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Angola - an Oil Dependant Country in Sub-Saharan Africa

Boris Baumgartner!

Abstract

The Sub-Saharan Africa belongs to the most underdeveloped regions in the world
economy. This region consists of forty nine countries but it's world GDP share is only a
small percentage. There are some very resource rich countries in this region. One of
them is Angola. This former Portuguese colony has one of the largest inventories of oil
among all African countries. Angola recorded one of the highest growth of GDP be-
tween 2004-2008 from all countries in the world economy and nowadays is the third
biggest economy in Sub-Saharan Africa after Nigeria and South Africa. The essential
problem of Angola is the one-way oriented economy on oil and general on natural re-
sources. Angola will be forced to change their one-way oriented economy to be more
diversified and competitive in the future.

Key words

Sub-Saharan Africa, oil, resource curse, China

JEL Classification: 055

Introduction

Sub-Saharan Africa belongs to the most underdeveloped regions of all developing
regions. Thirty-four countries of the region belong to the least developed countries
within United Nations. One of them is Angola. In spite of abundant natural resources,
Angola still belongs to the least developed countries. There were some periods in his-
tory when Angola recorded very strong growth of its GDP. This extraordinary growth
of Angolan economy was caused mainly by high prices of oil on the global market. The
plunge of oil prices cause Angolan economy huge problems every time. One way ori-
ented economy cannot deal with the problems, which are affecting the oil industry.
The country has to change the structure of its economy and has to make structural
changes to be more diversified in the future. Nowadays many oil rich countries have to
consider what to do with their monoculture economies and which are the key sectors
to develop.

1 Methodology

The aim of this paper is to evaluate the position of Angola as an oil dependent
country in Sub-Saharan Africa. The analysis will focus on evaluation of Angola’s share
on Sub-Saharan African GDP, the analysis of GDP per capita of selected economies in
this region, Sub-Saharan African export and import, on commodity export structure

1 Ing. Boris Baumgartner, PhD; University of Economics in Bratislava, Faculty of Commerce, Department of
International Business, Dolnozemska cesta 1, 852 35 Bratislava; E-mail: boris.baumgartner@euba.sk
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and the presence of China in this country. Partial analysis will be used for final synthe-
sis and for making the conclusions.

2 Results and discussion

Sub-Saharan Africa consists of 49 countries and it has a combined population of
up to one billion people due to having the highest population growth in the world. This
number is expected to more than double by 2050 (KPMG, 2014).

One of the biggest economy of this region is Angola. Angola gained independence
from Portugal in 1975 and then there was a civil war for a long time. In 2002, the civil
war ended finally. The economic reconstruction after war was financed mainly with
revenues from oil (Rodriguez et al., 2014).

Table 1 shows the share of biggest economies of sub-Saharan Africa on region’s
GDP from 2000 to 2014. As we can see the share of chosen economies on region’s
GDP has changed during the years. Angola’s share has risen from 2.3 per cent in
2000 to 7.3 per cent in 2014. Nigeria also recorded rise of its share on region s GDP
from 19.2 per cent in 2000 to 32.8 per cent in 2014. Only South Africa has declined its
share on region’s GDP from 35.1 per cent in 2000 to 20.2 per cent in 2014. Three
biggest economies of region create more than 60 per cent of Sub-Sahara African GDP.

Table 1 Share of selected countries on region s GDP (in %)

2000 2005 2010 2014

Nigeria 19.2 23.5 27.7 32.8
South Africa 35.1 33.4 28.1 20.2
Angola 2.3 4.3 6.2 7.3
Rest of SSA 43.5 38.8 38.0 39.6

Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/TableViewer/tableView.aspx

Angola belongs to the biggest economies in sub-Saharan Africa, but oil used to
account about half of GDP, nearly all foreign-currency earnings and three-quarters of
state revenues (The Economist, 2015). Such dependence makes many countries vul-
nerable to fluctuations in commodity prices (OECD, 2011).

As mentioned above the Angolan economy is highly vulnerable to oil price shocks.
The oil price shock of 2008-09 had an immediate adverse impact on Angolan economy.
The price of the country’s oil basket fell to 60.8 USD per bbl in 2009 from 93.9 USD
per bbl in 2008, leading to very large declines in fiscal revenue and exports. Oil and
gas export revenues fell from 62.5 billion of USD in 2008 to 39.8 billion in 2009. The
central government oil-related revenues fell from 41.2% of GDP in 2008 to 24.2% in
2009.

Similarly, the oil price shock of 2014-2015 harmed the Angolan economy. Angola
oil basket was projected to average 53 USD per bbl in 2015 down from 100 USD per
bbl in 2014. QOil and gas revenues declined from 57.9 billion of USD in 2014 to 35.4 bil-
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lion of USD in 2015. The central government oil-related revenues fell from 23.4 per
cent to 14.6 per cent (IMF, 2015).

Next table shows selected countries in sub-Saharan Africa and their dependence

on oil export s revenue.

Table 2 Selected countries in Africa and their dependence
on oil export’s revenues in 2014

Export of oil in Total export Export of oil / total export
billion USD in billion USD in %
Algeria 40.6 60.0 67.7
Angola 57.9 63.9 90.6
Libya 14.8 15.1 98.0
Nigeria 76.9 83.8 91.8

Source: own elaboration, OPEC, Annual Statistical Bulletin 2015.

Except for Algeria, all African members of OPEC are very dependent on oil ex-
port’s revenues. They have more than 90 per cent of all export revenues from export
of ail.

Angola belongs to the countries with the highest GDP per capita in the region.
Table 3 shows countries with the highest GDP per capita in Sub-Saharan Africa. As we
can see the first five countries have only small population and therefore the GDP per
capita is so high. Angola has one of the highest GDP per capita in Sub-Saharan Africa
but it does not mean that the country has achieved development in all sectors.

For example, the health service is underdeveloped and the UNICEF figures show
that Angola has the highest under-five mortality rate in the world economy. Around
170 000 Angolan children died annually in the recent years (UNICEF, 2016).

Table 3 The GDP per capita of selected countries in Sub-Saharan Africa in 2014

I Population in mil- GDP per capita

Country GDP in billion USD lion in USD
Equatorial Guinea 17.160 0.821 22 055
Seychelles 1.454 0.096 15 581
Mauritius 12.686 1.269 10 156
Gabon 16.973 1.688 9918
Botswana 15.703 2.220 7703
South Africa 349.733 53.969 6 581
Angola 125.923 24.228 5 688

Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/TableViewer/tableView.aspx

Angola achieved very high growth rates of GDP in the past. The growth belonged
to the highest in the region and in the world. The next chart shows the growth of GDP
of Angola in comparison with the growth of world GDP and Sub-Saharan Africa’s GDP.
In the year 2007, the growth of GDP reached more than 23 per cent in Angola and it
was one of the highest growth of GDP in the world. The financial and economic crisis
in the world economy in 2009 has markedly slowed the growth of the GDP. The main
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reason was decline of oil ‘s prices. The next years Angola achieved the growth only be-
tween 3.45 to 5.2 %. In the year 2015, the price of oil collapsed again and the Ango-
lan economy was hard hit by the sharp decline in international prices of oil. According
to International Monetary Fund, the growth was only 2.9 per cent in Angola in the
2015 (IMF, 2016).

Graph 1 The growth of GDP in years 1995 to 2014 in per cent
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Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/TableViewer/tableView.aspx

Following the predictions of International Monetary Fund Angola will be growing
from the next year until 2021, but the increase of GDP will be lower than the increase
of GDP of Sub-Saharan Africa as we can see in the graph 2. The highest growth the
International Monetary Fund predicts for countries — Democratic Republic of Congo,
Ethiopia, Mozambique and Rwanda (IMF, 2016).

Graph 2 The growth of GDP in years 2016 to 2021 in per cent
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Source: own elaboration, International Monetary Fund. (2016). Retrieved from
http://www.imf.org/external/pubs/ft/weo/2016/01/weodata/weoselco.aspx?g=2001&sg=All+countries
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There are many problems in Angolan economy nowadays. The governance and
transparency is insufficient, the country has poor infrastructure, ineffective agriculture
and little savings for the future (AfDB, 2015).

Lack of infrastructure is one of the main problems of African countries that causes
the dependence on natural resource in their foreign trade. As we can see in Table 4,
more than 99 % of Angolan export comprises from oil, gas and diamonds.

Trade theories both old (such as Ricardian, Mercantilist) and new (Heckscher &
Ohlin) have shown that few countries have developed quickly because of exports of
solely primary products. A more diversified exports structure reduces vulnerability to
demand shocks and hence creates greater opportunities in regional as well as global
markets (Fonchamanyo & Akame, 2016).

Table 4 Share of selected commodities on Angolan export in 2014

In billion USD Share on export
in %
Petroleum oils, crude 59.9 96.05
Petroleum oils or bituminous minerals > 70 % oil 0.73 1.18
Liquefied propane and butane 0.33 0.54
Natural gas, whether or not liquefied 0.30 0.48
Pearls, precious and semi-precious stones 0.83 1.33

Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/ReportFolders/reportFolders.aspx

Maybe there is an opportunity when the prices of commaodities start to grow. The
countries have to invest large shares of their natural resources into infrastructure and
other forms of capital that support long-term growth (Collier & Laroche, 2015).

According to the 'resource course’ hypothesis, petroleum and mineral wealth in
a developing country can cause poor economic performance and human development,
and may cause corruption, poor governance, and conflict. Angola is often shown as an
example of the resource curse due to its decade-long resource-fuelled civil war (Ova-
dia, 2012).

Dependence on the export of natural resources can impede the development and
industrialization. As an example (Habiyaremye, 2013):

o the volatility in export revenues can make barriers for planning;
e the exchange rate appreciation in periods of price booms can make other
sectors less competitive;

Table 5 shows that Angolan import is much more diversified than export. Ten
dominant items makes 30.46% of all imports. The main imported products are ships,
furniture and oil.

Africa has important place for China, because Africa has created good opportunity
for Chinese investors and boosts consumption of cheap goods and Chinese building
activities (Balaz, Szokeova & Zabojnik, 2012).
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Table 5 Share of selected commodities on Angolan import in 2014

In billion USD Share on import
in %
Other meat and edible meat 0.75 2.67
Alcoholic beverages 0.55 1.95
Petroleum oils or bituminous minerals > 70 % oil 1.07 3.81
Tubes, pipes & hollow profiles, fittings, iron, steel 0.85 3.00
Manufactures of base metal, n.e.s. 0.58 2.05
Civil engineering & contractors’ plant & equipment 0,77 2,74
Motor vehicles for transport of persons 0.60 2.15
Motor vehicles for transport of goods 0.55 1.96
Ships, boats & floating structures 1.82 6.43
Furniture & parts 1.04 3.68

Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/ReportFolders/reportFolders.aspx

Just as public and private Chinese companies are active in Angolan territories
buildings roads to transport raw materials needed to fuel their industries and factories
back home, the same approach can be followed in other sectors, such as agriculture,
manufacture, and services (Burgos & Ear, 2012).

Graph 3 shows the territorial structure of Angolan oil export. As we can see the
main export partner for Angolan oil is China with 52.63% share on Angolan export in
2014. The second and third most important markets are the markets in India and US.
These three markets comprise more than 2/3 of all oil export.

Graph 3 The key export territory for Angolan oil in 2014

South Africa; Spain; 6,06%
3,41%

India; 9,57%

Us; 8,81% China; 52,63%

Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/ReportFolders/reportFolders.aspx

There are three motives for Chinese oil companies’ interest in country. First, Chi-

na have invested in other countries and one of them is Angola. Second, the Chinese oil
companies have plans for a far future, their responsibility is to secure enough oil for
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growing economy of China, and the Angolan crude oil has very high quality (Aguilar &
Goldstein, 2009).

The 'Angola model’ is often referred to as a 'infrastructure-for-oil” relationship as
the country is spending incomes from exporting crude for development of infrastruc-
ture (Schiere, 2014).

As we can see in graph 4, China has become the key exporter to Angola. China’s
imports share on the whole import was more than 23% in 2014. EU was the biggest
exporter to Angola. However, when we look at the single countries of EU the main ex-
porter from EU — Portugal — exported only 16.7% of all Angolan imports.

Graph 4 The main Angolan import partners in 2014
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Source: own elaboration, UNCTADstat. (2016). Retrieved from
http://unctadstat.unctad.org/wds/ReportFolders/reportFolders.aspx

Angola had borrowed approximately 12 billion USD from China since 2002 to
2012 through Chinese banks. According to the Angolan Ministry of Finance, these
loans were used for building roads, rail and another infrastructure (US Government
Accountability Office, 2013).

Angola belongs to the countries with the worst climate of doing business. The
World Bank makes the ranking of the economies with focusing on doing business year-
ly. Angola achieved rank 181 from 189 countries in 2016. From Sub-Saharan Africa is
worse only Chad, Democratic Republic of Congo, Central African Republic, South Su-
dan, Libya and Eritrea. The most problematic issues in Angolan economy are - resolv-
ing insolvency, enforcing contracts, trading across border and getting credit. Only pro-
tecting minority investors was assessed as not so bad (The World Bank, 2016). Despite
ongoing government efforts to foster the creation of small and medium-sized enter-
prises, as well as services such as tourism, in order to boost job creation, the devel-
opment of a dynamic private sector will be hindered further by weak human capital,
poor regulation, inefficient power supply, high levels of corruption and the crowding-
out of private investment by the public sector (The Economist Intelligence Unit, 2015).
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The agricultural sector in Angola plays important economic role, either indirectly
in the support of the agro-business activity and as a catalyst for upstream businesses,
or directly as a contributor to national GDP. Angola has many natural resources, have
been classified by the United Nations Organization as the sixteenth country with the
greatest agricultural potential in the world. However, only 3% of 58 million hectares of
arable land is under exploitation (WTO, 2015).

Conclusion

Most of Sub-Saharan Africa countries are the least developed and poorest coun-
tries in the world economy. Thirty-four countries of this region belong to the least de-
veloped countries, which are classified within United Nations. Angola is one of them.
This country has abundance of natural resources especially oil and diamonds. Many
economists have marked Angola as an example for country with resource curse. Huge
reserves of resources has driven the long civil war that ended in 2002 although Lusaka
Protocol was signed in 1995. After the war, Angola recorded one of the highest growth
of GDP in the world economy. Notably during the years 2005 and 2007 the growth of
GDP was more than 20% a year. Nevertheless, the predictions of International Mone-
tary Fund are not so optimistic for the next years. Angola will reach the highest growth
in 2020 and 2021 and it will be only about 4%. It will be much lesser than in success-
ful years in the past.

Angola is the third biggest economy in Sub-Saharan Africa after Nigeria and
South Africa nowadays. Country also belongs to the ten economies with the highest
GDP per capita in Sub-Saharan Africa. The essential problem of Angola is the one-way
oriented economy on oil and general on natural resources. Therefore, the country is
very sensitive to price shocks of commodities in the world s market.

When the price of oil collapsed in 2008, the central government oil-related reve-
nues fell from 41.2% of GDP in 2008 to 24.2% in 2009. Similarly, the oil price shock of
2014-2015 caused that oil and gas revenues declined from 57.6 billion of USD in 2014
to 35.4 billion of USD in 2015.

Another example of the high dependency on oil are the export revenues. More
than 90.6% of export’s revenues are from the export of oil. The analysis of Angolan
export has shown that more than 99% of it comprises only from three commodities —
oil, gas and diamonds. In addition, the territorial analysis of Angolan export has shown
high dependency only on a few markets. Especially the country is dependent on Chi-
nese market, Indian market and US market. These three countries received more than
two third of Angolan oil export.

Chinese presence in Angola is the next issue for the country. Nowadays is China
the biggest exports market and the biggest exporter to Angola. The share of imports
was 23.34% in 2014. It was 6% more than imports from the former colonizer Portu-
gal. The Chinese and Angolan infrastructure-for-oil relationship means using oil reve-
nues to finance the reconstruction of the country, including key public investment pro-
jects in infrastructure, telecommunications, and agro-business.
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Angola has to diversify its economy in the future. The oil shocks revealed the vul-
nerability of Angolan economy. Angola has to change the climate of doing business
because in the World Bank ’s ranking it belongs to the worst in the world. Another op-
portunity is the development of tourist business and the development of agricultural
industry. Angola is one of the countries with the greatest agricultural potential in the
world with only 3% of arable land under cultivation. When the prices of oil will rise,
the revenues should be used for changing the economy and decreasing the depend-
ence on oil and other natural resources.
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Aspekty vybranych bankovych sluzieb pre financnych
spotrebitel'ov

Lubomir Cunderlik!

Some Legal Aspects of Certain Banking Services for Financial
Consumers

Abstract

Banking services are obviously subject to free competition. Despite of that fact, there
are special regulatory rules governing certain banking services that can be provided
only to the specific group of people. The main condition is to achieve a defined age.
Legal condiitions for granting such banking services may seem at first sight as discrimi-
natory. A detailed analysis of the relevant legisiation in this article (especially Act on
Banks) shows that it is provided as a legitimate benefit of certain groups of individuals
— financial consumers, which may be identified as so-called positive action.
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Uvod

Prispevok sa zameriava na urcitd homogénnu skupinu bankovych sluzieb, pre kto-
ri je charakteristickd profilacia na financnych spotrebitelov, ktori si tzv. slabSou
zmluvnou stranou zmluvy o poskytnuti financnej sluzby. V ramci tejto skupiny bude
nasim ciel'om analyza existujuceho pravneho stavu vybranych bankovych produktov,
ktoré sa poskytuji vytypovanym kategdriam financnych spotrebitel'ov ako urcita forma
zvyhodnenia tychto kategorii. Selekcia bankovych produktov na bezne poskytované
celému portféliu retailovych klientov a na zvyhodnené bankové produkty profilované
iba na niektorych financnych spotrebitelov pritom méze spocivat’ v roznych dévodoch,
ako je napriklad podpora byvania mladych. V zavere prispevku predostrieme legitimitu
takychto prostriedkov, ktoré by sa mohli javit' na prvy pohl'ad ako diskriminujuce os-
tatné skupiny finan¢nych spotrebitel'ov.

' doc. JUDr. Lubomir Cunderlik, PhD.; Univerzita Komenského v Bratislave, Pravnické fakulta, Katedra fi-
nancného prava, Safarikovo namestie 6, 810 00 Bratislava; E-mail: lubomir.cunderlik@flaw.uniba.sk
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1 Metodika prace

Cielom predloZzeného prispevku je rozbor a komplexné prezentovanie aktualneho
pravneho stavu urcitého typu bankovych sluzieb, ktoré komercné banky ex lege posky-
tuju alebo mo6zu fakultativne poskytovat’ finanénym spotrebitelom za splnenia restrik-
tivnych podmienok, ktoré sa mo6zu javit' ako diskriminacné, pripadne zvyhodnujlce
tychto spotrebitel'ov. Prispevok je vysledkom pouzitia metdd syntézy, analyzy, deduk-
cie a indukcie, metddy abstrakcie a komparacie. Pri jeho spracovani bolo nevyhnutné
uplatnit’ aj metddu deskripcie, a to za Ucelom sumarizacie sicasného pravneho stavu
analyzovanych bankovych produktov, ktoré su cielené na vybrand skupinu finanénych
spotrebitel'ov, a to s dorazom na ich legitimne zvyhodnenie a podporu. Prispevok preto
predstavuje teoreticky a pozitivnopravny clanok.

