that its business is the pursuit of extracurricular educational
activities, or an interest association of legal person delivers an extract from the register
of interest associations of legal entities, from which it is clear that the area of its activity
are training courses).

An applicant is obliged to pay a fee for a proposal for registration in the register of
providers before submitting the proposal for registration. The fee, 1000, - EURO, for the
proposal for registration is an income of the National Bank of Slovakia. The applicant is
responsible for the correctness and completeness of the data contained in the proposal
for registration.

The proposal for registration has to be filed in paper form and contains especially:

a) Business name, registered office, legal form, identification number, if assigned;

b) The designation of the official register or other official register in which the
provider of special financial education is registered, including the registration
or registration mark or the number under which the provider of the special
financial education is entered;

¢) Name, surname, personal identification number, permanent residence address
of the members of the statutory body or the managing body together with the
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appointment of a member of the statutory body or the managing body respon-
sible for providing special financial education;

d) The address of the website of the future provider;

e) Sectors and the degree of professional competence in which the special finan-
cial education will be provided;

f) Document proving the payment of the fee.

If the proposal for registration is incomplete, the National Bank of Slovakia asks
the applicant to complete it together with a determination of a time period appropriate
to the scope of the data necessary for completion. If the proposal for registration is not
completed within the specified period, such a proposal is considered as if it had not been
filed and the National Bank of Slovakia shall inform applicant in writing within three
working days of the expiry of the time period for completion. The fee for the incomplete
proposal for registration is not refundable.

If the proposal for registration is complete and the fee has been duly and timely
paid, the National Bank of Slovakia especially shall, within 30 calendar days from the
date of receipt of the complete proposal for registration:

a) Register the applicant in the register of providers of special financial education;

b) Assign the provider of special financial education access rights to the list main-
tained by the National Bank of Slovakia;

c) Send to the provider of special financial education information on the login data
to the list maintained by the National Bank of Slovakia.

The provider of special financial education is obliged to:

a) Meet the conditions for the entry in the register of providers continuously
throughout the period of registration;

b) Inform the National Bank of Slovakia of any change in the facts that had been
considered in the proposal for registration in the register, together with docu-
ments proving the changed fact;

¢) Perform special financial education at least once per calendar year in all sectors
and for all levels of professional competence in which he is entitled to carry out
special financial education;

d) Publish at its website no later than 15 calendar days prior to the performance
of the special financial education the dates of the special financial education at
least to the extent of date, place, time, degrees and sectors, in which special
financial education will be provided;

e) Report within ten working days of the special financial education a list of par-
ticipants who have completed the specific financial education.

2.3 De lege ferenda proposal

The transposition of the Directive (EU) 2016/97 of the European Parliament and of
the Council of 20 January 2016 on insurance distribution (recast) into the national law
in Slovakia has introduced the obligatory registration of providers of special financial
education. According to the current legislation, before entering a provider of special fi-
nancial education into the register of providers of special financial education, this subject
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is obliged to proof the fulfilment of conditions set by the Act. Meaning, the legislator has
included in the regulation for the public authority applying the law, the National Bank of
Slovakia, the duty not only to formally review the proposal for the registration, but also
to focus on the content.

Due to this fact it seems appropriate to think about a de /ege ferenda proposal
reflecting on a potential possibility of proving the preparedness for the providing of spe-
cial financial education in the procedure in supervisory matters. The regulation of the
procedure in supervisory matters is contained in the third part of the Act No. 747/2004
Coll. On Financial Market Supervision and On Changing and Supplementing Certain Laws
as amended (hereinafter “Financial Market Supervision Act”). It is an administrative pro-
cedure. But the subsidiary application of the Act No. 71/1967 Coll. On Administrative
Procedure (Administrative Code) as Amended is excluded.

In the procedure in supervisory matters, the National Bank of Slovakia decides
about the rights and duties of supervised entities of the financial market and about the
rights and duties of other persons defined by special laws. The output of the procedure
in supervisory matters is an individual administrative act permitting or suppressing the
performance of a business or performing an action on the financial market, placing
a sanction upon a subject or it may by a procedural act. The procedure in supervisory
matters in first instance can be divided into a licensing and a sanction procedure.

In the context of the de /ege ferenda proposal it is necessary to pay attention to
the licensing procedure.