2 Vysledky a diskusia
2.1 Zvyhodnujice bankové produkty

Komercné banky v stcasnosti poskytuju bankové sluzby pre financnych spotrebi-
tel'ov,? ktoré svojou povahou (najma v kombinacii s vekom prijimatela sluzby) pred-
stavuju pomerne zvyhodnené bankové produkty. K ich zavadzaniu sa pristupilo zasad-
ne vo vztahu k bankam, nie k nebankovym poskytovatelom financnych sluzieb. Dovo-
dom je jednak eurdpska pravna Uprava, ktora niektoré z tychto produktov viaze vyluc-
ne na banky,? jednak funkcia a vyznamné postavenie samotnych bank v ekonomike
Statu, ktoré su odlisné od mensich nebankovych podnikatel'skych subjektov.*

VSetky takéto bankové produkty si poskytované na zaklade a v medziach platnej
pravnej Upravy, pricom v sUlade s nou pouzivaju aj prislusné (zakonné) oznacenie. Ne-
jde teda o balik sluzieb, ktory by banka poskytovala vylu¢ne ako marketingovy nastroj
na ziskanie komparativnej vyhody v porovnani s inou bankou, aj ked’ nie je vylicené
sucasné naplnanie tejto funkcie pri poskytovani tohto typu produktov. Ich poskytova-
nie preto nie je viazané na volnd komerénd Gvahu banky o Struktdre a podmienkach
bankového produktu ako i dobe jeho poskytovania, ale ma trvacnejsi charakter (znak
dlhodobého poskytovania) a vykazuje stabilné zloZenie produktu v zmysle predpisa-

2 Finantného spotrebitela je tu potrebné chapat’ v zmysle ustanovenia § 1 ods. 3 pism. c) zakona ¢.
747/2004 Z.z. o dohlade nad finan¢nym trhom a o zmene a doplneni niektorych zakonov v zneni neskor-
Sich predpisov. V stlade s nim je potom finanénym spotrebitel'om spotrebitel’ na financnom trhu, s ktorym
pri pontkani financnej sluzby alebo pri uzatvérani alebo plneni spotrebitel'skej zmluvy o poskytnuti financ-
nej sluzby kond dohliadany subjekt alebo osoba konajica v mene alebo na Ucet dohliadaného subjektu.
Spotrebitelom je vSak iba fyzicka osoba, ktora nekona pri uzatvarani a plneni spotrebitel'skej zmluvy v
ramci predmetu svojej podnikatel'skej ¢innosti, zamestnania alebo povolania (pozri ustanovenie § 2 pism.
a) zakona C. 250/2007 Z.z. o ochrane spotrebitefa a o zmene zakona Slovenskej narodnej rady
¢. 372/1990 Zb. o priestupkoch v zneni neskorsich predpisov, obdobne ustanovenie § 52 ods. 4 Obcian-
skeho zakonnika).

* Naproti tomu niektoré z tychto produktov st vysledkom iba narodnej legislativnej iniciativy na podporu
Statom sledovaného ciel'a a nenachadzaju svoj odraz v prave EU.

4 V pripade posledne menovanych subjektov dochadza v recentnom obdobi k stupriovaniu miery regulacie
podnikatel'skej Cinnosti tzv. nebankoviek pri poskytovani Uverov pre spotrebitelov. Pozri napr. Vozar,
2016, s. 61-70.
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nych podmienok v platnej pravnej Gprave (znak nemennosti balika sluzieb).> Na zakla-
de toho mdzeme konstatovat, Ze nejde o typicky komer¢né bankové produkty, ale
bankové produkty, ktorych zavedenie do komercnej praxe banky nesleduje prioritne jej
ekonomicky prospech ale prospech skupiny 0s6b — financnych spotrebitel'ov, ktorym st
adresované, a to vo vazbe na r6zne spolocensko-ekonomické suvislosti (podpora mla-
dych, zvySenie dostupnosti zakladnych platobnych sluZieb a pod.). M6Zeme tak hovorit’
o tzv. kvazi bankovych produktoch, resp. (ne)bankovych produktoch. Vychadzajuc
z uvedenej vSeobecnej charakteristiky (GCel pravnej Upravy, materidlny prvok)
a reflektujic pravny stav de lege lata (formalny pristup), ktory uvedené produkty im-
plementuje do pravneho poriadku SR, je potrebné zdo6raznit’ prevazne dominujlcu ve-
rejnopravnu metddu regulacie tohto segmentu komerénej Cinnosti bank. Ako vyplynie
z nasledovného textu, zakotvenie relevantnych instititov nachadzame v predpisoch ve-
rejnopravnej povahy (zakon ¢. 483/2001 Z.z. o bankach o zmene a doplneni niektorych
zakonov v zneni neskorsich predpisov, zakon €. 492/2009 Z.z. o platobnych sluzbach
a o zmene a doplneni niektorych zakonov v zneni neskorsich predpisov, pripadne aj
v podzakonnych predpisoch vykonavajlcich splnomociiovacie ustanovenia tychto za-
konov) a ich vzt'ah k obchodnopravnej Uprave je vztahom lex specialis ku lex generalis
(Obchodny zakonnik). Aplikacia Obchodného zakonnika je pritom vymedzena subsidia-
ritou jeho ustanoveni, ktoré upravuju zakladné zavazkovopravne vzt'ahy pre bankovy
produkt vo forme Gveru alebo vkladu, pripadne aj platby.® V zavislosti od toho, Ci
pravna Uprava zavadzajlca ich existenciu uklada banke povinnost’ takyto produkt po-
skytovat’ v ramci svojej obchodnej Cinnosti (obligatdrne poskytovanie), alebo Ci ide pre
banku o moznost’ dobrovol'ne poskytovat’ takyto produkt (fakultativne poskytovanie),
mozno kvazi bankové produkty rozdelit' na povinné produkty (tzv. zakladny bankovy
produkt, tzv. platobny ucet so zakladnymi funkciami) a na dobrovolné produkty (tzv.
mladomanzelsky Uver, tzv. hypotekarny Uver so Statnym prispevkom pre mladych).
Z vymedzenej klasifikacie mozno indikovat, Ze produkty vo forme Uveru si nadalej
ponechavané v obchodnopolitickej diskrécii banky, ¢o je zrejme potrebné vnimat’
v kontexte regulatérnych poziadaviek na riadenie Uverového rizika (credit risk mitiga-
tion).

2.2 Povinne poskytované bankové produkty

Obligatérne poskytované bankové produkty su svojou povahou za splnenia za-
konnych podmienok narokovatelné zo strany financného spotrebitela. Komer¢na ban-
ka nemodze ich poskytnutie spotrebitel'ovi odmietnut’ a takyto produkt musi mat’ nepre-
trZite vo svojej ponuke. Povinné produkty poskytuju preto vSetky banky a pobocky za-
hrani¢nych bank v SR.

Znak nemennosti produktu je prirodzene determinovany relativnou nemennost'ou prislusnej pravnej Upra-
vy. Prikladom opaku, ako uz ukdzala aj legislativna prax, je skora zmena pravnej Upravy tzv. zakladného
bankového produktu. Tento produkt bol zavedeny s Gcinnost'ou od 1.6.2010 novelou zakona o bankach
(novela ¢. 129/2010 Z.z.) do ustanovenia § 5 pism. r) (vymedzenie rozsahu bankovych sluZieb s nim po-
skytovanych) a do ustanovenia § 27c (nalezitosti Ziadosti o produkt). S ucinnostou od 1.4.2011 doslo k
vypusteniu jeho pravnej Upravy (novela €. 46/2011 Z.z.). Po relativne kratkom Case bol opatovne zavede-
ny od 1.9.2012 (novela ¢. 234/2012 Z.z.) a od 1.1.2016 doplnené jeho pravna Uprava (novela ¢. 405/2015
2.2.).

Ide najméd o ustanovenia o zmluve o Uvere (§§ 497-507), ustanovenia o zmluve o inkase (§§ 692-696),
ustanovenia o zmluve o beznom Ucte (§§ 708-715) a zmluve o vkladovom Ucte (§§ 716-719a).
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Zakladny bankovy produkt je spolu s platobnym Gctom so zakladnymi funkciami
pomerne novym instititom a ich zavedenie sleduje zabezpecenie vacSej pristupnosti
platobnych sluzieb medzi verejnostou. Nejde primarne o vkladové produkty, ale o pro-
striedky bezhotovostného platobného styku, aj ked’ nie je vylicené UrocCenie vkladu
v banke. Poskytnutie produktu je podmienené kumulativne doviSenim 18. roku veku
Ziadatel'a — spotrebitela, jeho Cistym mesacnym prijmom max. 400 eur ku diiu podania
Ziadosti o poskytnutie tohto produktu a neexistenciou d'alSieho uctu. Jeho vyhodou je
zabezpecenie minimalneho Standardu bankovych sluzieb pri absencii poplatku za jeho
poskytnutie (vySka poplatku za zakladny bankovy produkt je 0 eur mesacne).

Zakladny bankovy produkt sa spociatku terminologicky viazal na bezny Gcet
v zmysle § 708 a nasl. Obchodného zakonnika. ISlo o novinku v bankovnictve (Kubicek
et al., 2012). V dbsledku transpozicie smernice Eurdpskeho parlamentu a Rady
2014/92/EU z 23. jula 2014 o porovnatelnosti poplatkov za platobné Ucty, o presune
platobnych Gétov a o pristupe k platobnym uctom so zakladnymi funkciami doslo
s ucinnostou od 1. januara 2016 k zmene zavedenej pravnej Upravy zakladného ban-
kového produktu, ktory sa uz terminologicky viaze na platobny Gcet (vid' novela ¢.
405/2015 Z.z.).” Spociatku, pri svojom vzniku, bol zakladny bankovy produkt zriedkavo
vyuzivany verejnostou (v podstate banky zriadili iba niekol'ko tychto Gctov), o prav-
depodobne viedlo k zruSeniu jeho prvej pravnej Upravy k 1. aprilu 2011. Napokon bol
vSak obnoveny, pricom rozsah a povaha suvisiacich bankovych sluzieb je podobny roz-
sahu a povahe sluzieb u Standardného Uctu. Rozsah a sp6sob s nim spojenych sluzieb
je upraveny osobitne vo vykonavacom pravnom predpise ministerstva financii — vy-
hlaske ¢. 41/2016 Z.z. o zakladnom bankovom produkte s G¢innost'ou od 1. januara
2016 (§ 1), ktorad zrusila predchodcu — vyhlasku ¢. 247/2012 Z.z. (4¢innG v obdobi
1.9.2012 — 31.12.2015). Ani tato vyhlaska vsak nebola prvy vykonavacim predpisom
v tejto oblasti, jej predchodcom bola vyhlaska ¢. 290/2010 Z.z. o rozsahu a spdsobe
poskytovania platobnych operacii v mene euro v ramci zakladného bankového produk-
tu (U¢innad v obdobi od 1.7.2010 — 31.3.2011), ktor v rdmci doc¢asného zakonného
zruSenia produktu ako takého zrusila priamo novela zakona o bankach (zruSovacie
ustanovenie § 123a zakona ¢. 46/2011 Z.z. ) s ucinnostou od 1.4.2011. Vyvoj pravnej
Upravy obsiahnutej vo vykonavacom pravnom predpise tak sledoval vyvoj zakonnej
pravnej Upravy.

Platobny (Cet so zakladnymi funkciami (tzv. Standardny (cet) je vysledkom tran-
spozicie vysSie uvedenej smernice Eurdpskeho parlamentu a Rady 2014/92/EU z 23.
jula 2014 o porovnatelnosti poplatkov za platobné Ucty, o presune platobnych Gctov a
o pristupe k platobnym Gc¢tom so zakladnymi funkciami do slovenského pravneho po-
riadku od 1.1.2016.% Jeho zavedenie je tak splnenim transpozicnej povinnosti Clenské-
ho Statu EU, ktora je motivovana eurdpskymi snahami o prehlbenie vnitorného trhu s
retailovym bankovnictvom a Gcinné zohl'adnenie potrieb spotrebitelov tak, ako to dek-
laruje odovodnenie smernice €. 2014/92/EU v bodoch 4 a 6. Smernica pomenuva tento
fenomén ako ,rozvoj moderného, socialne inkluzivneho hospodarstva“, ktory stale vo
vacSej miere zavisi od vSeobecného poskytovania platobnych sluzieb. Poskytovatelia

7 Napriek tomu v zakone o bankach zostal v prislusnom ustanoveni (§ 5 pism. s) veta pred dvojbodkou)
v poznamke pod ciarou ¢. 13d) odkaz na ustanovenie § 708 Obchodného zakonnika, a to aj ked' odkaz
v poznamke pod Ciarou k pravnej Uprave Standardného Uctu vzniknutého de lege lata k identickému da-
tumu (1.1.2016) - ¢. 13mb) - odkazuje na platobny Ucet (ustanovenie § 2 ods. 9 zakona o platobnych
sluzbach).

8 Ustanovenia § 5 pism. ae) a § 27d zakona o bankach.
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platobnych sluzieb maju tendenciu prisposobovat’ svoje postupy vnatroStatnym trhom,
naklady na cezhrani¢né fungovanie v porovnani s nakladmi, ktoré znasaju domaci po-
skytovatelia, by sa zvysili, a z toho dévodu by sa zniZila atraktivita cezhranicného pod-
nikania. Cezhrani¢ni ¢innost’ na vndtornom trhu EU brzdia prekazky, ktorym spotrebi-
telia Celia pri zriad'ovani platobného Uctu v zahranici. Preto sa javi zavedenie Standar-
dizovaného uctu vo vsetkych clenskych Statoch ako racionalny kompromis v otdzke za-
bezpecenia pristupnosti platobnych sluzieb vsetkym fyzickym osobam s pravnym vzta-
hom k niektorému clenskému Statu. Poskytnutie pristupu k platobnému Gctu pre vset-
kych opravnenych spotrebitel'ov umozni ich vysSie zapojenie do vnitorného trhu EU a
vdaka tomu budl moct’ spotrebitelia vyuzivat’ vyhody vnatorného trhu.

Standardnym Gc¢tom je platobny Gcet, ktory obsahuje nasledovné bankové sluzby
sUvisiace s platobnym Gctom: zriadenie, vedenie a zruSenie platobného Gctu, vykona-
vanie platobnych operacii,® vydanie platobnej karty. V ramci Uctu je rozsah a sp6sob
s nim spojenych sluzieb upraveny osobitne vo vykonavacom pravnom predpise minis-
terstva financii, ktorym je vyhlaska ¢. 42/2016 Z.z. o platobnom Ucte so zakladnymi
funkciami (§ 1).

Rozdiel medzi Standardnym Uctom a zakladnym bankovym produktom spociva
v niekolkych aspektoch: standardny Gcet mozno zriadit’ aj v inej mene ako euro, sivi-
siace bezhotovostné prevody potom mozno realizovat’ v prislusnej mene, hotovostné
operacie (vklad na a vyber z Uctu) vSak mozno pri nom realizovat’ vylucne v mene eu-
ro. Tieto funkcionality nadvazujd na jeho filozofiu, ktoré ma ulahCit’ a rozsirit’ bezhoto-
vostné platobné operacie na vnitornom trhu EU, ktora v sebe involvuje aj krajiny sto-
jace mimo eurozonu. Zakladny bankovy produkt a s nim slvisiace platobné operacie
(hotovostné a bezhotovostné) su spojené vyluéne s menou euro a zahrmuju vydanie
iba medzinarodnej debetnej platobnej karty,1° ¢o je vzhladom na jeho narodni povahu
a obmedzen( regionalnu pOsobnost’ prirodzené. Obidva produkty sa pritom odvijaju
svojou pravnou povahou od zakladnej pravnej Upravy platobného G¢tu nachadzajlcej
sa v zakone o platobnych sluzbach.! Vzhl'adom na to, Ze ide o zasadne bankou posky-
tované produkty (ini poskytovatelia platobnych sluzieb st vyliceni), ide de facto
o platobny Ucet vo forme bezného Uctu v zmysle § 708 Obchodného zakonnika. Obidva
produkty sa poskytuju na ziadost, ¢o predstavuje osobitnu fazu predkontraktacného
procesu.

Opravnenym na poskytnutie $tandardného Uctu je spotrebitel’ s pobytom v EU
vratane spotrebitel'a bez pobytu na Uzemi SR, Ziadatel'a o azyl a spotrebitela, ktorému
nebolo udelené povolenie na pobyt, ale ktorého vyhostenie nie je mozné. Spotrebitel
so Standardnym Gc¢tom si nesmie zriadit’ Ziadny d'alSi platobny tcet okrem vkladového
Uctu, penazného vkladu potvrdeného vkladnou knizkou a prijimania vkladov formou
sporiaceho programu, a to sporenim platobnou kartou, sporenim jednorazovym alebo
pravidelnym prevodom financ¢nych prostriedkov v banke. Podmienkou jeho poskytnutia
je teda neexistencia d'alSieho platobného Uctu. Platobny Ucet so zakladnymi funkciami

° Ide o vklad finan¢nych prostriedkov v hotovosti v mene euro na platobny (cet, vyber finan¢nych pro-
striedkov v hotovosti v mene euro z platobného Uctu, bezhotovostné prevody financnych prostriedkov z
platobného Gctu alebo na platobny Ucet (inkasom vratane trvalého prikazu na inkaso, Uhradou vratane tr-
valého prikazu na Uhradu, prostrednictvom platobnej karty).

10 Standardny Gcet predpokladd vydanie platobnej karty ako takej, hoci v rémci vykonavacej vyhlagky ¢&.
42/2016 Z.z. k tomuto UCtu sa restriktivne ustanovuje vydanie jednej medzinarodnej debetnej platobnej
karty.

11 7akladna charakteristika platobného (ctu je v ustanoveni § 2 ods. 9 zakona o platobnych sluzbach.
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a zakladny bankovy produkt sa preto nemo6zu poskytnat' sicasne. Ich paralelné po-
skytnutie by sa vSak nemalo vyskytnut’ prave s ohladom na SirSiu cielovd skupinu pr-
vého z nich. Ak ma spotrebitel’ uz skor zriadeny iny platobny Gcet, ktory obsahuje to-
tozné bankové sluzby ako Standardny Gcet, je banka povinna raz rocne preukazatelne
informovat’ tito osobu o moZnosti zriadenia takéhoto typu UcCtu. Vyska poplatku za
Standardny ucet (max. 3 eura mesacne) umoznuje do urcitej miery bankam hospodar-
sku sUtaz aj v tejto povinnej bankovej sluzbe, avSak hornd hranica jeho sadzby je
ustanovena spomenutou vykonavacou vyhlaskou (§ 2). Banka sa moOze dohodnut
s majitel'om Uctu na poskytnuti sluzieb k Standardnému uctu nad rdmec zo zakona po-
skytovanych platobnych sluzieb, pricom si za tieto m6zu Gctovat’ osobitné poplatky.

S uvadzanim pravne relevantnych nepravdivych informacii pri zriad'ovani Stan-
dardného Uctu je spojena sankcia zrusenia Uctu jednostranne zo strany banky. Obdob-
ne banka Ucet zrusi, ak jeho majitel’ nevykona za suvislych 24 mesiacov Ziadnu platob-
nu transakciu, pouziva ho v rozpore s pravidlami boja proti money launderingu, nema
pobyt v EU alebo ma zriadeny iny platobny Gcet.

Vyuzitel'nost’ produktu Standardného Gc¢tu monitoruje ministerstvo financii pro-
strednictvom informacnej povinnosti bank zasielat’ mu kazdoro¢ne do 10. septembra
Udaje o pocte novozriadenych a zrusenych Uctov tohto typu za predchadzajlci kalen-
darny rok.

Banka je povinna zaobchadzat’ so spotrebitel'om pri Ziadosti o tento Ucet alebo pri
pristupe k tomuto Uctu nediskriminacne. Ustanovenie § 27e zakona o bankach v tejto
suvislosti priamo odkazuje na aplikaciu sikromnopravnej ochrany prostrednictvom an-
tidiskriminacného zakona (zakon €. 365/2004 Z.z. o rovnakom zaobchadzani v niekto-
rych oblastiach a o ochrane pred diskriminaciou a o zmene a doplneni niektorych za-
konov v zneni neskorsich predpisov). V sllade so zasadou rovnakého zaobchadzania sa
zakazuje diskriminacia explicitne z dovodu Statnej prislusnosti alebo miesta pobytu
spotrebitel'a. Banky uz nebudd moct’ odmietnut’ klienta pre jeho Statnu prislusnost’ i
miesto jeho pobytu.'? Vzhladom na skutocnost, ze dodrZiavanie tohto ustanovenia je
vo vecnej pdsobnosti organu dohl'adu nad financnym trhom, mozno vyvodit, Zze Na-
rodna banka Slovenska sa tak stala od 1.1.2016 verejnopravnym organom dohladu
nad dodrziavanim tejto zasady u bank. Tato skutocnost’ moze napomoct’ dokaznej nd-
dzi obete diskriminacie, ktora velakrat nedisponuje dokaznymi prostriedkami , ktorymi
by preukazala sudu tvrdené skutoCnosti o priamej ¢i nepriamej diskriminacii (Cenkner,
2016).

V nadvdznosti na eurdpsku pravnu Upravu Standardného Uctu sa v dosledku tran-
spozicie zmienenej smernice EU zaviedla pre spotrebitel'ov aj moznost’ bezodplatného
presunu platobného G¢tu medzi bankami na zaklade Ziadosti spotrebitela (pozri § 44d,
44e, 44f zadkona o platobnych sluzbach) s ucinnost'ou od 15. marca 2016. Presun za-
kladného bankového produktu a platobného Gctu so zakladnymi funkciami sa uskutoCni
len so sucasnym vypovedanim ramcovej zmluvy k tymto produktom u odovzdavajlcej
(presuvajucej) banky. Suvisi to s uz konstatovanou podmienkou, ze u tychto produktov
nesmie sUCasne existovat’ d'alsi Ucet.

12 pozri aj napr. Prvy (et sa bude dat’ zriadit’ kdekol'vek v Unii. In SME - Ekonomika, s. 6, 19.4.2014.
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2.3 Dobrovol'ne poskytované bankové produkty

Fakultativne poskytované bankové sluzby, ktoré maji svoj odraz vo verejnoprav-
nej regulacii zakona o bankach, predstavuju mladomanzelsky Gver a hypotekarny Gver
so Statnym prispevkom pre mladych. Oba produkty si ponukané na baze dobrovol'nos-
ti a komer¢na banka nemusi pristupit’ k vytvoreniu.

Mladomanzelsky Gver (§ 88a — § 88d zakona o bankach) je viazany predovsetkym
na podmienku splnenia veku u oboch manzelov (do 35 rokov), ktorych manzelstvo trva
najviac dva roky, dalej ich sihrnny priemerny mesacny prijem za predchadzajlci ka-
lendarny rok nesmie presiahnut’ 2,6 nasobok priemernej mesac¢nej nominalnej mzdy
zamestnanca v narodnom hospodarstve. Zvyhodnenie takto vymedzenej socialnej sku-
piny spociva v poskytnuti tzv. Statneho prispevku pre mladomanzelov vo vyske 3%,
o ktoré sa znizi Urokova sadzba podla zmluvy o mladomanzelskom Gvere, za sucasné-
ho poskytnutia prispevku samotnej banky vo vyske 1,5% pocas celej doby splacania
Uveru.!3 Celkova suma Uveru je pritom obmedzend na max. sumu 10 000 eur.

Hypotekarny Gver pre mladych poberatelov (§ 85a - § 88b zakona o bankach) je
osobitnym druhom hypotekarneho Gveru. Jeho poskytnutie je viazané predovsSetkym
na vek Ziadatel'a — musi ist' o osobu medzi 18. a 35. rokom veku (,mlady poberatel™).
V pripade paru musia podmienku veku naplnit’ obe osoby. Priemerny mesacny prijem
za predchadzajuci kalendarny rok moze byt maximalne 1,3 nasobok priemernej me-
sacnej nominalnej mzdy zamestnanca v narodnom hospodarstve. U manzelov nesmie
presiahnut’ 2,6 nasobok priemernej mesacnej nominalnej mzdy. Zvyhodnenie tejto
skupiny obyvatel'stva spociva v poskytnuti Statneho prispevku pre mladych vo vyske
2%, o ktoré sa znizuje Urokova sadzba podla zmluvy o hypotekarnom Uvere, za sU-
Casného poskytnutia prispevku banky vo vyske 1% pocas prvych piatich rokov splaca-
nia Uveru a jeho UroCenia. Specifikom produktu je obsah zavazku banky, Ze pocas tejto
doby banka umozni odloZit’ splatky istiny hypotekarneho Uveru a umozni mimoriadnu
splatku hypotekarneho Uveru bez poplatku. Celkova suma Uveru je obmedzena na
max. sumu 50 000 eur.

Okrem pravnou Upravou zakotvenych bankovych produktov banky fakultativne
poskytuju aj niektoré d‘alsie produkty vo svojom portféliu v ramci svojej obchodnej
stratégie. Najcastej$im finanénym produktom je tzv. Studentsky Ucet, ktory je viazany
na vek spotrebitela (do 26 rokov veku), a tzv. Studentsky Uver (pre Studentov dennej
formy stadia vysokej skoly, vo veku medzi 18 az 26 rokov). Skimanie tychto sluzieb
vSak nie je predmetom nasho zaujmu, nakolko ide o typické bankové obchody bez ve-
rejnopravnej Upravy sui generis v porovnani s prechadzajdcimi bankovymi sluzbami.

13 percentualna vyska Statneho prispevku pre zmluvy uzatvorené v jednotlivych kalendarnych rokoch sa ur-
Cuje zékonom o Statnom rozpocCte na prislusny rozpoctovy rok.

' Statny prispevok sa poskytne mladému poberatel'ovi kazdorocne po dobu piatich rokov od zacatia droce-
nia hypotekarneho Gveru a iba na jednu zmluvu o hypotekarnom Gvere. Statny prispevok pre mladych sa
urCuje kazdoroCne zakonom o Statnom rozpocte na prislusny rozpoctovy rok
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Zaver

Vykonané skiimanie obligatornych a fakultativnych bankovych produktov nas pri-
viedlo k formulovaniu parcialnych vystupov. Nejde o tradicne komercné bankové pro-
dukty, ale bankové sluzby, ktorych zavedenie do komercnej praxe bank nepriorizuje
ekonomicky prospech tohto podnikatel'ského subjektu, ale prospech definovanej sku-
piny 0sob — finanénych spotrebitel'ov, ktorym su adresované (v spojeni s rozlicnymi
spolocensko-ekonomickymi javmi moze ist' o podporu mladych, zvySenie dostupnosti
zakladnych platobnych sluzieb a pod.). M6zeme tak hovorit’ o tzv. kvazi bankovych
produktoch, resp. (ne)bankovych produktoch. Druhd mnozina sluzieb, poskytovanych
dobrovol'ne, pritom vykazuje urcitd obmedzen( adresnost, kedZe jej cielova skupina
je signifikantne uZzSia ako u povinne zo zakona ponukanych produktov. Slovenské na-
rodné stredisko pre l'udské prava ako narodny l'udskopravny monitorovaci organ vy-
hodnotilo v roku 2015 poskytovanie dobrovolnych financnych produktov bankami so
zvyhodnenim pre vybrané skupiny fyzickych os6b za realizaciu do¢asného vyrovnava-
cieho opatrenia v zmysle § 8a antidiskriminacného zakona (Kolektiv, 2015). Tieto opat-
renia odstranuju znevyhodnenia z roznych, najma diskriminacnych, dévodov. Ich cie-
I'om je zabezpecit’ rovnost’ prilezitosti v beznom Zivote. Docasné vyrovnavacie opatre-
nia sa prijimaji dobrovolne a za splnenia podmienky, Ze nerovnost’ je preukazatelna.
Cielom je zniZenie alebo odstranenie nerovnosti (Mesaros, 2015). V sulade s tym moz-
no dedukovat, ze poskytovanim mladomanzelského Uveru sa sleduje odstranenie so-
cialneho a ekonomického znevyhodnenia skupiny oséb s osobitne doleZitou zivotnou
udalost'ou. Poskytnutim druhého tzv. hypotekarneho Uveru so Statnym prispevkom pre
mladych, sa sleduje odstranenie socidlneho a ekonomického znevyhodnenia skupiny
0s0b v dosledku objektivnej potreby zabezpecenia byvania. V oboch pripadoch ide o
legitimny zaujem Statu o podporu urcitych socialne znevyhodnenych skupin mladych
l'udi. Preto je potrebné v tejto suvislosti formulovat’ zaver, Ze pravna Uprava takychto
produktov v zakone o bankach v Ziadnom pripade nepredstavuje diskriminand pravnu
Upravu a ich uplatnenie na fakultativnej baze zo strany bank je legitimne, pretoze pod-
poruje (aspon Ciastocné) odstranenie socialnej nerovnosti.
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Building Effective Marketing Communications in Tourism

Liudmila Gorlevskaya!

Abstract

In the world of rapid technological evolution and economy of digitalization, consumers
are continuously changing. Tourists are among the first. Their behaviour, media con-
sumption, engagement level and expectations must influence on transformation of ap-
plied communication tools. In recent decades, the pace of change became faster. Me-
dia consumption has shifted to Internet, Mobile and innovative mediums. The paper
proposes modern forms of communication tools on different stages of making-decision
process and describes role of each to build marketing communications of tourism in-
dustry actors in a more effective way.
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Introduction

The service sector has significant impact on world economy development. Tour-
ism as a part of it shows positive dynamics for the last several years. According to the
World Travel & Tourism Council (2015), direct Travel and Tourism (T&T) contributed
3.5% to GDP in Europe in 2015. Taking into account investments, government and
other indirect spending in T&T its share increased up to 9.6% of GDP. However, there
are huge differences of the indicator among countries. Countries located on the coast
with favourable climate, with unique cultural and historical heritage have a higher
share of T&T in GDP vs average level, ex. in Spain T&T directly contributes 5.8% to
GDP, in Greece - 7.6%. Others have significantly lower level, ex. 1.3% in Romania,
1.0% in Moldova.

Service as a product has its own unique characteristics. It is intangible, insepara-
ble from source, cannot be stored, highly variable (Kotler & Armstrong, 2012). Quality
of service is not stable and can be changed. For example, if you visiting a castle in dif-
ferent weather conditions, if part of the exhibition is closed for renovations, if tour
guide is tired and not able to inspire a group excursion etc. In all similar cases, quality
of service will differ. Another feature is that consumer can estimate quality of service
only after buying and getting the service. Tourist demand can change rapidly. Due to
the fact that tourist service is not the first need product it is very sensitive to number
of factors which influence consumer behaviour:

- Economic — express in available amount of money and time for travelling;

! Liudmila Gorlevskaya PhD.; Moscow polytechnic university, Faculty of Social Technologies and Manage-
ment, Department of Economy of high-tech industries, Bolshaya Semenovskaya st., 38, Moscow, Russia,
107023; E-mail: ludmila.gorlevskaya@yandex.ru
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- Political — express in government barriers and stimulus for visiting particular

places;

- Socio-Cultural — express in consumer preferences based on traditions and
habits;

- Security — express in feeling safety;

- Environmental — express in preferences on weather, climate, natural

landscape etc.

Therefore, the essence of the tourist service imposes specific characteristics on
marketing in the field. Technological evolution and economy of digitalization impact on
consumer changes. It causes the need to constant review of marketing communica-
tions tools and search for a way to reach consumer more effectively.

1 Methodology

The purpose of the article is to identify the modern tools of marketing communi-
cations and its role to influence on tourists. Analysis of tourist profile, identification of
relevant touch-points, analysis of different marketing communication tools to promote
tourism product were done to achieve the purpose.

Analysis of Tourist profile and relevant touch-points are based on quantitative
and qualitative methods. Sources of quantitative statistic data are Worldwide Advertis-
ing Research Company (WARC), research company TNS Russia, Nielsen and review of
secondary marketing sources of information. In-depth interviews hold with eight re-
spondents were additional source of qualitative data. Mix of traditional and innovative
marketing communication tools were investigated in tourism industry with respect to
analysis and synthesis methods. Due to the fact that the tourism sector is always re-
lated to a specific geographical area, the territory under consideration was Europe with
focus on Russian market.

2 Results and Discussion

This section is divided into 3 subsections, which allow reaching the purpose of the
article. We start with tourist profile to determine who our target audience is.

2.1 Tourist as a target audience

Defining of target audience is essential for building effective marketing communi-
cations. Tourists as ultimate consumers are the primary target audience. Their socio-
demographic profile, needs, behavior, expectations, media consumption etc. are the
subject of regular marketing research to define trends and insights.

Current trends show that high fragmentation of tourism takes place. In addition
to the traditional tourism segments appeared wine tourism, agritourism, gastronomy
tourism, religious, walking, cycling tourism etc. Deeper market segmentation allows to
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find out and satisfy additional consumers’ needs, to strengthen incentives for trips, to
increase the number of tourists and frequency / duration of their stay. It is necessary
to consider that market segmentation and proposed tourism product should be highly
matched (Middleton & Clarke, 2001). For example, the marketers found out the high
potential of Muslim tourists segment, which is growing. Russian Federal Agency for
Tourism launched program «Halal Friendly» in the beginning of 2016 (Federal Agency
for Tourism of Russian Federation, 2016). It assumes the adaptation of the tourism
infrastructure for tourists from Muslim countries. Hotels, restaurants and other organi-
zations can get Halal certificate if they match the list of special requirements. Further-
more, international exhibition Halal Expo is held annually in Moscow to strengthen and
develop the relationship with Muslim countries.

The top spenders in international tourism were China, U.S., Germany, UK, Russia,
France and Canada, Italy, Australia, Brazil in 2014 (UNWTO, 2015). Nevertheless,
three of top 10 spenders — Russia, France and Italy had confidence index significantly
lower vs. average level (Figure 1). The confidence index (Nielson, 2014) is based on
concerns and spending intention of respondents with online access.

Figure 1 Global consumer confidence index Q4 2014
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In order to determine correlation between the top spenders expenditure and the
consumer confidence index as well as countries’” GDP per capita, total population we
calculated Pearson coefficient (Table 1). There is a strong correlation between the
tourism expenditure and population. The consumer confidence index has moderate

correlation and there is no correlation with GDP per capita.

Table 1 Top 10 international tourism spenders and Pearson coefficient, 2014

Tourism ex- Consumer con- Glt):g::r:zgl- Population,
Country penditure, $ M fidence index price, in T $, M people,
2014 Q4 2014 2014 2014

China 164900 107 7617 1394
u.S. 110800 106 53 990 323
Germany 92200 98 47 966 83
UK 57600 94 46 281 63
Russia 50400 79 12 898 142
France 47800 57 42 733 65
Canada 33800 102 50 169 36
Italy 28800 45 35812 61
Australia 26300 93 62 290 24
Brazil 25600 95 11 387 202
Pearson coeffi-
cient with ex- - 49% -25% 84%
penditure

Source: Author calculated Pearson coeff. based on UNWTO, 2015; Nielsen, 2014; UNCTADStat, 2015; UN,

2016

Thus, consumer confidence is important but not crucial for tourism expenditure
growth. At the same time, population dynamics is an essential indicator that needs to
be monitored and taken into consideration by marketers in tourism industry when they
forecast source of business and geographic segments.

Despite current decline and negative economic situation, Russia is an important
source of worldwide tourism sector. Russian outbound tourism declined by 20% while
domestic tourism showed positive dynamic in 2015 vs. 2014 (Federal Agency for Tour-
ism of RF, 2016). About 43% of international tourists from Russia have shifted to do-
mestic tourism due to euro and dollar significant growth vs. local currency — 33% and
58% respectively.

According to TNS Russia (2016) 27% of Russian people made trips within Russia
and abroad during last 6 months. Average tourist is 25 — 54 y.o. with a slight shift to
women. People 55+ y.o. are retired and due to low level of pension, they have no
much opportunity for travelling. In European countries with strong economies and high
GDP per capita seniors are significant segment of tourism industry. Moreover, the
share of older people increases worldwide. According to United Nations (2016) share
of people older than 60 y.0. was 11% in 2009, 12.3% in 2015 and is expected to
reach 16.5% in 2030. Europe has a higher share of people 60+y.o.: 23.9% in 2015
and up to 29.6% in 2030. Therefore, segment of seniors should have a lot of attention
among tourism industry actors. At the same time, young audience who is just starting
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their travel experience is also important segment to communicate and build loyalty as
a future source of business.

Despite total number of travelling men is a bit less vs women (44% vs 56%) they
travel more often. Most of tourists have stable work that allows getting average and
high income. They usually have high education. Most of them have social status as
managers, specialists or non-manual workers.

The majority of tourists makes trips within the region of their stay. Trips to visit
relatives and friends dominate among domestic tourism. They accumulate 40% of
tourists. Excursions and sightseeing, rest in the sanatorium or in the rest home, busi-
ness purposes are followed with a big gap at 16% level. The main reasons for trips
abroad are rest in the sanatorium or in the rest home 14%, excursions and sightseeing
8%, trips to relatives and friends 6% (TNS Russia, 2016). Domestic trips are usually
made by cars or trains while airplane is a key for trips abroad. The most popular coun-
tries are Turkey, Finland, Egypt, Abkhazia and Kazakhstan.

Trips have clear seasonality. The main season is summer period. 65% of Russian
tourists prefer it. Followed by autumn with 21%. This can be explained that people
want to extend the warm summer days because of autumn rains and overcast in most
part of Russia. Average spending for tours are 800 euro during last 6 months. Internet
is a key place for searching information about trips, booking and buying tours or ac-
commodation and tickets. We can state that consumers became more confident and
self-booked routes — accommodations, transport, excursions, dining etc. Special plat-
forms help them save money, prolong their trip’s duration and get unique, local, au-
thentic experience.

Actors of tourism industry are dealing with different audience segments. Majority
of them has several ones at the same time. Emotional significance in consumer behav-
iour related to tourism product takes place (Swarbrooke & Horner, 2007). Behavioural
segmentation is more important now because you can not only define narrow seg-
ments, but also send them an accurate marketing communication. Targeting on digital
devices became more sophisticated. Implementation of different types of targeting in-
cluding behavioural targeting in digital devices, integration of information between dig-
ital devices have made a big step in the coverage opportunity of narrowing target au-
diences and have increased the effectiveness of marketing communications.

The Internet provides a large amount of statistical data and analysis opportuni-
ties. Target audience analysis should have a regular base — at least 3-4 times a year to
be able to get dynamics and forecast. Emotion’s measurement is of great importance.
Online respondent’s panels reduced research cost, allowed to get in touch with them in
any place and at any time. Constant updating and synchronization of database with
environment are required.

2.2 Tourist’s appropriate touch-points

In connection with consumer’s changes, appropriate touch-points and their effi-
ciency also changed. Media consumption has shifted to Internet and Mobile. 45% of
people use the Internet worldwide. The indicator is much higher in Europe and it ac-
counts for 75% of internet users. Consumers spend about 5-6 hour online per day in

256



Studia commercialia Bratislavensia

Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

European countries (Table 2). TV is essential for building national coverage since the
Internet is highly fragmented but the Internet is a leader for younger audiences.

Table 2 Media consumption indicators in several European countries, 2015

Number of | Number of Number of
Country/ Intirn:t hNumber Oft hours hours hours spent
Indicator ';3'1%;;‘;:; ogr:“snp:n spent on spent on on Print
TV Radio Press
UK 83%/93% 5,33 2,79 1,21 0,52
Germany 80%/89% 4,73 2,56 1,63 0,48
France 79%/87% 4,69 2,81 1,11 0,44
Slovakia 76%/81% n/a n/a n/a n/a
Russia 43%/70% 6,08 2,25 0,94 0,48
Italy 51%/68% 6,28 2,44 1,28 0,75

Source: Eurostat (2010); Eurostat (2015); Ecommerce Europe (2016); Globalwebindex (2015)

Advertising investments dynamics confirms that Internet and Mobile are the key
media with growing shares in total investments (Graph 1). Internet for the first time
exceeded TV investments in 2015. Share of other media channels decreases with the
exception of Radio which is stable during the last decade. Dynamics of share of adver-
tising investments as well as media consumption highlights importance and potential
for further development of Internet and Mobile.

Graph 1 Advertising investments by medium dynamic in Europe, 2006-2015
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Internet and Mobile have even greater importance in tourism industry. Tourists,
especially international ones, are heavy internet users. In Russia, their Internet con-
sumption has Affinity Index?> 118%, and coverage — 87.3% (TNS Russia, 2016) which
is significantly higher vs av. Internet penetration level of 70%. TV has still the highest
coverage on tourists — 93.5% but concentration of the tourists in the media is similar
to average level. Radio and magazines are consumed at higher level (Affinity Index -
112) vs. average but coverage potential is significantly less vs TV and Internet. Out-
door advertising is a good touch-point to outline benefits for traveling in order to
change cloudy and rainy weather to sun beach and pleasure. Furthermore, it is useful
to navigate tourists in places. Cinema is used to utilize emotional appeal and com-
municate with audience of a higher income.