The de lege ferenda proposal suggests a change of regulation. According to the
proposal an entering into the register of providers of special financial education would
not be a result of a registration, but would be performed on the basis of a license for
the provision of special financial education granted in a procedure in supervisory mat-
ters. This license would be a decision of the National Bank of Slovakia.

According to the Article 27 of the Financial Market Supervision Act a decision of
the National Bank of Slovakia contains the following parts: the statement of the decision,
the grounds of the decision and the information concerning appeals against the decision.
It is especially necessary to focus on the grounds of a decision, as they contain mainly
the key information regarding which findings of fact served as the basis of the decision,
which considerations had been taken into account for the decision.

The core of the decision-making process is the taking of evidence. It is a cognitive
activity which aim is the obtaining the factual and legal knowledge necessary for issuing
the decision of the National Bank of Slovakia. Generally, the term evidence means the
process of obtaining knowledge relevant to the assessment of the case (Boguszak,
Capek, Gerloch, 2003). Taking of evidence consists of three stages; namely the gaining
of the evidence, the taking of the evidence, the procedure in which the National Bank
of Slovakia acquaints with the evidence and the evaluation of the evidence (Potasch,
Hasanova, 2012). The burden of proof is the procedural responsibility of a party the
proceedings to prove the allegations resulting in a decision in its favor (VIcek, 2006).

When assessing the proposal for registration, the National Bank of Slovakia ac-
quires, in particular from the documents submitted to the applicant, the information
necessary to assess compliance with the legal conditions for the provision of special
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financial education. According to our opinion the principle of material truth is being ap-
plied, according to which the National Bank of Slovakia is obliged to ascertain the real
state of the matter. Taking of evidence is being carried out. But an individual adminis-
trative act is not being issued, as the registration not a proceeding. Logically, the appli-
cant does not gain any information about taking evidence. In case the applicant is en-
tered into the register of providers of special financial education, there exists no negative
“side effect” of the registration; there exists no need for an individual administrative act.
However, if the applicant has failed to comply with any legal condition, an entering in
the register of providers of special financial education will not take part. The applicant
is being informed about this fact in written form. The legislator does not determine the
content of this written notification. It is not clear from the currently valid legislation to
what extent the applicant will be notified about the factual and legal assessment of the
proposal for registration (meaning also about the process of taking evidence). This “lack”
can lead to legal uncertainty. Therefore, we believe that the de /ege ferenda proposal
replacing the registration with a proceeding in supervisory matters which is ending with
the issuing of an individual administrative act would create a state of legal certainty and
would be a legislative solution.

Conclusion

The aim of special financial education is the deepening of information concerning
the regulation which is related to the sectors in which financial intermediation or financial
advisory is going to be performed. The Act has been changed. These changes brought
essential changes concerning special financial education. A major change is the obliga-
tory entering into the register of providers of special financial education. The legislation
does prescribe the providing of the entering in the proceeding in supervisory matters.
The de lege ferenda proposal would be that it seems appropriate to change the currently
valid regulation and perform a proceeding rather than a registration. The main argument
for this change is the legal certainty.
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RECENZIA / BOOK REVIEW

SLEZAKOVA, A., MIKLOS, P. a kol. 2018. Zdkon o dohl'ade nad
financnym trhom. Komentar. Bratislava: Wolters Kluwer SR s. r.
0., 492 s.

Gevorg Ayrumyan?

Histdria financnych trhov je sprevadzana nepravidelnymi vyvojovymi fazami, ktoré
v niektorych pripadoch boli nasmerované proti sebe, resp. od seba. Vyvoju, ktory spre-
vadzal jednotlivé fazy rozvoja finan¢nych trhov a bankovnictva, sa musel prispdsobit’
legislativny rdmec Upravy dohl'adu nad finanénym trhom.

Legislativnym ramec pre dohlad nad finanénym trhom je v prostredi Slovenska
dany zékonom €. 747/2004 Z. z. o dohl'ade nad finanénym trhom a o zmene a doplneni
niektorych zakonov v zneni zakona ¢. 373/2018 Z. z. (d'alej len ,,Zakon o dohl'ade").

Komentare ako také nenahraditelne pomahaju laickej i odbornej verejnosti pri ana-
lyze zakonnych ustanoveni, a to prostrednictvom praktickych skdsenosti autorov v danej
oblasti, ¢o v konecnom dosledku znamena, Ze ul'ahcuju Citatel'ovi vstrebat’ podstatu da-
ného paragrafu.