The quantitative interviews helped to understand real consumer journey in deci-
sion- making process on tourism product. We can recognize a variety of audience
segments based on the typical length of purchase decision and the engagement level.
Nevertheless, stages of making-decision process are similar to existing knowledge
stated by scientists and marketers (Hollensen, 2011; Kotler & Armstrong, 2012;
Pisarevsky, 2014). Numbers of stages, their length, potential gaps between stages etc.
depend on particular audience segment. Target audience faces with various barriers
and incentives at each stage of making-decision process. Marketers are able to influ-
ence potential consumers by different communication tools (Figure 2).

Figure 2 Making-decision process and communication tools in tourism

(" Tourist's making-decision ‘ |

Communication tools ‘
process

|\ Awareness J Mass media,

| | ‘ social activities, direct marketing, PR

|’ Need/ Consideration

| Information search | ‘

Website, SEA, social media, mobile marketing ‘

| Choice | ¢ : : : Y
\ J Sales promotion, personal selling, remarketing,

SEA, website, point-of-sales

[ Purchase ] | \ J
| Experience | | Apps, direct marketing, coupons and discounts for ‘
Evaluation additional services

Source: Author

Internet, Mobile, wearable devices and other digital technologies satisfy consum-
er needs in real-time information and communication. It has changed the environment
and besides traditional tourism organizations peer-to-peer and shared usage, platforms
have appeared (OECD, 2016). Consumers are always connected; use digital devices

2 Affinity Index shows the weight of Target Audience compared to the total population in case of a specific
programme/ medium. If this figure is higher than 1 (100%), it means that the medium is well targeted for
our Target Audience. If this figure is lower than 1 (100%), it means that the medium is targeted for our
Target audience worse than for the total population. The higher this index the better the targeting is.
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during the process of making-decisions and experience of the tourism product. There-
fore, digital communication tools are to be used at all stages.

The first stage of making-decision process is building 'Awareness'. Mass media
with direct and indirect communication is able to build coverage quickly with low cost-
per-thousand® (CPT). PR is a more trusted channel but more expensive and has more
limited coverage. Social activities forced by PR, direct marketing in online and offline
environment with emotional or rational appeal move a part of target audience to
'Need/ Consideration' stage. The message should get and keep the target audience's
attention.

When the Need / Consideration is fixed, target audience starts 'Information
search'. The key channel for search is the internet. Number of reviewed web sites re-
lated to tourism is 20-25 in average. Audience can be influenced by website, search
engine advertising (SEA) and search engine optimization (SEO), special reviews, tips in
social media, mobile marketing etc. Part of target audience inspired to make a trip af-
ter information search has 2-4 options in a shortlist and is ready to make a 'Choice’'.
The most important factors for them are cost, quality/ potential experience. Relevant
message communicated via sales promotion, personal selling, remarketing, SEA, web-
site, point-of-sales helps to move the audience to the purchase stage.

Usage convenience, variety of possibilities incl. bookings/ payment online and
over mobile devices, delivering tourism product documents, sending receipts of pay-
ment by consumer’s request with courier are important because consumers are always
busy and time conscious. 'Purchase’ is not the end of communication. Wise industry
actors go through 'Experience' stage and on with their customers. Experience stage
begins in the process of purchasing tourism product. It is important to note that con-
sumers actively search during their trips, sharing photo, video, and text messages with
friends. Apps, direct marketing, tips, coupons and discounts for additional services,
geotargeting are useful tools for communication. Matching consumer’s expectations is
essential for further relations. At this stage consumer, become influencer for the other
people. Tourism industry actors should strengthen and stimulate positive experience
sharing and work with negative ones. It is appropriate time for innovative gadgets
proposal like Tamaggo?®, GoPro that can get an unforgettable experience during the
trip. Stages of purchase and experience are inseparable from each other and are per-
ceived by the target audience as a single tourism product at the stage of evaluation.
'Evaluation’ stage begins in the delivery of tourism product and ends when the tourist
returns.

Conversion rate to be calculated between different stages to find out opportuni-
ties for improvement. Separate segments response and correlate with different touch-
points at different level. For example, heavy tourists, consumers with speed priority
focus more on word-of-mouth, budget segment — on reviews, ratings of authority or-
ganizations.

3 Cost-per-thousand (CPT) is an indicator, which shows the cost of a media vehicle reaching 1000 impres-
sions of an audience.

4 Tamaggo is a 360° camera enables users to capture spherical or panoramic photos and videos in high-
resolution that naturally mirror real life.
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2.3 Mix of marketing communication tools

Tourism industry uses existing communication tools with focus on innovative ones
but value of each tool differs in a mix of marketing communications. Availability of me-
dia varies around the world (Hollensen, 2011). Marketers state that Mobile, Content
and Big data are the main priorities in 2016 (AdAge, 2016). It is highly relevant for
tourism industry as tourists are always connected with devices.

Communication tools should work all together for the promoting of tourism prod-
ucts but interactive marketing is a mainstream. Digitalization of the economy is stated
among the major challenges for tourism industry (OECD, 2016). Travel-related services
have dominated share of online sales in Europe — 77% in Travel: Leisure Flights cate-
gory and 65% in Travel: Hotel Stays (Ecommerce Europe, 2016).

The basis for success in the online environment is a quality of website and do-
main like location and inside part of the traditional sales office. Website is a starting
point, which should be linked with all communication channels. Before proceeding di-
rectly to the promotion of website, it is necessary to analyse it. This can help to opti-
mize the investments significantly. It is worth paying attention to the ease of site navi-
gation, the ability to make a purchase in a few clicks, view detailed information, com-
pare several options, create your own trip plan etc. SEO helps to raise up the compa-
ny's website in the ranking of the search results and to increase traffic to the website.
User’s behaviour on the site, any activity correlates with a time interval through cook-
ies that remember users. Map transitions of users on the site, between sites helps to
understand the sources of traffic, traffic loss points, speed and travel path for separate
sections.

Additional web services can significantly contribute with the conversion of site us-
ers into buyers. For example, setting counter add-ins to website allows collecting cook-
ies from user behaviour. The personalized page and the content that is most likely to
lead to the purchase of tourist products or additional services will be shown for return
visits. Due to the fact that customers use different devices — PC, smartphone, tablet
and other it is crucial that web sites are optimized for different ones. It is also im-
portant for website promotion because search engine platforms (Google, etc.) began
to take into account adaptability factor of site when ranking search results on mobile
devices.

Mobile devices accompany tourists in decision making about tourism products and
during their trips. High coverage of mobile internet was driven by data rates increase,
reduction of charges for mobile internet access, increase in the number of
smartphones and tablets, the improvement of software. This has increased the im-
portance of Mobile as a communication channel. It can be noted that a test launch of
5G networks is planned for 2018. They will connect a large number of devices, further
increase the data rate, and reduce the cost of internet traffic.

Mobile communications are more characterized by short duration with a single
clear message, quick precise response, immediate queries, and the relevance of the
information. Mobile apps segment is actively developing. It is of particular interest and
is actively used by the players on the market. Marketing campaigns using mobile appli-
cations are often the winners of specialized festivals in recent years. In addition, this is
not surprising, because 80% of users of smartphones and tablets using mobile applica-
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tions. The total number of installed applications is quite large - 23. Nine applications of
them are used within a month.

Mobile phones are used in the implementation of such advanced technologies as
virtual and augmented reality, near field communication (NFC), bluetooth, i-beacoins,
geo-marketing, mobile payment systems etc. Wearable devices are an emerging medi-
um that will play a great role in tourism industry in several years. Virtual reality (VR) is
an innovative emerging medium, which has a huge potential in entertaining and en-
gaging consumers. It promises immersive experiences and provide opportunity to try
several kind of tourism personally. In this case, decision-making will be based on real
experience with viral reality. Marriott Hotels launched VR Teleporter program in 2014
to promote, strengthen relationships with their guest and support innovative attributes
of the brand. Proved its success the program was expended into VR Postcards and
VRoom Service programs. It allows visiting different corners of the world via a fully
immersive, 4-D sensory experience (Marriott, 2016).

Augmented reality (AR) doesn't need any headsets only smartphone. It enhances
experiences with the real world by adding virtual elements such as digital images,
graphics, and sensations. Apps with AR help tourists to take virtual tours via accom-
modations, restaurants, navigate, support interactivity, translate texts to other lan-
guages etc. NFC, Bluetooth and I-beacons technologies associated with data transmis-
sion over a short distance. They are able to integrate online and offline environments,
digital devices, to entertain and engage customers, provide useful information for
them and collect data for marketing. The technologies find their use in different sub-
sectors of tourism industry — accommodations, dining, attractions, tourism trade etc.

Mobile marketing is most often used together with the Internet, social media and
TV in marketing strategies. Social media marketing (SMM) is a very powerful tool to
influence target audience. Social media include social networks, blogs, forums, video
hostings etc. They allow users to communicate with each other. It takes significant
part of audience life. Internet users spend more than half the time in social networks —
52% in Russia (TNS Russia, 2016). Actors of tourism industry can establish its own
group, send text, picture, video posts in the news section, organize and announce
events, etc. It should be used to inform tourists about provided tourism products, to
prove advantages, to propose tips, to collaborate with customers, to find ways for im-
provements etc. The most popular are Facebook, YouTube, Instagram and Twitter.
Due to high coverage of Mobile internet consumption of social media has moved from
PC to mobile devices as people like to be connected on the go.

Powerful idea is the key in social media communications. One of impactful exam-
ple is the Sydney Opera House, Australia. Marketers recognized that only 1% of tour-
ists who take its photo with the house ever go inside. Thus, the Opera house invited
people to #comeonin in social media. The #comeonin campaign was a brilliant re-
minder to the tourists that there was so much happening inside (Cannes Lions, 2016).

Interactive marketing is very close to other communication tools. PR, advertising,
direct marketing, sales promotion, personal selling is implemented in both online and
offline environments. PR builds and supports good relationships with various publics. It
grows brand equity, build positive corporate image, relationships with the media, pub-
licizing tourism products and the brand among target audience via events, tours, affili-
ate programs, sponsorship, news, speeches, reports, corporate identity materials,
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word-of-mouth, storytelling. It plays a great role in tourism industry because RP is a
more trusted channel vs advertising and trust is the key because of tourism product
characteristics mention earlier in the article. Individual operators focus on PR, as they
are not able to cover high level of advertising cost.

Online environment contributes to high speed of information distribution. It is im-
portant to monitor it constantly and provide immediate reaction when appropriate.
Special attention should be given to review and work with user-generated content in
blogs, forums, social networks, special platforms like TripAdvisor, Expedia etc. Special-
ized aggregators software helps to optimize the collection of information for the analy-
sis. It can quickly give the dynamics of references to the brand over time, sites and
other details. It is important to use not only the text references, but also graphics. It is
vital to build and support positive reputation in online environment, improve tourism
products and services in line with consumers’ expectations, maintain relationships with
target audience.

Tourism industry is not among top investors in advertisers but it has strong posi-
tion in Outdoor in some countries including Russia. Advertising is still very important
for big industry players. Internet and TV are the key mediums to build awareness.
Search (SEA), video and particularly display ads are relevant. Search helps to lead tar-
get audience to your website or micro site in relevant moment. It should be taken into
account that message for PC and mobile devices to be different. For example, enquir-
ies of users and ads in SEA mobile campaign must differ from the PC due to the nature
and needs of the consumer at the time of treatment to seek. Queries from mobile are
at high level. Video advertising builds coverage. Display advertising is mostly suffered
from ad blocking programs. That is why native advertising and editorial content, which
fit in the environment and does not cause rejection of the user, have got popularity.
Outdoor, Radio, Press and Cinema are the supportive ones. Press lost its importance
as the medium because printed reviews and guides were replaced by online ones. In
Russia tour operators, travel agencies, tourism associations, resorts etc. focus their
advertising activity on spring and summer period. Hotels are advertised mostly in
summer as the best time to making trips.

One of the most important technology widely used in advertising, became pro-
grammatic. It is an algorithmic principle of advertising buying which use automated
systems to make decisions about the transaction based on available data about users.
The auction in the real time allows determining the broadcasted advertising message
for a split second on the basis of the rates. A key advantage of this placement is to
buy a specific audience, not impressions or issues.

Direct marketing helps with customized communication and offers. Such forms of
database marketing as emails, direct mails, SMS/MMS have a negative reputation, so
their volumes reduce. It is the most powerful tool in customer relationship manage-
ment. Swedish tourist association conducted brilliant campaign in direct marketing
field. The idea was to get a county number and allow every person in the world to call
the phone number in Sweden and talk directly to a random Swede. Ambassadors had
no trainings or instructions about their talks and people got freedom of speech. The
Swedish number campaign got high results and huge spread in media worldwide
(Cannes Lions, 2016).
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Sales promotion tools are important to convert target audience from information
search to choice and purchase stage. Rebates, price discounts, catalogues, brochures,
coupons and gifts, loyalty programs are widely used to influence the audience. Per-
sonal selling tools are face-to-face presentations, video, web conferences, webinars,
exhibitions have a big impact on B2B segment and support PR activity. Mobile, internet
calls and internet chats are important for ultimate consumes in the second part of
making-decision process.

Marketing strategy as well as marketing communications should be based on
powerful idea related to target audience insights. Content is vital for successful mar-
keting communications. It should be in harmony with place, format and placement
time. Messages claims have to be tested before implementation. Mix of communication
tools should be integrated with focus on interactive marketing. The exact communica-
tions forms and formats are highly depending on objectives, competitive environment
and targeted segments. Marketers should monitor appearing innovative communica-
tion tools and formats, define their role in their marketing strategies and accurately
implement relevant. Getting competitive advantages via differentiation and technologi-
cal development is a key.

Conclusion

In the world of rapid technological evolution, economy of digitalization consumers
is continuously changing — their behaviour, media consumption, engagement level, ex-
pectations etc. Such changes as well as highly competitive environment force market-
ers to apply innovative solutions in their marketing strategies and communication tools
in particular. They try to collect and implement big data to make smarter connections
with their target audience. They should search for new communication tools, new
ways of targeting and smart buying solutions in media to reach target audience at
right moment with right message and low cost. Constant monitoring of environment
and making quick decisions are required as the speed of change became significantly
faster.

Today’s consumer is getting older. He is highly connected and looking for local
personal experience. The paper determined the need to pay close attention for popula-
tion dynamics, seniors and young audience as a future source of business. Actors of
tourism industry should find out profitable segments and define additional opportuni-
ties to satisfy them with tourism products.

The most powerful touch-points are internet, social media, mobile and TV. Inno-
vative mediums such as social media, mobile developments, viral and augmented reali-
ty, wearable devices, interactive video etc. play important role in tourism industry.
Communication tools differ by stages of making-decision process and should accompa-
ny target audience at each stage to stimulate the progress. Effective mix of communi-
cation tools should be based on company’s objectives, target audience and competitive
environment. To be successful actors of tourism industry should gain competitive ad-
vantages by differentiation, using powerful ideas, keeping up to speed with new tech-
nology. Operation of powerful ideas for target audience, which accompanies and facili-
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tate the movement on the decision-making process by relevant communication tools,
is the right way to build effective marketing communication in tourism.
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Marketing as a Part of Strategic Management of Consulting
Companies

Eva Hanulakova! — Ina Kovacova Beckova?

Abstract

Consulting companies in order to be successful and to provide services at high profes-
sional level inevitably need clear strategy. They must have an established vision, fol-
lowing up on strategy that forms their way of development. Continuously changing ar-
ea, strong competition, growing demands by the clients for professionally provided
services with additional value and new technology represent key features that evoke
necessity of use of marketing at the activity of consulting companies. At consulting
companies, the marketing system has its particulars that are typical for consulting
companies. The mentioned particulars regard mainly marketing mixture and the posi-
tion of consultant.
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Introduction

The creation of consulting companies, mainly contribution of its professional help
to companies at new business conditions have registered important progress in the at-
titude of business entities to these services. Consulting companies in order to be suc-
cessful and to provide services at high professional level inevitably need clear strategy.
They must have an established vision, following up on strategy that forms their way of
development. Quality strategy as a part of strategic management of consulting com-
panies is the basic condition for successful growth and development.

Consulting companies need to create a good strategy also to search the value.
They need to know the client perfectly, his needs and expectations. Furthermore, they
need to know their own competence and finally they need to know the relations and
interaction with its partners.

The article takes care of strategic attitude that is applied in the management of
consulting companies. Our goal is to focus on the marketing strategy that as
a functional strategy represents process / way how the consulting company wants to
achieve the marketing and company goals, on separate tools of marketing mix as
a part of marketing strategy and its particulars under the conditions of strategic man-
agement of consulting company and with regards on high competition area in which
the consulting companies take part.
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1 Methodology

The main goal of the article is to show the necessity of applying the strategic atti-
tude in the management of consulting companies that can help them to provide effec-
tive management and stabile position against the competition that is getting stronger.
In order to achieve the goal, we have specified it to the following partial goals:

e specify the consulting companies,

e clarify the key aspects of strategic management of consulting companies,

e emphasize the marketing attitude and marketing management in the area of
consulting companies with focus on its substance and specifications.

When achieving the given goals, we used the standard scientific methods. By ap-
plying the analytical method, we reduce the system of problems to its basic elements
in order to study them in details and understand the existing interaction among them.
The result of this research are the partial theoretical conclusions and knowledge that
were linked by the synthesis into one whole. By the given procedure, we tried to un-
derstand the substance of the examined matter. By the use of inductive method when
examining the scientific deduction, we proceeded from general rules of development of
the mentioned field that is from individual facts to general conclusions. When applying
the method of scientific deduction, we proceeded from general conclusions to individu-
al facts. The methods of description and comparison were applied at comparing the
practical applications with theoretical knowledge from the authors from different
schools, who work on the mentioned topics. The method of scientific abstract was ap-
plied at elimination of unsubstantial, sudden from the substantial, and legal.

The object of the discussed topic were the consulting companies and the selected
aspects of their management and activities. As it came out of formulation of the above
given main goal of the article, we focused on the strategic management of consulting
companies with the goal to emphasize the effects coming out of this attitude. Within
this context, we tried to understand the consulting companies as business entities and
as professional companies. The second attitude of understanding the consulting com-
panies creates the basis for identification of specifications that can differ the process
and activities of consulting companies from business entities that provide activities in
different fields. These specifications are shown in two basic ways:

1. use of strategic and marketing management of the activity of consulting
companies brings effects in the form of successful business of these compa-
nies and

2. use of the strategic and marketing attitude in the process of the activity of
consulting companies is the condition for its higher professionality and effects
for clients.

When writing the article, we applied two basic principles — theoretical and empiri-
cal. The first working method- empirical attitude was based upon watching and upon
our experience regarding the object of the examined topic. The second working meth-
od is theoretical study that was developed from logical processing of known data. Both
attitudes are bound and represent the complex attitude of the problematics that is be-
ing solved.
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2

Results and discussion

2.1 Strategic management of consulting companies

Consulting companies represent any type of organizational unit that provides con-

sulting services. Dario et al. (2005) divide the consulting companies into these catego-
ries: (1) extent, (2) function, (3) territorial competence.

1. Size point of view

Big multifunctional consulting company. Usually these are the transnational
companies providing complex consulting services. The greatest advantage of
these companies is the brand name, specific consulting methods, procedures
and technologies.

Medium-sized and small consulting companies. They provide complex consult-
ing or they specialise on particular field of consulting (Noyelle & Dutka, 1998).
The advantages of small consulting companies are high flexibility, individual,
“tailor-made” attitude to the client, offer of special services (often above the
range of usual offer) according to the specific needs and wishes of the client
that often leads to his bigger satisfaction. Mainly the flexibility represents the
source of exceptional competence and advantage against competition of the
medium-sized and small consulting companies (Biech, 2003). Furthermore,
part of these advantages are better knowledge of the needs of the client, di-
rect, resp. personal interaction with client, specialization, higher independence
of consultants and a lot more.

2. Functional point of view

General consulting companies. They focus on providing complex consulting
services, e.g. economic and organizational consulting, management consult-
ing, marketing consulting, financial consulting, consulting in the field of IT,
etc.

Functionally specialized consulting companies. These companies focus on spe-
cific field and/ or function. Such as agencies of marketing research, commer-
cial agencies, accounting companies, etc.

Consulting companies specialized on fields: These companies specialise on
specific field, resp. they provide special type of operations (e.g. energetic con-
sulting, environmental consulting, process consulting, etc.)

Unconventional providers of consulting services. Their main, resp. original ac-
tivity is different from consulting. Consulting is understood as supplement to
their products and / or services that enriches and makes more attractive their
offer (e.g. consulting in the field of architecture, etc.)

3. Territorial point of view

Transnational consulting companies. They establish units and affiliations to
provide reachability of the client.

Regional and local consulting companies. These consulting companies provides
services in a specific and limited geographic territory.

268



Studia commercialia Bratislavensia Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

Consulting companies as business entities of consulting services represent the
professional companies by its features. It means that they have the following specifica-
tions (Michalova, 2006):

more than 50% employees are professionals,
there is high emphasize on professional goals including altruistic solution of
problems in relation to the clients,

e high level of acceptance of professional regulations is being shown,

e there is emphasize on creation as well as application of knowledge.

Good strategy helps the consulting companies to survive in a difficult competition
area and to reach long-term success. The basic role of the strategy is to prepare the
company for all situations that can be created in a future with a high probability. If the
consulting company has a good strategy, it is different from other competitors and is
in a unique position. Strategy makes the owners and managers to think about the
goals, to identify the weak parts and the critical points and to look for the possibilities
to apply the strong parts. Strategy represents the whole list of activities with important
consequences for the consulting activity that must be coordinated by the strategic
management.

The basis of the strategic management of consulting companies is a creation of
vision, mission and goals that altogether with the analysis of the external and internal
area shall allow the selection of appropriate strategy and its implementation, support-
ed by the control process. The most important activity of the managers of the consult-
ing company is making decisions, often understood as the body of the strategic man-
agement. Decisions with poor quality can be the important reason for the of business
failure of consulting company.

The starting point that precedes all the other management activities and its reali-
zation is the planning. The process of strategic planning is a list of steps that are nec-
essary for creation of strategic plan and for successful implementation of this plan in
the organization (David, 2010). Among the models, introduced in a professional litera-
ture the model of J. Thompson and F. Martin (2010) seems to be the most appropriate
from the point of view of its use in the management of consulting companies. Model
(figure 1) shows all the main steps that must be realized during the process and the
process is shown as a continuous activity.

From the other management methods, among the area of consulting companies
we mention the process management that represents a potential for increase its
productivity. The uncontrolled process management can bring a structure of the con-
sulting company with difficult and practically inapplicable process models.

Professional application of process requires also the course of realization of the
consulting project that represents the core of the activity of the consulting company. It
is described as consulting process into which the consultant enters altogether with the
client. Professional consulting requires not only to pass successfully all the parts and
steps of the consulting process but also to be compatible with the process of the con-
sulting company itself as well as with the process in the organization of the client. As
the process defines the requests for production, the omission of some of the phases or
steps can cause problems and negative effect on the result and the contribution of the
whole consulting process. The effective consulting process is the core of the consulting
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activity. It overlaps the whole consulting company and its process whereas they create
the base of its whole production.

The strategic management itself is extremely complicated process. One of the
main reasons due to which the process of strategic management is important, is the
fact that it helps to identify, build and maintain the competition advantage. The com-
petition advantage is necessary for maintaining the stability and the prosperity in the
continuously strong competition area. Nowadays we can meet such attitudes of con-
sulting companies in relation to strategic management that differ from the traditional
attitude leading to find the way how to cope with the changes in the area towards the
search for the responds regarding the changed character of market and the competi-
tion conditions.

Figure 1 Model of the process of strategic planning according to J. Thompson and F.
Martin

Where are we? Where do we go?
assessment evaluation
of the of the
’; situation situation :

monitoring

specification
d':::;:s of goals
- comorate
gk strategy

strategic competition
decision b strategy
How is it going? How can we get there?
Source: own processing according to J. Thompson, F. Martin, 2010

Strategic management of the consulting companies currently is facing these main
challenges:

1.  monitoring of the area and detailed understanding of its clients- represent the
necessity for specification of strategic goals and setting up the communication,

2. sufficient knowledge and understanding of strategic goals- is the basic as-
sumption for motivation of managers of consulting companies and its key em-
ployees (consultants) at its realization,

3. overcoming the problems related to the presentation of the strategy into prac-
tice of the consulting company~ these problems are usually related mainly to
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formal part of the strategy, system of management of the consulting company
or by inappropriate setting up the priorities and procedure of its realization,
4. assign the right people to right tasks.

Strategic management represents one of the hard key skills of managers of con-
sulting companies.

2.2 Position of the marketing management in the strategic management of
the consulting company

Today the success of the consulting company is not possible without marketing
attitude. Continuously changing area, strong competition, growing demands of clients
for professionally provided services and the additional value and new technologies rep-
resent the key features that require the necessity of use of marketing in the activity of
consulting companies. It is possible to say that the use of strategic and marketing
management in the area of consulting companies differs from its type and size. In the
international consulting companies as well as in the big national consulting companies
the strategic and marketing attitude play important part of their activity, but in the
medium sized and small consulting entities, the reality is different. Managers of medi-
um sized companies and mainly of small consulting companies pay minimum attention
to the strategic attitude of its activity. Its consequence is a very slow and insufficient
knowledge of the area, trends, clients, incomplete strategy and poorly functioning in-
ternal company procedures and relations that will be negatively shown in its own con-
sulting process. In case of consulting micro companies (with less than 10 employees),
this fact is more different. The owner is usually also the manager whereas he is also
the lead consultant (managing consultant, senior consultant, managing auditor, etc.).
In such case, the key available capacity of the hours of work is usually allocated to ex-
ternal entities (consulting projects, collaboration of the client, etc.) internal process
and activities focus mainly on core business. It is obvious that the strategic and mar-
keting management in small and medium sized consulting companies do not have
strong position. They are more intuitive and are not considered as necessary part of its
activity.

Strategic and marketing management can improve the economy of consulting
companies, get new clients, improve relations with clients and help them to keep the
position in the continuously changing and strong competition area. Many consulting
companies can survive even without formal strategy, but the clear vision of what they
want to achieve and by which means will help them to achieve it. In its management,
process and activities they consciously or intuitively apply the marketing management.

According to the author M. Blazkova (2007), the marketing management is the
process that includes marketing planning, implementation and control. The important
activities of marketing management, its individual phases as well as activities among
them are communication, making decisions and motivation.

Big transnational consulting companies plan their activities for few years in ad-
vance. They realize the necessity to be prepared for possible changes as well for the
chance to keep the position at the intensive competition market. Medium-sized and
small companies (eventually micro) consulting companies have the advantage of high-
er flexibility, capability of quicker reaction to the change. Plan, as the result of plan-
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ning process allows identifying the sources of competition advantage, to set the goals
and strategies and to provide financial means, necessary to build the company, realiza-
tion of strategies and to control how is the company successful and how it fulfils the
goals. Therefore, it is important to have a plan prepared in written that increases the
chance to reach the given goals and control (Blazkova, 2007).

The base of the results and decisions given within the strategic planning is the
marketing strategic planning. The process of marketing planning and marketing ac-
tions shall be part of every business activity. Its inseparable part is the sufficient quan-
tity of information needed mainly for the phase of analyses and making decisions. The
specific feature in the consulting companies there is a fact that part from the business
entities in the other filed a/or in other markets necessarily need sufficient information
regarding not only the activity and the area but also the conditions in which their cli-
ents work. Therefore, the consulting company shall be able to have at disposal enough
information on the development of its core even apart from its area, shall be able to
process such information and to react on them effectively, by its mission, goals, re-
quirements of its clients. Without a quick access to information, the consulting compa-
nies are in risk of unprofessional decisions in relation to them as well as in relation to
their clients.

The process of receiving information when setting up the goals of consulting
company. It takes into consideration the conditions and specific requirements of the
consulting company as well as of its clients. In practice, it happens that managers
and/or owners of medium sized companies and mainly small consulting companies fo-
cus more on short-term goals than on long-term (strategic) goals. The consequence of
inappropriate goals is the inappropriate strategy.

Consulting companies as business entities choose strategies leading to reach the
given goals. The emphasize is on increase of market participations, receiving and
maintaining the trust of their clients, looking for resources, etc. the base of shown be-
haviour is the growing access of consulting companies that meets the marketing goals
and with a high probability it provides the required growth. The base for the growth of
access of the companies is the selection and application of growth strategies. They al-
low to the consulting companies to receive new clients, maintain the loyalty of current
clients, the quality of existing services, develop better, innovative services and even
they allow to enter the new markets and to new fields. In the last period at the con-
sulting companies, it is possible to see the trend of diversification when they look for
new possibilities of its growth. According to such access, they choose the strategies
leading to reaching the goals. The emphasize is on increasing the market share, re-
ceiving and maintenance of trust of clients, looking for resources etc. The inseparable
part is its strategic access therefore the orientation shall be inevitably on the creation
of values for the clients.

Marketing strategy as a functional strategy represents procedure/way how the
company wants to achieve the marketing and company goals. It includes specific
strategies for market segment and target markets to which the company wants to fo-
cus with regards to its features. The part of marketing strategy is the product- market
mixture, competition strategy and separate tools of marketing mixture (Lesakova et
al., 2014). Among the competition strategies, we mostly meet the strategy of diversifi-
cations in the consulting companies.
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They try to differ from the competition by providing better services whereas the
emphasis is on creation of value. Creation of value for the client is the first step in the
process of value creation. Then after choosing the value, there is another phase of
process of its creation that is providing value. In this phase, the consulting company
makes decisions on characteristics of services provided to the clients, its price, distri-
bution and other added services. Specifically, in this phase it is very important what is
the character of consulting process that represents the base for value creation for cli-
ents as a source of competition advantage of consulting company. Consulting company
can create space for creation and supply of value to its clients by prolonging the life
cycle of consulting process by the phase of consulting activities.

The contents of third step is the communication of value by using individual tools
of marketing communication. In the last period, there is a rapid increase of videos that
against the traditional attitude (mainly printed communication means). It can get to
the substance of the matter a lot more quickly and more clearly as text and they save
the time of the client. The basic advantages of video marketing or communication via
video is the ability to effectively and attractively inform, simple forwarding by internet,
great attractivity by verbal and audio-visual communication, support of other commu-
nication tools, support of image and look of modern consulting company, etc. Next of-
ten-used competition strategy of consulting companies is the strategy of concentration
(specialization). Consulting company focuses on one or only few segments, or on
space in the market to fill it. Then the polarization continues within which the big con-
sulting companies grow and individuals can find the client because they are better
available due to price as big companies.

The basis of successful marketing strategy of consulting companies are the strong
relations with the clients. The assumption is that the consulting company is in contact
with its clients, informs them and makes them join the whole process of creation of
the value. Clients try to look for the maximum value for appropriate costs as time, in-
formation, and financial means. Providing value and its maximizing means keeping
long-term and perspective relations with clients. Consulting companies therefore re-
strain from traditional mass marketing and they pay attention to targeted marketing.
They build strong relations on collecting and processing detailed information on indi-
vidual clients and its coordination with all opportunities and entities who come in touch
with clients for maximizing the loyalty and satisfaction of the client.

Processing the quality strategy is difficult. It is more difficult to apply in practice.
The implementation of strategy requires creating such conditions in consulting compa-
ny that will allow realizing the strategy successfully.

2.3 Characteristics of marketing of consulting companies

Marketing mixt of consulting companies

Marketing planning allows making system of the marketing. In consulting compa-
nies, the marketing system has its characteristics typical for consulting companies. The
mentioned characteristics regard mainly the marketing mixture and the position of
consultant.

Marketing mix of consulting company is created by seven “P":
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product

price

place

promotion

people

process

physical environment.

The product of consulting companies are the consulting services. They are the
specific professional services provided by qualified professionals and/or specialized or-
ganizations for solving the specific problem. Consulting services are in the category of
business services. Regarding its effects leading to changes of production systems,
productivity and effectivity the consulting services are in a group of information- inten-
sive services. They are typical for application of high level of knowledge leading to
problem solutions of clients regarding business processes of high qualified workers
with high level of education and professional qualification — advisory, consulting to in-
formation technologies, legal, accounting, architect-engineering, research-development,
commercial, research of the market, marketing, personal services. Consulting services
are very innovative. They use mainly internal and implicit resources of innovative activ-
ities and have very strong contacts with suppliers and clients (Kubickova, 2009).

The product of consulting services is the specialization, professionality, knowledge
and practice that the consultant brings to the client (Biech, 2003).

Price for consulting services is usually set based upon individual consulting acts
(consultation, consulting, project ...). The hourly rate is being applied for calculations
of services for consulting as transactional price directly in the invoice or based upon
agreement on a total price for consulting. In the methodology of separate EU states,
there is a following diversification according to qualification and practice: leader of the
project/ project team (project leader), senior consultant and junior consultant. As fur-
ther access regarding price creation for consulting services, the person-days are being
applied or monthly fees.

Characteristics for place or distribution in the marketing mix of consulting compa-
nies is mainly is that there are a lot more than in other fields closely bound by consult-
ant and communication. It is very important how the consultant as a transferor of con-
sulting service can intermediate or communicate this service to the client, how he sets
data of the client and how he help him with implementation of proposed solutions.

Communication is an important marketing tool of the consulting company. Within
the communication mixture there is a special position of personal communication (con-
sultant with the client) and specific communication skills of the consultant. Effective
marketing communication of consulting company leads to creation of positive image
and strengthening of the brand name of the consulting company.

Process is another specific tool of marketing mix of consulting companies. The
course of realization of the project it is possible to design as consulting process into
which the consultant enters together with the client. The consulting process starts by
first contact between the consultant and the client and terminates by evaluation of the
collaboration. Omission of any of them can cause problems and can have negative im-
pact on result and contributions of the whole consulting process. During the whole
consulting process, there is an intensive communication and collaboration between the
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consultant and the client. The participation rate between the consultant and the client
is one of the basic elements of effective consulting attitude.

Area in which the consulting is provided is an inseparable part of presentation
and of the image of the consulting company. If the part of consulting is provided at
the area of client, consulting companies emphasise the professional and quality
equipment of their area. Altogether, with brand name and communication the area of
consulting services participates on creation of positive image. Then it builds trust in the
mind of clients and increases the conscious of the consulting company.

Consultant as a part of marketing mix of consulting company

The important characteristics of marketing mix of consulting company is the sev-
enth “P” — people. The position of the consultant and its role at consulting process as
well as at developing the relations with clients. The consultant is the transferor of con-
sulting services. Level and quality of consulting services provided to the clients depend
on the consultant. The consultant is the guarantee of the quality and of the success of
consulting company, and is an inseparable part of its product, brand name and image.
Therefore, he has the right for important position in the marketing mixture of consult-
ing company.

Assumption of the professional attitude of the consultant to the problems of the
client and requirements is that he has at his disposal - complex of knowledge, abilities,
skills, experience and characteristics known as professional competence. They repre-
sent ability to provide activity, capability to provide it in a particular field in which he is
qualified. Consultant is competent if he fulfils these three conditions (KubesS et al,
2004):

e He is equipped by characteristics, knowledge, skills and experience that is
necessary for such behaviour.

e He is motivated to apply such behaviour, he sees the valued in the required
behaviour, and is willing to apply his energy for it.

¢ He has the possibility to apply such behaviour in such area.

It is necessary to underline that the consultant is competent only if he fulfils all
the three conditions. According to BarzoSova (2010), absence of any of these will not
allow the competent provision. Professional competence represents skills and abilities
of consultant and characteristics of his professional attitude. They represent the base
and factors of making decision on choosing the consultant by the client based upon
which they fulfil the control function in relation to the consultant.

In the field of evaluating the special and professional skills of consultants the
communication skills are required and the communication competence. Effective and
successful communication between the client and the consultant presumes mainly the
capability to listen, or active listening and asking questions. Another required skill
needed in participation in negotiations is to overcome the comments.

The most common activity of the consultant is the presentation. From this level
then the level and character of consulting activity as well as relation of the consultant-
client is being reflected. The presentation skills are usually described as communica-
tion skills (Mikulastik, 2010). It also due to the fact that the target of the presentation
itself is to get the feedback (positive) from the participant apart from the intermedia-
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tion of information. Another reason is the fact that the form of communication, way of
presentation of the matter represents one of the decisive factors of success of the
presentation.

The inseparable part of the professionality of the consultant is the ethics and his
social responsibility. The task of the consultant, beside other, is to coordinate different
values that are often contradictory. In his decisions and recommendations, he must
consider not only his preferences but also mainly the interests and requirements of the
client. Even the consultant could be interested in a solution that would bring him profit
but it would not be good for the client or for the company, he must decide and pro-
ceed with responsibility. The realization of the consulting profession requires the speci-
fication and definition of the ethical standards in general as well as with regards on
separate parts of consulting. Consultant as a professional shall avoid misleading public-
ity. Misleading publicity is such activity that presents and can mislead a person to
whom it is dedicated and due to its nature can influence commitment or can cause
damage to the competition (Krskova, 1994). Untrue publicity in consulting happens if
the consultant presents about him and/or his consulting company information and data
that are untrue. He applies praising attitude and/or dishonest declarations. Profession-
al consultant shall not criticize his competitors and other professionals nor shall com-
pare himself to them in his favour by presenting his own services. Such attitude can be
seen if the consultant tries to make bigger the attractivity or competition advantage of
his offer or consulting company in relation to the client.

Consultants usually apply the routine knowledge and skills and reach the required
result. Such way of work is responsible and effective, but it is not sufficient. Consult-
ants can rely less on standard solutions. Therefore, they shall pass the separate com-
petence that will make available new ideas and unconventional solutions — creativity
(K6nigova, 2006). Creativity in consulting relates mainly to the process of changes that
bring a lot of unknown and mean a risk and uncertainty. Regarding the management
of changes, the proactive attitude is typical based upon looking for new methods of
work. Strategy of changes is the implementation of such strategy that presents new
patterns of behaviour, thinking and attitudes at key groups in the organization of cli-
ent. Strategic change remains in designing, managing and maintaining the fundamen-
tal changes in the strategy that regards mission, products, market, people, organiza-
tional structure and additional attributes and which turn into new harmony between
organization of the client and its area.

Regarding the professional competence of consultant, it is necessary to mention
even his creative intelligence that overlaps all the given professional competence. Pro-
fessional competence represents skills and abilities of the consultant and characteris-
tics of his professional attitude. They represent the base and factors of making deci-
sions on selection of the consultant by the client, based upon which they fulfil the con-
trol function in relation consultant-client.

Conclusion

Strategic decisions must clearly show how they contribute to the additional value
and to the maintenance of the positive competition position of the consulting compa-
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nies. Consulting companies that are more client- oriented are able not only to use the
opportunities better in the market, but they are also able to proceed successfully at
making relations with clients. They are successful because they perfectly satisfy the
needs of their clients and even exceed their expectations. The current client of consult-
ing companies is being changed — is becoming more difficult, more educated, more in-
formed, he changes his expectations and/or habits. Consulting companies that do not
understand their activity only as providing (consulting) services but also as providing
value to the client has the assumption for achieving the long-term competition ad-
vantage.

Owners and managers in the consulting companies must create strategies set for
improving the attitude to their clients. Clients will contact those consulting companies
that provide to their clients the highest value. The satisfaction of the clients is not only
the goal for such companies but also a marketing tool.
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Porovnanie stratégii Priemyslu 4.0 na Slovensku a vo vybra-
nych krajinach

Tatiana Hluskovat

The Comparison of Industry 4.0 Strategies in Slovakia
and in Selected Countries

Abstract

Due to globalisation, Industry 4.0 represents a major challenge for all economies, but
mainly for countries with relatively high share of industry on GDP. Slovakia therefore
needs to react on the trends in this area in order to stay competitive. Its Concept for
Smart Industry for Slovakia is focused on the most important aspects that must be ad-
dressed in the near future to stay in touch with other countries, which are already re-
sponding to the Industry 4.0 development. The following article compares the concept
with Industry 4.0 strategies in Germany and the Czech Republic as the major trade
partners of Slovakia and countries with similar share of industry on GDP. While some
of the aspects here can be found parallels in some of the aspects, there are also dif-
ferences reflecting specific national conditions and priorities. Nevertheless, Slovakia as
an extremely open economy dependent of foreign investment and trade to a large ex-
tent also needs to reflect and adjust to the situation in other countries.