Komentar autorky Andrei Slezakovej, Petra MikloSa a autorského kolektivu priniesol
hibsi pohlad na osobité nuansy predmetného institdtu, a to prave praktickym rozborom
jednotlivych ustanoveni Zakona o dohl'ade, ktory od roku 2005 presSiel viacerymi pria-
mymi a nepriamymi legislativnymi zmenami.

Berlc do Uvahy, Ze financny trh je Siroka pravna oblast/, na ktoru sa aplikuju r6z-
norodé zakony, tak je namieste poukazat, Ze autorsky kolektiv sa neobmedzil iba na
vyklad Zakona o dohlade, ale prislusny vyklad vykonal v koreldcii s d'alSimi nemenej
podstatnymi zakonmi, ¢im priniesol komplexny pohlad na vec.

Publikacia je Struktirovana v zmysle paragrafového znenia Zakona o dohlade, pri-
¢om k jednotlivym odsekom Zakona o dohl'ade autori uvadzaju suvisiace ustanovenia,
sUvisiace predpisy a literatiru. Po prislusnej literattre nasleduju jednotlivé komentované
odseky, Co znacne sprehladriuje text publikacie.

Je potrebné poukazat’ na to, Ze vd'aka tomuto komentaru odborna verejnost’ ziska
prehl'ad o principoch a postupoch, ktorymi sa Narodna banka Slovenska riadi a spravuje
pri vykone svoje posobnosti kontrolného organu. Jednym z tychto principov je aj to, ze
Narodna banka Slovenska v konani postupuje bez zbytocnych prietahov tak, aby sa zistil
skutkovy a pravny stav veci. Ako spravne autori uvadzajd, povinnostou Narodnej banky
Slovenska je Uplne a presne zistit' skutocny stav a zaobstarat’ podklady potrebné pre
svoje rozhodnutie.

BlizSia interpretacia ustanoveni Zakona o dohl'ade zo strany autorov je vyCerpava-
juca a uspokojiva pre potreby praxe, ¢o do znacnej miery urcuje jej hlavna Glohu, ktorou

! JUDr. Gevorg Ayrumyan, PhD., IN FORO — AYRUMYAN advokatska kancelaria s.r.o., Uhrova 4, 831 01 Bra-
tislava, Slovenska republika, E-mail: gevorg@inforo.eu
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je byt napomocny v praktickom Zivote advokatov, pedagdgov, podnikovych pravnikov,
danovych poradcov, bankarov a inych odbornikov finan¢ného trhu.

Berlc do uvahy, ze komentar odzrkadl'uje strukturu Zakona o dohl'ade, tak autori
v prvej Casti analyzuji Uvodné ustanovenia, ktoré urCuju predmet a rozsah pravnej
Upravy. Druha Cast’ komentara obsahuje Upravu postupu pri dohl'ade na mieste a tretia
Cast’ konanie vo veciach dohl'adu. Da sa povedat, ze tretia ¢ast’ Zakona o dohl'ade pred-
stavuje akusi procesnu stranku daného predpisu v kontexte so Stvrtou Cast'ou, ktora
upravuje postup pri dohl'ade na dialku. Ochrana financnych spotrebitel'ov je obsiahnuta
v piatej Casti komentara. Siesta ¢ast’ predstavuje d'alSie ¢innosti a opravnenia pri vykone
dohladu, zatial' ¢o siedma Cast’ sa zaobera prispevkami a poplatkami stvisiacimi s do-
hl'adom. A na Zaver komentara mame neodmyslitel'nd 6smu cast/, ktora upravuje spo-
lo¢né, prechodné a Zaverecné ustanovenia bez ktorych si neviem predstavit' Ziadny za-
kon.

Kladne hodnotim zamer autorov priniest’ komentar k pravnemu predpisu, ktory do-
posial’ nebol v celosti komentovany, pricom prvotné znenie zakona je zo dna 1.1.2005,
kedy zakona €. 747/2004 Z. z. nadobudol po prvy krat Gc¢innost’.
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MRAZ, S. - BROCKOVA, K. 2018. Medzindrodné pravo verejné
(vseobecna cast’). Bratislava: Vydavatel'stvo EKONOM. 247 s.

Maria Veternikova?