Key words

Industry 4.0, automatization, business model, innovation

JEL Classification: L60, 032, 033

Uvod

Stvrtd priemyselnd revollcia alebo tieZ Priemysel 4.0 bude mat’ vyznamné vplyvy
nielen ekonomické, ale aj socialne, ktoré budi mat’ celospoloCensky dosah. Jeden
z nazorov hovori, Zze pokial' v priemyselnej oblasti p6jde skor o evollciu, prave
v celospolocenskom meradle mozno hovorit’ o revollcii, ktora zasiahne nielen trh pra-
ce, ale aj ostatné oblasti kazdodenného Zivota.

Predchadzajlce tri priemyselné revollcie suviseli so zavadzanim pary, elektrickej
energie a informacnych a komunikacnych technoldgii do vyroby. Stvrta priemyselna
revolicia je zalozena na este vacSej automatizacii vyroby a vzajomnej prepojenosti
a komunikacii jednotlivych systémov. Co maju vSetky tieto revollcie spolo¢né je na-
hradzanie l'udskej prace pracou technickych zariadeni. Na druhej strane vsak pri kazdej
zasadnej zmene vo vyrobe vznikaju aj nové profesie a pracovné miesta.

! Ing. Tatiana Hluskova, PhD.; Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra medzinarod-
ného obchodu, Dolnozemska cesta 1, 852 35 Bratislava; E-mail: tatiana.hluskova@gmail.com
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Slovensku ako otvorenej ekonomike s pomerne vysokym podielom priemyslu na
HDP a zavislostou na zahrani¢nom obchode hrozi, Ze ak sa dostatoCne neadaptuje na
tuto novu situaciu, dojde k vyznamnému poklesu jeho konkurencieschopnosti.

V nasledujicom texte su analyzované stratégie Nemecka ako autora konceptu
Priemysel 4.0 a najvyznamnejSieho obchodného partnera Slovenska, Ceskej republiky
ako krajiny s podobnym podielom priemyslu na HDP i Struktdrou priemyselnej vyroby
ako Slovensko, a nakoniec navrhovana Koncepcia inteligentného priemyslu pre Sloven-
sko. I ked’ kazda stratégia vychadza zo Specifickych podmienok danej krajiny, v stcas-
nom globalizovanom svete nem6zu ekonomiky fungovat' izolovane a je potrebné ref-
lektovat’ aj situaciu v inych Statoch.

1 Metodika prace

Cielom prispevku je na zéklade porovnania stratégii Nemecka, Ceskej republiky
a Slovenska tykajucich sa Priemyslu 4.0. analyzovat’ ich pristup k tymto zmenam, vza-
jomné rozdiely a mozné synergické efekty. Vyber krajin pre porovnanie bol motivovany
ich vyznamom ako obchodnych partnerov Slovenska a podobnostou Struktiry ekono-
miky v zmysle relativne vysokého podielu priemyslu na HDP.

Jednotlivé stratégie boli skimané vedeckou metddou analyzy, aby nasledne mohli
byt porovnané metddou komparacie. Ked'ze zvolena téma je vysoko aktualna a podlie-
ha dynamickému vyvoju, je predmetom znacného zaujmu v odbornej a v niektorych
krajinach i v laickej Casti verejnosti. Prispevok je reakciou na nedavno zverejneny na-
vrh Koncepcie inteligentného priemyslu pre Slovensko, ktorym sa u nas prvykrat vy-
raznejSie otvara diskusia na tému Priemysel 4.0.

2 Vysledky a diskusia

Koncept Priemyslu 4.0 zasadne zmeni nielen vyrobu, ale aj bezny Zivot verejnosti.
Na pochopenie praktického vyznamu Priemyslu 4.0 je mozné uviest’ priklad stciastky
z auta, ktord bude zhromazd'ovat' data o svojom stave a upozorni na zavaznejSie ne-
dostatky, resp. na potrebu vymeny priamo vyrobcu, ktory ju vyprodukoval. Ten vyrobi
nahradu a posle ju na adresu servisu majitel'a auta. Informaciu o adrese a konkrétnom
modeli auta rovnako odosle sama suciastka.

Vyuzitie sa vSak neobmedzuje iba na priemysel. Moderné traktory a kombajny
zbieraju data napriklad o vlhkosti pody a obsahu Zivin v nej, ktoré nasledne posielaju
do cloudovych systémov, aby bolo mozné vyuzit' p6du na maximum (Germany Trade
and Invest, 2015).

Zivotny cyklus produktov, ktory sa momentélne pohybuje v rozpati niekol'kych ro-
kov, sa dramaticky skrati. Priemyselna vyroba sa zacne podobat’ softvérovym a inter-
netovym spolo¢nostiam, ktoré aktualizuju svoje produkty v radoch niekolkych tyzdnov.
Viacero spolupracujlcich vyrobnych jednotiek nahradi princip vyrobnej linky. Tieto jed-
notky, resp. bunky a zariadenia v nich sa budd vediet’ prekonfigurovat’ v kratkom Case,
¢im umoznia vytvarania novych produktovych variacii podla poZiadaviek konkrétnych
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zakaznikov. Nabehnutie na tento proces vSak bude podl'a samotnych firiem trvat’ 10 az
15 rokov.

Priemysel 4.0 kvoli svojmu celosvetovému dosahu sposobenému globalizaciou,
medzinarodnou del'bou prace a interdependenciou krajin a firiem v dodavatel'skych re-
tazcoch vSak Celi aj vyzvam, ako je napriklad potreba vytvorenia medzinarodného ja-
zyku pre vzajomnu komunikaciu strojov a zariadeni (Machine to Machine — M2M). do
roku 2020 by mohlo byt navzajom prepojenych az 50 mld. strojov, ktoré si budd na-
vzajom posielat’ data a prikazy.

Priemysel 4.0 bude mat’ vyznamny vplyv aj na trh prace. Stredna trieda sa bude
vracat’ k remeselnej vyrobe, zalozenej na kombinacii technoldgii a komunikacnych
zrucnosti, aby mohla poskytovat’ Specializované a vysokokvalitné sluzby. J. Mokyr
predpoklada, ze v budicnosti bude praca viac prepojena s vlastnou podnikatel'skou
¢innost'ou a l'udia budd mat’ viacero zamestnani, pricom v ich vykonavani im budud vy-
znamne pomahat’ informacné a komunikacné technoldgie. Pracovny c¢as bude menej
striktny a zamestnanci budd pri vykonavani prace viac autonémni, na druhej strane
vSak budu Celit’ vys$Siemu riziku straty zamestnania (Schrager, 2016 b).

Vplyvom globalizacie a automatizacie sa zvySuje neistota na pracovnych trhoch

.....

Pocas tranzitivneho obdobia bude potrebné ulahcit’ situaciu tym zamestnancom,
ktori uz nasledky Priemyslu 4.0 pocitili, ale aj pripravit’ ostatnych pracovnikov na nad-
chadzajlce zmeny vo fungovani ekonomiky. Jednym z rieSeni by mohlo byt prispéso-
benie vzdelavacieho systému na Ulohy, ktoré v minulosti zastavali zamestnavatelia, te-
da Skolenie zamestnancov (v niektorych pripadoch firmy zakladali aj vlastné skoly).
V dnesnej dobe sa zamestnavatelia snazia vyhybat’ investiciam do zamestnancov (teda

.....

ked’ bolo zvykom cely svoj pracovny Zivot stravit’ u jedného zamestnavatela.

Jednym z vyznamnych trendov na trhu prace je aj nastup zdiel'anej ekonomiky
(sharing economy), ktor( reprezentuji napriklad firmy ako Uber (taxisluzba) alebo Air-
BnB (kratkodoby prenajom vlastnych bytov, najcastejSie turistom). Zdielana ekonomi-
ka vytvara novy druh ,zamestnania®, u ktorého je vSak vel'mi tazké urcit, ako by mal
byt status osoby vykonavajucej urliti ekonomick( aktivitu definovany — napr.
v pripade Uberu je narocné urcit, ¢i je vodi¢ zamestnancom, podnikatel'om alebo ¢i je
potrebné pre takychto l'udi definovat’ iplne nové postavenie.

Je vsak takmer isté, Ze pocty l'udi zarabajlcich v rdmci zdiel'anej ekonomiky budu
v buducnosti narastat. A. Krueger a L. Katz skiimali pocty tychto prilezitostnych pra-
covnikov v USA. V obdobi rokov 2005 az 2015 ich podiel na celkovej zamestnanosti
stipol z9 % na 16 %., pricom najvacsi podiel medzi nimi maju l'udia s uréitym stup-
nom vysokoskolského vzdelania. Krueger a Katz nazvali tychto l'udi ,,nezavislymi doda-
vatel'mi* (independent contractors), pricom do celkového poctu zaratali aj agenturnych
pracovnikov. Nezavisli dodavatelia pracou pre viacerych ,zamestnavatelov" — objedna-
vatel'ov ziskavaju Sancu rozsirit’ si svoje zrucnosti a schopnosti viac, ako keby pracovali
pre jednu firmu, ktora od svojich zamestnancov vyzaduje a skoli iba urcity sibor zruc-
nosti, potrebnych pre jej predmet Cinnosti (Schrager, 2016 a).

Takito prileZitostni pracovnici rovnako nezapadaju do sUc¢asného nastavenia zdra-
votného a socialneho poistenia, ale napriklad aj darfiovych povinnosti.
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Brookings Institution (Krueger & Harris, 2015) navrhuje zavedenie sprostredkova-
tel'ov, ktori by boli nezavisli od zamestnavatel'ov a zaroven by zdruZovali nezavislych
pracovnikov, pricom by im poskytovali sluzby ako zdravotné a socialne poistenie alebo
vykonavanie zrazok dani.

. Konzultantska spolocnost’ Roland Berger (Blanchet, 2014) zaradila Slovensko i
Cesku republiku do skupiny tradicionalistov, pokial’ ide o pripravenost’ na Priemysel
4.0. Ti sa vyznacuju pomerne solidnou priemyselnou zakladrou, ale zatial’ dostatocne
nezareagovali na nové vyzvy spojené s Priemyslom 4.0. Hodnotenie zaloZila na kombi-
nacii podielu priemyslu na HDP a svojho vlastného Indexu pripravenosti, ktory je roz-
deleny na dve Casti: Cast’ priemyselna excelentnost’ zahfiia faktory ako sofistikovanost’
vyrobného procesu, stupen automatizacie, pripravenost’ pracovnej sily a inovacna in-
tenzita. Druha Cast/, sietova hodnota, obsahuje indikatory vysokej pridanej hodnoty,
otvorenosti priemyslu, inovacnych sieti a Urovne internetového pripojenia. Nemecko,
ako povodca myslienky Priemyslu 4.0, je zaradené do skupiny priekopnikov, ktori maju
rozsiahlu priemyselnu zakladiiu a zaroveri moderné technoldgie a podmienky pre pod-
nikanie.

Medzi d'alsie eurdpske krajiny, ktoré vypracovali iniciativy a stratégie pre Priemy-
sel 4.0 patria napriklad Belgicko, Finsko, Franclizsko, Holandsko, Pol'sko, Rakusko,
Svédsko, Taliansko, a Vel'ka Britania. Regionalne iniciativy boli vypracované v Grécku a
Spanielsku, ale aj v niektorych predtym menovanych krajinach.

2.1 Slovensko

Koncepciu Inteligentného priemyslu pre Slovensko (d'alej len ,koncepcia“) predlo-
Zilo Ministerstvo hospodarstva Slovenskej republiky (dalej len ,MH SR") do medzire-
zortného pripomienkového konania diia 19. 8. 2016 (Ministerstvo hospodarstva Slo-
venskej republiky, 2016). V tejto faze legislativnheho procesu sa k materidlu mozu vy-
jadrovat’ ministerstva a ostatné Ustredné organy Statnej spravy, ale aj verejnost’ ¢i za-
stupcovia podnikatel'skych zdruzeni a zvézov. Po vyhodnoteni pripomienok, ktoré pred-
kladatel' v rdmci pripomienkového konania od tychto subjektov dostal, by mala byt’
koncepcia predlozena na rokovanie vlady SR. MH SR pri tvorbe koncepcie spolupraco-
valo so zastupcami jednotlivych priemyselnych odvetvi.

Cielovou skupinou koncepcie su priemyselné podniky v SR (vratane malych
a strednych firiem). Material chce oslovit' zd¢astnené subjekty za Gcelom identifikacie
najdolezitejSich oblasti, ktoré by mali byt analyzované, pricom dalsim krokom bude
vypracovanie akéného planu s konkrétnymi opatreniami. Tieto opatrenia budi charak-
teristické prepojenim priemyslu, firiem, Statnej spravy, Skolstva a verejnosti.

V zdujme zachovania, resp. zvySenia jeho konkurencieschopnosti by prioritami
priemyslu na Slovensku mali byt':

e automatizacia vyroby,

o digitalizicia riadiacich systémov,

e vyuzivanie komunikacnych sieti pre zabezpecenie interoperability a flexibility
podnikovych procesov.

Tieto zmeny prispeju k uzsiemu prepojeniu dodavatel'ov, vyrobcov, distribu¢nych
kanalov a zakaznikov.
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Nevyhnutnym predpokladom Uspechu koncepcie je informovanie dotknutych sub-
jektov o podstate a pozitivnych a negativnych strankach koncepcie, ktora je v oblasti
systémovej podpory vyskumu, vyvoja a inovacii v stlade so Stratégiou vyskumu a ino-
vacii pre inteligentnl Specializaciu (RIS3) (Ministerstvo hospodarstva Slovenskej repub-
liky, 2013).

Informovanost’ je dolezita najma u subjektov, pre ktoré nastup Priemyslu 4.0
predstavuje najvacsie rizika, teda tradicné priemyselné odvetvia a malé a stredné pod-
niky, ktoré su stcastou dodavatel'skych retazcov.

Vyznamnou zloZkou koncepcie je aj podpora aplikovaného vyskumu a komerciali-
zacie jeho vysledkov. Materidl tiez popisuje agendu vyskumu orientovanu na priemysel
4.0.

Dolezitym faktorom pri zapajani sa firiem do Priemyslu 4.0 je aj financovanie vy-
skumu a vyvoja. Koncepcia preto navrhuje prepojenie zdrojov Statneho rozpoctu
a Strukturalnych fondov EU. Nastrojmi financovania mozu byt’ inovativne verejné ob-
staravanie, inovativne partnerstva ¢i pilotné projekty v jednotlivych oblastiach ako su
energetika, zdravotnictvo, doprava a mesta.

Ulohou $tatu bude prispdsobenie legislativneho rdmca do podoby, ktora bude
podporovat’ inovacie.

Jasnym ciel'om koncepcie Smart Industry je informovat’ verejnost’ o nevyhnutnos-
ti zmien slovenskej ekonomiky a jej prisposobenia sa trendu Industry 4.0.

Uvodné ¢innosti spojené s implementaciou koncepcie je mozné rozdelit' na tri ob-
lasti.

e Vytvorenie Platformy Inteligentného priemyslu: tato platforma by mala
fungovat' ako riadiaci organ koncepcie. Mala by mat' interdisciplinarny
charakter, pricom jej Ucastnikmi by boli odbornici zo Statnych institdcii
a dalSich subjektov klicovych pre inteligentny priemysel. V ramci platformy
budu vybrani ambasadori pre kazdé priemyselné odvetvie, resp. prioritu, ktori
budl presadzovat’ a podporovat’ implementaciu odporucani relevantnych pre
oblast’, ktori bude ambasador zastupovat'.

e Vykonanie analyz v jednotlivych odvetviach: tieto analyzy by mali
vyhodnotit’ potencialne vplyvy navrhovanych aktivit a poskytnat’ podklady pre
nizSie uvedeny akCny plan a pre rozhodovanie o potrebe vykonania dalSich
krokov v konkrétnom sektore.

e Vytvorenie akéného planu pre jednotlivé odvetvia: v tomto akénom
plane by mali byt urené strednodobé a dlhodobé ciele v prioritnych
oblastiach definovanych v stratégii RIS3 (napriklad informacné a komunikacné
technoldgie, materidlovy vyskum a nanotechnoldgie, udrZatel'na energetika
a energie, atd.). Plan by mal rovnako navrhovat' ciele, Cinnosti a projekty
viazuce sa na slovenské subjekty, ale aj medzinarodnd spolupracu. Akcény
plan by mal vznikndt' v prvom polroku 2017.

Koncepcia obsahuje odporucania rozdelené do Siestich oblasti.
1. ZvysSovanie povedomia a spolupraca:

e informacna kampan o technoldgiach inteligentného priemyslu a ich
vyhodach,
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pilotné projekty a testovacie prostredia pre internet veci,

vypracovanie manualu implementacie Inteligentného priemyslu,

zlepSenie pripravenosti tradi¢nych odvetvi (vratane malych a strednych
firiem) na internet veci (pristup k financiam a vzdelavanie v obchodnych
zrucnostiach)

internacionalizacia firiem.

2. Vyskum orientovany na Priemysel 4.0

podpora aplikovaného vyskumu v zaujme dosiahnutia jeho pomeru k
zakladnému vyskumu 70:30

vypracovanie Vyskumnej agendy orientovanej na priemysel 4.0 v sulade
so stratégiou RIS3

vytvorenie sektorovo orientovanych konzorcii, zlozenych z predstavitel'ov
priemyslu, startupov a akademickej sféry zaoberajlcich sa aplikovanym
vyskumom; Ulohou konzorcii bude viest’ vyskum, vyvoj a komercionalizaciu
technoldgii,

informovanie o moznostiach zapojenia sa slovenskych vyrobcov do
vyskumnych projektov EU.

3. Inteligentné tovarne a vyroba

podpora vyvoja a zavadzania novych technoldgii a materialov,

Referencna architektira — Standardizacia pre firmy, produkty, sluzby a
digitalne platformy ako nastroj horizontalnej integracie,

dodavatel'ské retazce ako siet’ spolupracujicich a integrovanych
inteligentnych tovarni, prepojenych internetom veci,

podpora digitalnych dodavatel'skych sieti na zaklade zasad Digital Single
Market (DSM — Jednotny digitalny trh EU), ktoré budu vyuZzivat’ Big Data.

4. Pristup k financovaniu

prepojenie sukromnych investicii z financiami z verejnych zdrojov,
podpora inovacii prostrednictvom inovativnych  partnerstiev a
inovativneho verejného obstardvania; cielom inovativneho partnerstva je
podla Zakona o verejnom obstaravani (Urad pre verejné obstaravanie,
2016) vyvoj a nasledny nakup tovaru, stavebnych prac alebo sluzieb,
ktoré su vysledkom vyvoja, za predpokladu, Zze zodpovedaju poziadavkam
a maximalnym nakladom zmluvne dohodnutymi medzi verejnym
obstaravatel'om a partnerom alebo partnermi,

financovanie, ktoré umozni kratSie obdobie vyvoja a rychlejsie zavadzanie
jeho vysledkov do praxe.

5. Trh prace, vzdelavanie a zrucnosti

analyza poziadaviek priemyslu na jednotlivé zruCnosti a kratkodobych
a strednodobych nedostatkov poskytovania tychto zrucnosti

vytvorenie osnov v sUlade s poziadavkami Priemyslu 4.0,

poskytovanie novych, Specializovanych zrucnosti v oblastiach ako napr.
informatika, programovanie, obchodné zrucnosti atd'.,

integrované vzdelavacie platformy priemyslu a akademickej obce za
UcCelom prenosu poznatkov a inovacného inZinierstva,
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o podpora Narodnej koalicie pre digitalne povolania, zaloZenej IT Asociaciou
Slovenska a Digitalnym lidrom Petrom Pellegrinim v roku 2014.

6. Legislativne prostredie umozinujice inovacie a e-Government

e rozvijanie potrebnych zrucnosti vo verejnom sektore,

e Open Data aBig Data — zabezpecenie ziskavania, toku a komercného
pouzivania Udajov a ich ochrany,

e inteligentna Statna sprava zalozend na vyuzivani Udajov,

e transparentny a efektivny plan digitalizacie verejného sektora, vratane
Mobile e-Government,

e regulacie pripravené na budlcnost’ (future-proof regulation), ktoré
nepredstavuju prekazky inovacii; posudzovanie vplyvov na digitalizaciu
(DIA — Digital Impact Assessment) a inovacie (IIA — Innovation Impact
Assessment) v ramci procesu posudzovania vplyvov (RIA — Regulatory
Impact Assessment),

e aktivne zapojenie Statnych institGcii pri implementacii Inteligentného
priemyslu.

2.2 Nemecko

Nemecko je krajinou kde bol pojem Priemysel 4.0 (v nemcine INDUSTRIE 4.0) pr-
vykrat pouzity a dblezitost’ tejto koncepcie pre konkurencieschopnost’ krajiny si uve-
domuje aj vlada. Priemysel 4.0 a inovacie vo vSeobecnosti si predmetom niekol'kych
vladnych dokumentov (Germany Trade and Invest, 2014).

Prvym z nich je High-tech stratégia, ktord bola odstartovana v roku 2006. Bol to
prvy celonarodny koncept, ktory spojil najdolezitejsich zaujmové subjekty v oblasti ino-
vacii a technoldgii.

Na ciele tejto stratégie nadviazala a rozsirila ich High-tech stratégia 2020, spuste-
na v roku 2010. Tato inovovana stratégia ma za ciel’ prezentovat’ Nemecko ako vedu-
ceho poskytovatela vedeckych a technologickych rieSeni v oblastiach klimy a energeti-
ky, zdravia a vyzivy, dopravy, bezpec¢nosti a komunikacie.

Na inovovanu stratégiu nadvdzuje Akény plan High-tech stratégie 2020. INDUS-
TRIE 4.0 je jednou z 10 sUcasti (nazyvanych ako Future Projects) nemeckého Ak¢éného
planu High-tech stratégie 2020, ktory sleduje inovacné ciele v rozpati 10 — 15 rokov. Je
to prilezitost' zabezpecit' si postavenie technologického lidra a najdolezitejSieho trhu
a dodavatela pre Priemysel 4.0. Uz spominanych 10 oblasti je vnimanych ako kritic-
kych pre dosiahnutie ciel'ov inovacnej politiky. Na oblast INDUSTRIE 4.0 bolo v rdmci
Akcného planu vyclenenych 200 mil. €.

Na implementdcii vizie INDUSTRIE 4.0 spolupracuje mnoho viddnych institdcii,
vyskumnych centier a firiem, napr. Narodna akadémia vied a strojarstva, Nemecké vy-
skumné centrum pre umeld inteligenciu, Bosch, SAP ¢i Wittenstein.

Zasadnym prvkom INDUSTRIE 4.0 su inteligentné stroje, systémy a siete zaloze-
né na informacnych a komunikacnych technoldgiach, ktoré su schopné vymienat’ si
a reagovat’ na informacie a riadit’ vyrobny proces.
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INDUSTRIE 4.0 predstavuje medzistupen Stvrtej priemyselnej revollcie na ceste
k Internetu veci, dat asluzieb. Je to zmena paradigmy od centralizovanej
k decentralizovanej vyrobe.

Podl'a materialu ,INDUSTRIE 4.0 Smart Manufacturing for the Future® (Germany
Trade and Invest, 2014) st v Nemecku unikatne podmienky na uskuto¢nenie INDUS-
TRIE 4.0, a dokonca sa v iom uvadza, Ze takéto podmienky neexistuju nikde inde vo
svete. Ide o dlhodobl poziciu nemeckého priemyslu ako jedného z najviac konkuren-
cieschopnych a inovativnych, a liderstvo v oblasti vyskumu a vyvoja v priemyselnej vy-
robe. V porovnani s inymi vyspelymi krajinami si Nemecko dokazalo udrzat’ stabilitu
pracovnej sily vo vyrobe pri si¢asnom zapojeni novych technoldgii do priemyselnych
vyrobkov a procesov.

V pripade naplnenia vizie INDUSTRIE 4.0 bude Nemecko schopné vyrobcom po-
skytnit’ vysSsiu produktivitu a kvalitu vyroby ako ostatné krajiny, ¢o mozZe viest
k spatnému presunu vyroby z azijskych krajin alebo relokacii z USA.

Celostatne zavedenie INDUSTRIE 4.0 by malo k hospodarskemu rastu Nemecka
prispiet’ 1,7 %, pricom najviac vyhod by malo plynit’ do odvetvi produkcie vyrobnych
zariadeni, automobilového, elektrotechnického a chemického priemyslu.

Rovnako sa vytvori, resp. vyznamne rozsiri odvetvie inteligentnych sluzieb (Smart
Services), ktoré sa bude venovat' spracovaniu a vyuZitiu obrovského mnoZstva dat zis-
kanych z vyrobného procesu, ale aj zo samotnych produktov.

Zakladom budutceho Uspechu INDUSTRIE 4.0 su dlhodobo silné priemyselné sie-
tové zoskupenia, liderstvo v oblastiach vyroby, automatizacie a vlozenych systémov
(embedded systems) na softvérovom zaklade.

Vlozené systémy su inteligentnymi centralnymi kontrolnymi jednotkami, ktoré su
sucastou produktu prepojeného s vonkajSim svetom prostrednictvom senzorov
a ovladacich prvkov, ktoré umoziuji prepojenie produktov navzajom aj s internetom.
Nemecko je svetovym lidrom v odvetvi vlozenych systémov.

Dalsim krokom v evoldcii od vloZzenych systémov su kyber-fyzické systémy, ktoré
umoziuju prepojenie virtudlneho a redlneho sveta a vytvorenie zosietovaného pro-
stredia, v ktorom produkty medzi sebou navzajom komunikuju a interaguju.

Kyber-fyzické systémy (Cyber-physical systems, CPS) su tvorené inteligentnymi
strojmi, logistickymi systémami a vyrobnymi zariadeniami, ktoré za pomoci uplatnenia
informacnych a komunikacnych technoldgii umoziuji vertikalnu integraciu a zosieto-
vanie vyroby.

CPS by mali prispiet’ k zvySeniu bezpecnosti, efektivnosti, pohodlia a zlepSeniu
zdravotného stavu na Uplne novej (a vySSej) kvalitativnej Urovni. Mali by zohrat' vy-
znamnd ulohu pri rieSeni problémov spdsobenych demografickymi zmenami, nedostat-
kom prirodnych zdrojov, udrzatelnostou dopravy azmenami v energetike. Styrmi
hlavnymi oblastami uplatnenia CPS teda budu energetika (rozvodné siete), doprava
(zosietovanie dopravy), zdravotnictvo (telemedicina, vzdialena diagnostika) a priemy-
sel (automatizacia vyroby).

NajvhodnejSim prikladom prepojenia virtualneho a redlneho sveta prostrednic-
tvom CPS budu inteligentné tovarne (Smart Factories), v ktorych bude dochadzat’
k prepojeniu technickych a obchodnych procesov. Smart Factory radikalne zmeni dote-
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rajSie hodnotové ret'azce a biznis modely. Bude UspornejSia pokial’ ide o Cas a zdroje
ako klasicka tovaren. Zaroven poskytne moznost’ prepojenia s ostatnymi tovarfiami,
ktoré ale nemusia nutne patrit’ tomu istému subjektu, resp. nemusia nim byt’ riadené.

Tato vyrobna revollcia predstavuje nové trhové prilezitosti. Smart Factory ma ve-
I'a vyhod oproti konvencnej vyrobe, napriklad:

e vyrobné procesy optimalizované prostrednictvom CPS - jednotlivé samostatné
jednotky tovarne su schopné samy urcit, nakonfigurovat' a riadit’ svoje
aktivity a zaroven komunikovat' s ostatnymi jednotkami;

e optimalizacia individudlnych zakaznickych vztahov z hl'adiska produktovych
vlastnosti, nakladov, logistiky, bezpecnosti, spol'ahlivosti, ¢asu a udrzatelnosti;

o efektivnost’ vyuzivania zdrojov vo vyrobe;

e prispOsobenie vyrobného procesu a fungovania strojov/robotov na mieru
pracovnému cyklu zamestnancov — l'udi.

Inteligentné tovarne budd schopné samy sa riadit, umoZnia masovl vyrobu pro-
duktov, ktoré ale budl prisposobené individualnym poziadavkam konkrétnych zakazni-
kov a tieto produkty zaroven budu schopné komunikovat’ so strojmi, ktoré ich vyrabaju
pocas produk¢éného procesu i po fiom — pocas ich uZivania zakaznikmi. Vysledkom teda
budu vyrobné prostriedky a produkty vyrabané pomocou nich, ktoré budid schopné
medzi sebou navzajom komunikovat'.

Tovarne budi schopné fungovat’ s minimom odpadu a prestojov, kedZe stroje
budl vediet' predvidat’ a zabranit' nedostatku zdrojov, resp. vyrobnych vstupov
a technickym problémom. ,Redlne" tovarne (fyzicky existujice) budu doplhané virtual-
nymi tovarfiami, ktoré budd simulovat’ vyrobny proces krok po kroku a urcia alternati-
vy umoziujice usporit’ zdroje a Cas, a teda aj naklady. Firmy budi podla odhadov
nemeckej Narodnej akadémie vied a strojarenstva moct’ tymto spésobom zvysit’ svoju
produktivitu az o 30 %.

Smart Factory bola aj jednou z ekonomickych priorit pri tvorbe nemeckej vladnej
koalicie v roku 2013. Vlada sa zaviazala investovat’ do vyskumnych projektov pre digi-
talnu ekonomiku 430 mil. € do roku 2018.

Jeden z pilotnych projektov realizuje firma Adidas, ktora na zaklade financnej
podpory od vlady pripravuje spustenie plne automatizovanej tovarne, ktora by umozni-
la prave prispésobovanie produktovych charakteristik na mieru jednotlivym zakazni-
kom. Podla firmy bude tovaren tak efektivna, ze moze spbsobit’ navrat vyroby z Azie
spat’ do Nemecka (Germany Trade and Invest, 2015).

Vyssim stupnom od kyber-fyzickych systémov je Internet veci, dat a sluzieb, kto-
rého prikladom bude Smart City — teda mesto vyuzivajlce rieSenia z Priemyslu 4.0 na
optimalizaciu svojho fungovania napr. v doprave ¢i odpadovom hospodarstve. VSetky
systémy zapojené do internetu veci a sluzieb vSak musia byt navrhnuté tak, aby boli
schopné odolat’ hackerom a naruseniu ich bezpecnosti, resp. kradezi dat.

2.3 Ceska republika

,Narodni iniciativa Prdmysl 4.0" bola v Ceskej republike zverejnena v septembri
2015 (BusinessInfo.cz, 2015). Pod zastitou Ministerstva priemyslu a obchodu sa na jej
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tvorbe podielali odbornici zo Statnych institacii, akademickej a podnikatel'skej sféry, aj
predstavitelia priemyselnych zvazov. Minister Jan Mladek poklada udrzanie a rozvijanie
konkurencieschopnosti Ceskej ekonomiky a vysokej miery podielu priemyslu na HDP i
zahrani¢nom obchode za zavazok voci verejnosti. a Stvrtl priemyselnd revollciu vnima
ako najvyznamnejsiu inovacnl vyzvu dneska s celospolo¢enskym dosahom.

Prave kvoli vyznamnym vplyvom na celt spolocnost’ by podla iniciativy mali byt
sucastou diskusie okrem statnych institlcii aj predstavitelia socidlnych partnerov, fi-
riem, $kOl, vyskumnych a mimovladnych organizacii.

Dria 24. 8. 2016 bola viadou CR schvélena ,Iniciativa Préimysl 4.0" (Ministerstvo
prdmyslu a obchodu Ceské republiky, (2016), ktora je oproti prvej verzii znacne rozsi-
renad a zaobera sa aj konkrétnymi oblastami ako aplikovany vyskum, bezpecnost’ pra-
ce, Standardizacia, trh prace ¢i vzdelavanie. Dokument v jednotlivych oblastiach popi-
suje stCasny stav, smerovanie budiceho vyvoja a dolezité vyzvy, na ktoré je potrebné
reagovat’ kvoli zabezpeceniu pripravenosti CR na principy Priemyslu 4.0. Podl'a autorov
je vsak iniciativa viac ako o technoldgiach predovsetkym o podpore pre zmeny mysle-
nia celej spolo¢nosti.

Daldim cielom iniciativy je mobilizicia zainteresovanych rezortov a predstavitelov
priemyslu na vypracovanie akénych planov v prislusnych oblastiach. Hospodarsko-
politickym rdmcom iniciativy je ,AkEni plan pro rozvoj digitdlneho trhu“, ktorého cielom
je podporenie rozvoja digitalnej ekonomiky.

Iniciativa obsahuje aj SWOT analyzu CR z hl'adiska Priemyslu 4.0. Medzi silné
stranky patria Uzke previazanie Ceskych firiem so svetovymi technologickymi lidrami a
tradicne vysoké povedomie o riadeni kvality priemyselnej vyroby, slabymi strankami su
aj obmedzené povedomie o Priemysle 4.0 v priemyselnej sfére aj v ramci Sirokej verej-
nosti a nedostatocny rozvoj infrastruktury. Prilezitostami si okrem iného skoré zachy-
tenie trendu ¢i ambicia byt regionalnym lidrom na zaklade postavenia ¢eského prie-
myslu v porovnani s inymi eurdpskymi krajinami. Medzi rizika autori iniciativy zaradili
nediverzifikovanu zahranicnoobchodnu orientaciu, nejasné vplyvy na trh prace Ci odliv
kvalitnych technologickych pracovisk za hranice CR v pripade nevhodného nastavenia
podmienok pre aplikovany vyskum.

Na zaklade potencidlnych smerov daldicho vyvoja priemyslu v Ceskej republike
boli identifikované aktualne vyzvy, ako aj navrhy na ich rieSenie:

e obmedzené povedomie o Priemysle 4.0 v priemyselnom sektore aj
mimo neho: vytvorenie firiem — benchmarkov, ktoré budu sluzit ako
priklady dobrej praxe; technicka definicia Priemyslu 4.0 a jej zahrnutie do
firemnych stratégii; propagacia idey Priemyslu 4.0 v Sirokej verejnosti;

o neschopnost’ statu rozhodnit’ o prioritach orientovanych na
digitalnu ekonomiku: vymenovanie osoby zodpovednej za digitalnu
ekonomiku; jasné podmienky podpory firemného vyskumu a vyvoja a
spoluprace firiem a vyskumnych institdcii (vratane danovych ulav);

o nedostatocné chapanie interdisciplinarity: nové Studijné odbory na
vSetkych stuprioch vzdelavania, mozZnost' alternativneho vzdeldvania pod
superviziou firiem;

¢ obavy z jednostranného zahranicného zamerania priemyslu: podpora
stazi kvalifikovanych odbornikov zo vsetkych technologicky vyspelych krajin;
podpora transferu znalosti z roznych krajin a priemyselnych odvetvi;
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e nejasny vplyv na trh prace: komunikdcia so socialnymi partnermi,
propagacia  celozivotného  vzdelavania, rekvalifikacii a  ziskavania
interdisciplinarnych znalosti;

Iniciativa sa okrem priemyslu venuje aj d‘alSim, Specifickym témam. Pri kazdej z
nich rovnako uvadza aktualne vyzvy a ich mozné rieSenia.

Technologické predpoklady a vizie: aby bola konkurencieschopnost' firiem,
odvetvi, ale aj statov udrzatelnd, je potrebné zhromazd'ovat’ a vyhodnocovat’ priznaky
zmien na sucasnych dynamicky sa meniacich trhoch. Tieto zmeny méZu predstavovat’
nové trhové prileZitosti. Na sledovanie signalov zmien sa vyuzivaju aj Ciastone auto-
matizované systémy. Dolezitymi vyzvami su okrem rieSenie problémov vedy a vyskumu
a ich komercionalizacie aj nedostatok znalostného a l'udského kapitalu pre implemen-
taciu Priemyslu 4.0, problémy pri budovani komunikacnej a datovej infrastruktlry aj
zabezpecenie kybernetickej bezpecnosti a ochrany osobnych Gdajov.

Aplikovany vyskum: nie je mozné, aby Stat podporoval vSetky vyskumné od-
vetvia. Preto je potrebné, aby zameranie podpory vychadzalo z Struktury firemnych in-
vesticii do vyskumu a vyvoja, exportnej vykonnosti a pridanej hodnoty vyroby, kvality
a vysledkov existujlcej verejnej vyskumnej infrastruktiry a predikcie technologického
a spolocenského vyvoja. Kl'icovu Ulohu bude zohravat' odvetvie kybernetiky a umelej
inteligencie. Vyzvami v oblasti aplikovaného vyskumu su aj jeho financovanie a opti-
malne vyuzivanie ochrany dusevného vlastnictva.

Bezpecnost’ systémov: jednym zo zakladnych rysov Priemyslu 4.0 je Coraz
vacsia prepojenost’ systémov nielen v ramci firmy, ale aj v ramci dodavatel'skych re-
tazcov a mimo firemného prostredia, ktoré su vSak navzajom prepojené a ovplyviuju
sa v narodnom i medzinarodnom meradle. Do tejto oblasti okrem kybernetickej a in-
formacnej bezpecnosti patri aj bezpetnost’ energetickych, dopravnych a sietovych su-
rovinovych systémov.

Standardizacia: Ulohou $tandardizacie alebo tie? technickej normalizacie je za-
bezpecit' bezpecnost’ a o¢akavanu Uroven kvality vyroby. Pre Priemysel 4.0 by nebolo
efektivne vytvarat’ osobitné normy, kedZe jednotlivé odvetvia alebo Cinnosti maju svo-
je vlastné standardy. Pre potreby Priemyslu 4.0 je vhodnejsie, aby bola zabezpecena
interoperabilita tychto Ciastkovych standardov nielen na narodnej, ale aj medzinarod-
nej drovni.

Pravne a regulaéné aspekty: regulatny ramec CR bude potrebné prispdsobit’
eurdpskej legislative reagujucej na Priemysel 4.0 i situacii v domacej ekonomike. Vy-
zvami, ktoré bude potrebné riesit’ si neprehladnost’ Ceskej legislativy a posudenie
vplyvov regulacie z pohl'adu digitalnej agendy v ramci procesu posudzovania vplyvov —
RIA (Regulatory Impact Assessment).

Vplyvy na trh prace, kvalifikaciu pracovnej sily a socialne vplyvy: stvrta
priemyselna revollcia prinaSa nové principy organizacie prace a zmeny Struktlry a
pracovnej naplne profesii, pricom od pracovnikov budld vyzadované nové zrucnosti.
Preto bude potrebné prijimat’ opatrenia zabezpecujlce flexibilitu trhu prace a podporo-
vat’ zmenu kvalifikacie zamestnancov na nové druhy pracovnych pozicii. Zaroven bude
potrebné v nadvaznosti na politiku trhu prace prisposobovat’ novej situacii aj socialnu
politiku.
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Vzdelavanie: kvalitné a dobre fungujlce vzdelavanie je podla iniciativy kritickym
faktorom Uspechu. V nadvéaznosti na Priemysel 4.0 preto bude potrebné vytvarat’ nové
predmety, resp. Studijné odbory ktoré budl na jednej strane o Priemysle 4.0 informo-
vat' a na druhej strane aj budl na zapojenie dori pripravovat’ buddcich pracovnikov.
Problémom je aj nedostatocny pocet technicky vzdelanych odbornikov a maly zaujem o
Stadium technickych odborov.

Priemysel 4.0 a efektivita vyuzivania zdrojov: Priemysel 4.0 poskytne pries-
tor pre zniZzovanie energetickej i surovinovej narocnosti vyroby. Na dosiahnutie tohto
ciel'a by mali byt' vyuzité Big Data a ich spracovanie a vyhodnotenie v redlnom case.
Optimalizacia by sa mala udiat’ na Urovni firiem (vnatropodnikova logistika, preprava
zamestnancov — napr. pri vykyvoch v potrebe pracovnej sily) i na Grovni miest (Smart
City) a regidénov (Smart Region).

Investicie podporujice priemysel 4.0: prechod jednotlivych firiem, ale aj ce-
lej spolocnosti na Priemysel 4.0 bude financne naro¢ny a je potrebné adekvatne za-
bezpedit' tieto zdroje. Problémami, ktoré bude potrebné vyriesit/, si chybajlca definicia
financnej politiky v oblasti inovacii na narodnej Urovni a urCenie rezortu zodpovedného
za tuto oblast, investicie do vychovy talentov, resp. ich prilakanie spat’ zo zahranicia,
investicie do rekvalifikacie pracovnej sily ¢i stanovenie kritérii na hodnotenie vyskumu,
¢i je kompatibilny s Priemyslom 4.0.