Medzinarodné pravo mozno definovat’ ako uceleny, rozvijajuci sa stbor pravnych
noriem, ktoré upravuju vzt'ahy medzi subjektmi medzinarodného prava, predovsetkym
medzi suverénnymi Statmi. Pravidla medzinarodného prava, ktoré sa vSeobecne uzna-
vaju a ktoré zavazuju vsetky Staty bez rozdielu spoloenského zriadenia, tvoria vSeo-
becné medzinarodné pravo.

Publikacia ,Medzindrodné pravo verejné, vseobecna Cast™ predstavuje ucebnicu,
ktord je nevyhnutnym Studijnym materidlom a zakladom komplexného pravnického
vzdelania v oblasti medzinarodného prava. UCebnica je urena Studentom, pedagégom,
ako aj odbornej vedeckej verejnosti a tiez kazdému, kto ma o problematiku medzina-
rodného prava a s fou sUvisiace otazky zaujem.

Ucebny text je koncepcne vhodne rozdeleny do 6smych kapitol. V prvej kapitole
autori charakterizuju pojem, nazov, predmet a pramene medzinarodného prava, dalej
vzt'ah medzindrodného prava k medzinarodnému stkromnému pravu, ako aj vztah me-
dzindrodného prava, prava Eurdpskej Unie a vnutrostatneho prava. Druha kapitola sa
venuje historii medzinarodného prava verejného a jeho vedy. Tretia kapitola je zame-
rana na pravidla medzinarodného prava, vratane zmluvnych pravidiel, obycajovych pra-
vidiel a zavdznych rozhodnuti medzinarodnych organov a organizacii, materialnych a
procesnych pravidiel, vSeobecnych, partikularnych a individualnych pravidiel, ¢asovo ne-
obmedzenych a ¢asovo obmedzenych pravidiel, dispozitivnych a kogentnych pravidiel. V
ramci tejto kapitoly je pozornost’ venovana aj zasadam a normam, najma zasadam pria-
tel'skych vzt'ahov a spoluprace medzi Statmi. V Stvrtej kapitole si vymedzené subjekty
medzinarodného prava, t.j. stat, narod, medzinarodné organizacie, ako aj ostatné sub-
jekty medzinarodného prava. Piata kapitola sa sustred'uje na pravne nasledky porusenia
medzinarodného prava, medzi ktoré patria zodpovednost’ a sankcie. Siesta kapitola je
zamerana na medzinarodnopravny rezim Statneho Uzemia, mora, Antarktidy, kozmu a
Zivotného prostredia. Siedma kapitola sa zaciel'uje na obyvatel'stvo podla medzinarod-
ného prava. V tejto kapitole je charakterizované obyvatel'stvo Statu a jeho kategorie,
dalej Statne obcianstvo, nadobudanie, zmena, zanik a strata Statneho obdianstva, dvo-
jaké statne obcianstvo a bezdomovectvo. Pozornost’ je venovana problematike tykajlicej
sa cudzincov z pohladu medzinarodného prava. Na Zaver tejto kapitoly autori priblizuju
medzinarodnopravnu ochranu zakladnych l'udskych prav. Poslednd, 6sma kapitola sa
tyka prava medzinarodnych zmldv. Ucebnica je v Zavere vhodne doplnend o prehlad
zakladnej literatlry a otazky k jednotlivym kapitolam.

Z obsahového hl'adiska mozno konstatovat/, ze v najvacSom rozsahu sa autori
venovali spracovaniu problematiky zakladnych pojmov a osobitosti medzindrodného
prava (prva kapitola), medzinarodnopravnemu rezimu Statneho Gzemia, mora, Antar-
ktidy, kozmu a Zivotného prostredia (Siesta kapitola), d'alej problematike obyvatel'stva

2 JUDr. Maria Veternikova, PhD., Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra obchodného
prava, Dolnozemska cesta 1, 852 35 Bratislava, E-mail: maria.veternikova@euba.sk
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podl'a medzinarodného prava a ochrane l'udskych prav (siedma kapitola) a pravu me-
dzinarodnych zmlav (6sma kapitola).

Recenzovana ucebnica je po odbornej stranke kvalitne spracovana a méze posluzit’
nielen Studentom a pedagdgom, ale aj kazdému, kto posobi v oblasti medzinarodného
prava a politiky - diplomatom, politikom, zamestnancom Statnej spravy i pracovnikom
Utvarov pre medzinarodné styky. Preto ju odpori¢am do pozornosti.
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