2.4 Porovnanie vybranych stratégii

Slovenska i Ceska stratégia su si v niektorych hlavnych aspektoch podobné: obe
medzi svoje hlavné oblasti zaujmu radia vyskum (vratane aplikovaného vyskumu),, fi-
nancovanie, trh prace a regulacné aspekty.

Pokial' ide o vyskum, Ceska iniciativa sa venuje priamo aplikovanému vyskumu
a potrebe jeho naviazanosti na zlozenie firemnych investicii do vyskumu a vyvoja, ex-
portnej vykonnosti a pridanej hodnoty, ale aj na vysledky verejného vyskumu
a predikciu budiceho vyvoja. Na rozdiel od slovenskej koncepcie vyslovne uvadza aj
ochranu dusevného vlastnictva.

Koncepcia inteligentného priemyslu pre Slovensko sa zameriava na vyskum vo
vSeobecnosti, pricom aplikovany by mal mat’ vyraznejSiu podporu (70 % z celku). Ob-
lasti vyskumu by mali vychadzat’ z priorit urcenych stratégiou RIS3. Koncepcia zaroven
predpoklada vytvorenie vyskumnych konzorcii zo zastupcov priemyslu, startupov
i akademickej sféry.

Financovanie je v Ceskej iniciative spojené s problémom urcenia zodpovedného
rezortu a chybajlcej definicie financnej politiky v oblasti inovacii. Osobitna pozornost’
je venovana aj financovaniu v suvislosti so zmenami na trhu prace.

Slovenska koncepcia kladie déraz prepojenie verejného a sikromného financova-
nia, ale aj na zapajanie sa do vyskumnych projektov na Urovni EU. Zaroven zdGraziuje
inovativne partnerstva a inovativne verejné obstaravanie.

.....

litu a nadvazujicu zmenu socidlnej politiky, ale i déraz na rekvalifikaciu pracovnikov.
Vzdelavaniu je venovana samostatna Cast’ iniciativy, priCcom sa nespominaju iba zmeny
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tykajlce sa pripravy buducich pracovnikov, ale aj informovania o Priemysle 4.0 v ramci
vybranych predmetov.

Podl'a slovenskej koncepcie bude potrebna zmena vzdelavania za Gcelom posky-
tovania zrucnosti potrebnych pre Priemysel 4.0, ale aj vytvorenie integrovanych vzde-
lavacich platforiem za Ucasti predstavitelov priemyslu i akademickej obce, ktoré budu
rovnako zamerané aj na rekvalifikaciu pracovnikov.

Obe stratégie zdoraziuju nutnost’ legislativnych zmien a zohl'adnenie digitalnej
agendy v procese posudzovania vplyvov (RIA). Kym Ceska iniciativa sa sustred'uje na
sulad s eurdpskou legislativou a sprehladnenie Ceskej narodnej legislativy, slovenska
koncepcia kladie doraz skér na pripravenost’ Statnej spravy na Priemysel 4.0 a jeho
podporu a aktivne presadzovanie potrebnych Uprav legislativy na Grovni EU. V oblasti
RIA sa Ceska stratégia zameriava na digitalnu agendu vo vSeobecnosti, kym slovenska
stratégia sa bude snaZit' o zavedenie posudzovania vplyvov na digitalnu ekonomiku
(DIA) a osobitne na inovacie (IIA).

Odlisnosti stratégii mozno pozorovat’ v niekolkych oblastiach. Slovenska koncep-
cia osobitne zdoraznuje inteligentné tovarne, vratane fungovania dodavatel'skych re-
tazcov. Slovensko ako krajina vyrazne zapojena do globalnych hodnotovych retazcov
musi reagovat’ na zmeny, ktoré sa v nich v suvislosti s Priemyslom 4.0 udeju. Samo-
statna Cast’ je venovana aj zvySovaniu povedomia a spoluprace, kde sa zddraziuje aj
internacionalizacia firiem a priprava tradiCnych odvetvi na zmeny. DalSou sucastou je
celonarodna informacna kampan a vypracovanie manualu pre zvysenie pripravenosti
na internet vedi.

Ceska iniciativa venuje osobitnti pozornost’ snahe predvidat’ buddci vyvoj aj s po-
uzitim automatizovanych systémov na sledovanie signalov. DalSim rozdielom v porov-
nani so slovenskou koncepciou je doraz na bezpefnost’ systémov, vyplyvajica z ich
prepojenosti (a teda aj zranitelnosti) v ramci firiem, v medzifiremnom i medzinarod-
nom prostredi. OdliSnost’ je aj v déraze Ceskej stratégie na nutnost’ prispésobenia
Standardov (technickych noriem) na nova situaciu. Ceska iniciativa rovnako poukazuje
na moznost’ zvySenia energetickej a surovinovej bezpecnosti vyuZitim Big Data v real-
nom case.

V porovnani s oboma vyssie spominanymi je nemecka stratégia najd‘alej ¢o sa ty-
ka redlnych vysledkov vd'aka vediicemu postaveniu krajiny v oblasti priemyslu a prie-
myselnych inovacii, i vyznamnej podpore Priemyslu 4.0 zo strany vlady, ktora sa preja-
vuje aj financne. Vyrazné je aj zapojenie samotnych firiem, ktoré sa na implementacii
vizie podielaju. Nemecko sa snazi vychadzat' zo svojich vlastnych silnych stranok a d'a-
lej ich rozvijat’, pricom doraz je na udrzani liderskej pozicie a snahe byt benchmarkom
pre ostatné krajiny. Predvidavé je aj Usilie vyuzit' prvotny zaujem o tému a nadviazat’
nan ¢o najrychlejsie aj konkrétnymi vysledkami v praxi.

. Nemecko bude ako jeden z najddleZitejSich obchodnych partnerov Slovenska i
Ceskej republiky a tiez najvyznamnejsich investorov prirodzene pdsobit’ ako katalyzator
ich prechodu na Priemysel 4.0, ked’ze prave nemeckym firmam ako investorom, resp.
koncovym subjektom dodavatel'skych retazcov sa budd musiet’ slovenské a Ceské fir-
my prispOsobit’, ak nebudul chciet’ stratit’ svoju konkurencieschopnost'. V pripade adap-
tacie aj dalsich krajin, resp. globalnej adaptacie na Priemysel 4.0 to bude dokonca ne-
vyhnutnost'.
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Implementacia INDUSTRIE 4.0 v Nemecku teda méZe slUZit’ prave na predvidanie
budcich trendov, ktorym by sa Slovensko i Ceska republika mali prisposobit’. Okrem
toho, prave Slovensko, ktoré sa v sucasnosti prezentuje brandingom zaloZenym na
myslienkach (Good Idea Slovakia) by mohlo nielen reagovat’ na vyvoj v inych kraji-
nach, ale samo aktivne tento vyvoj urCovat’ v niektorych Specifickych odvetviach, ktoré
su na Slovensku vysoko inovativne, napriklad automobilovy priemysel alebo materialo-
vy vyskum.

Zaver

Priemysel 4.0 predstavuje pre krajiny hrozbu i prilezitost’ — zavisi od nich, ako sa
k tejto vyzve postavia. Vyvoj novych technoldgii v siCasnosti prebieha tempom, aké
v historii nema obdoby. Preto je obzvlast’ dblezita rychlost’ reakcie krajin na tieto zme-
ny, resp. proaktivny pristup a snaha o urcovanie trendov.

Slovensko ako krajina extrémne zavislda na vyvoji vinych krajinach
i v celosvetovom meradle nema ini moznost, ako zapojit' sa do implementacie Prie-
myslu 4.0. Koncepcia inteligentného priemyslu pre Slovensko je vhodnym prvym kro-
kom na zacatie celospolocenskej diskusie na tuto tému a zaroven na spustenie realiza-
cie konkrétnych opatreni.

Vo vSeobecnosti je nutné akékol'vek kroky v suvislosti s Priemyslom 4.0 uskutoc-
novat’ s ohl'adom nielen na vnutorné podmienky v krajine, ale aj na aktivity inych sta-
tov. Nemecko ako priekopnik myslienky Priemyslu 4.0 i vyznamny partner Slovenska
ma v tomto smere vysadné postavenie. Kedze dalsSim krokom vo vyvoji je posunutie
a vyuzitie idei Priemyslu 4.0 na celospoloCenskej Grovni vo forme Internetu veci, dat
a sluzieb, ktorého prejavom bude koncept Smart City/Smart Region, pri si¢asnej pre-
pojenosti vSetkych systémov ina moznost’ ako medzinarodna spolupraca ani nebude
mozna.
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Zasady tvorby a moznosti ochrany obchodného mena

Dusan Holub?!

The Principles of Creation of the Business Name and the Possibility of
its Protection

Abstract

Business name is the basic identification of the entrepreneur. Business name would
primarily be what best describes the entrepreneur and by the mere indication should
evoke basic idea of its products and area of focus. From the customer’s point of view,
a business name identifies the entrepreneur and differentiates, individualizes it among
other businesses involved in the relevant market. Business name Is an ideal object le-
gally protected for the entire usage of legitimate businesses and the terms of protec-
tion are not limited by law. The subject of a business name protection is an entrepre-
neur whose rights have been violated resp. endangered by unauthorized interference
with his exclusive rights. Several methods of unauthorized interference with the busi-
ness name can affect legal means of protection against unfair competition. There is
not always a clear line between the protection of business name and protection
against unfair competition and which of those rights takes precedence when there is a
simultaneous infringement of both.

Key words

Business name, principles of creating a business name, business name protection, de-
ceptive label, risk of confusion

JEL Classification: K39

Uvod

Obchodné meno je zakladnym identifikatnym znakom podnikatela. Ako absolitne
pravo k idedlnemu subjektu zahriiujeme toto pravo pod prava k dusevnému vlastnictvu
zZ oblasti hospodarstva. V zmysle tradi¢ného ponatia zarad'ujeme toto pravo medzi pra-
va z priemyselného vlastnictva do skupiny prav na oznacenie (Patakyova a kol, 2013).

Pod obchodnym menom podnikatel’ vystupuje v obchodnych vztahoch a spolu
s d'alsimi idajmi dotvara obchodné meno celkovl identifikaciu podnikatel'a. Zakladnou
funkciou obchodného mena je individualizovat’ podnikatelov a ochranovat’ zaujmy tre-
tich osob, predovsetkym spotrebitel'ov, ako aj ul'ahCovat’ orientaciu na trhu.

Obchodné meno mozno povazovat' za jeden z urcujucich predpokladov pri vzniku
spolo¢nosti. V zmysle ustanovenia §3a ods.1 zakona ¢. 513/1991 zb. Obchodného za-
konnika v zneni neskorsich predpisov (dalej len ,,Obchodny zakonnik") je kazdy podni-
katel' povinny na svojich obchodnych dokumentoch uvadzat’ svoje obchodné meno.
Subjektom sposobilym zapisat’ zvolené oznacenie ako obchodné meno podnikatela do

1 JuDr. Dusan Holub, PhD.; Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra obchodného
prava, Dolnozemska cesta 1, 852 35 Bratislava; E-mail: holub@euba.sk
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obchodného registra je registrovy sud prislusny podla sidla podnikatela. Zapis ob-
chodného mena podnikatela ma konstitutivne ucinky. Preskiimanie splnenia naleZitosti
obchodného mena sa registrovym stiidom od 01.02.2004 uz nevykonava.

V zmysle ustanovenia §7 ods.6 zakona ¢. 530/2003 Z.z. o obchodnom registri a o
zmene a doplneni niektorych zakonov (dalej len ,zakon o obchodnom registri*) regis-
trovy sud preveri, ¢i sa nenavrhuje zapisat’ obchodné meno totozné s obchodnym me-
nom uz zapisanym v obchodnom registri, ale nevykonava dozor nad riadnou tvorbou
obchodného mena.

1 Metodika prace

Predkladany clanok je z hl'adiska pouZzitych metdd spolocenskovednym, teoretic-
kym prispevkom, preto pri jeho spracovani boli pouzité vseobecné vedecké metddy,
najma analyza asyntéza na vsSetkych stuprioch rieSenia, d'alej metdda indukcie
a dedukcie, metdda abstrakcie, metdda porovnavania a metdda zovSeobecrnovania. Pri
zovSeobecneni konkrétnych problémov boli pouzité aj filozofické metdédy poznania. Me-
téda vedeckej abstrakcie bola pouzitd na eliminaciu nepodstatného a nahodného od
podstatného a zakonitého. Ciel'om ¢lanku je analyzovat’ problematiku spojend s tvor-
bou a ochranou obchodného mena. Cielom clanku je tiez priblizit' realitu tvorby a
ochrany obchodného mena z legislativneho rdmca pravnej Upravy do praxe a naopak,
ako aj zaujat’ stanovisko k praxi registrovych stdov.

2 Vysledky a diskusia

2.1 Obchodné meno podnikatel’a sposobilé na zapis do Obchodného regis-
tra

Pravny ramec Upravy obchodného nachadzame v ustanoveniach § 8 az 12 Ob-
chodného zakonnika. Pravna Uprava pri obchodnych spolocnostiach neurcuje osobitné
poziadavky na tvorbu obchodného mena. Takmer akékol'vek zvolené oznacenie je na
prvy pohl'ad spdsobilé na zapis do obchodného registra ako obchodné meno. Okrem
vyslovne uréenych pomenovani?, ktoré si osobitnymi predpismi vyhradené urcitym
subjektom je obmedzenim pri vybere obchodného mena esSte rozpor so vSeobecnou
mravnostou pri hanlivom obchodnom mene. Obchodné meno pozostdva zo slovného
oznacenia, dodatku oznacujuceho pravnu formu podnikatela, plnovyznamovych aj ne-
plnovyznamovych Casti, interpunkcie a Castokrat aj gramatického znazornenia vo forme
velkych a malych pismen. Obchodné meno ako celok identifikuje podnikatela, vytvara
jedno z jeho aktiv a spolu s ostatnymi dotvara celkovy obraz podnikatela.

2 Napr. podla zdkona €. 483/2001 Z. z. o bankéach a o zmene a doplneni niektorych zakonov, ktory vyslovne
ustanovuje, Ze slovné oznacenie banka prip. sporitelfia je pripustné jedine v obchodnom mene pravnickej
osoby ktorej bolo udelené bankové povolenie v zmysle tohto zakona.
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2.2 Zakladné zasady tvorby obchodného mena

Z ustanovenia § 10 ods. 1 Obchodného zakonnika vyplyva poZiadavka na neza-
menitel'nosti obchodného mena a zakaz vzbudzovat’ klamlivd predstavu. Podla odbor-
nej literatdre su hlavnymi zasadami tvorby obchodného mena zasada individualizacna,
zasada pravdivosti a primeranosti, jasnosti a jednotnosti. Zasada individualizacna, jed-
notnosti a primeranosti sa odvodzuju zo samotného Ucelu obchodného mena. Pri tvor-
be obchodného mena by mali zakladatelia obchodnych spoloc¢nosti zohl'adriovat’ napl-
nanie tychto zasad, aj ked' registrovy sid preveruje len totoZnost’ obchodného mena
bez ohl'adu na pravnu formu. Vymedzenim zakladnych zasad pre tvorbu obchodného
mena zakon definuje jej zakladné limity.

Zasada prednosti

Pre prava dusevného vlastnictva v oblasti hospodarstva, je na rozdiel od prav
v oblasti kultdry priznacna prednost. Podla Parizskeho dohovoru z roku 1833 je vo
vztahu k pravu obchodného mena a zapisov do obchodného registra urcujlce, Ze pri
prvozapisoch pravnickych os6b nie je s registraciou spojena ochrana obchodného me-
na, ale vznik pravnickej osoby so zakladnymi identifikacnymi znakmi, t. j. aj jej ob-
chodnym menom (Patakyova a kol., 2013).

Zakladnymi vychodiskami v zaujme individualizacie kazdého podnikatel'ského sub-
jektu je zakaz duplicity obchodného oznacenia a s tym spojena zasada prednosti. Pod
touto zasadou je potrebné rozumiet, Ze registrovy sid nezapiSe ako obchodné meno
také oznacenie, ktoré ako obchodné meno slUZi na identifikaciu iného podnikatela.
Predmetom sudneho preskiimania pri zapise spolo¢nosti do obchodného registra je len
formalna stranka obchodného oznacenia podnikatela, a teda len totoznost’ navrhova-
ného obchodného mena s inym uz jestvujlcim oznacenim podnikatela.

Zasadu prednosti teda mozno vykladat’ aj tak, ze ak uz raz vzniklo pravo
k uréitému obchodnému menu niektorému podnikatel'ovi je toto obchodné meno prio-
ritne pripisané tomuto podnikatel'ovi.

Zasada prednosti sa neuplatiiuje bezvyhradne a pripista urcitd mieru manévro-
vania v ramci pripustnosti pouzitia slovného zakladu obchodného mena opakovane. Je
tomu tak v pripade roznych zoskupeni pripadne zdruZeni, ¢i organizacii kedy rovnaky
slovny zaklad obchodného mena doplneny o spresnenie zamerania, tej ktorej sekcie
vyjadruje majetkovu Ucast’ spolocnikov v zoskupeni.

Akceptovanie skutoCnosti kapitalového prepojenia obchodnych spolo¢nosti, vytva-
ranie podnikatel'skych zoskupeni sa prejavilo v ustanoveni § 10 ods. 2 Obchodného za-
konnika, podl'a ktorého obchodné mena viacerych pravnickych osob mézu vyjadrovat’
spolo¢nu majetkovd Ucast’ spolocnikov, ak st navzajom odliSitel'né. Limitom vyjadrenia
majetkovej Ucasti je v tomto ponimani odliSitelnost’ obchodného mena spolocnosti pat-
riacej do skupiny ¢i holdingu viacerych podnikatel'ov. Obchodné mena viacerych ma-
jetkovo prepojenych subjektov mozu tak na jednej strane obsahovat’ rovnaky kmeriovy
zaklad slovného oznacenia, ako celok vSak musia byt’ jednotlivé ich Casti navzajom od-
liSiteIné aby nedochadzalo k ich zamene v podnikatel'skom prostredi (odliSovacimi prv-
kami byvaju napr. oznacenia ako holding a pod.)
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Zasada nezamenitel’'nosti

Obchodné meno by v prvom rade malo ¢o najlepsie vystihovat’ podnikatela a uz
samotnym oznacenim, by malo u adresata jeho produktov vyvolat’ zakladnl predstavu
o0 oblasti jeho zamerania. Obchodné meno totiz identifikuje podnikatela z pohladu za-
kaznika a diferencuje, individualizuje ho spomedzi ostatnych podnikatel'ov zicCastruju-
cich sa vysledkami svojej podnikatel'skej ¢innosti na relevantnom trhu.

Obchodné meno pravnickych os6b, ktoré st obchodnymi spolocnostami a sklada
z dvoch casti, a to z vlastného obchodného mena a z dodatku vyjadrujlceho ich prav-
nu formu. Z povinného uvadzania dodatku vyjadrujdceho pravnu formu pri niektorych
kategoriach subjektov zapisanych do obchodného registra vSak nie je mozné vyvodit’
zaver, ze dodatok prirad'ujici dvom zapisanym sutazitelom s totoznym kmeriom ob-
chodného mena dve odlisné pravne formy by bol dostatocnym rozliSovacim znakom.

Po sudnej praxi toto rieSenie prebral aj Obchodny zakonnik v § 10 ods.3 prva ve-
ta, podla ktorého na odliSenie obchodného mena pravnickej osoby nestaci rozdielne
oznacenie pravnej formy. Ak ide o fyzickl osobu, staci na odliSenie uvedenie iného
miesta podnikania.

K zamenitel'nosti obchodnych mien podnikatel'ov méze dojst’ aj medzi pravnickou
a fyzickou osobou - podnikatelom, ak podnikaji v tom istom odbore alebo z hl'adiska
hospodarskej sut'aze v odboroch zamenitelnych a dodatok, odliSujlci osobu podnikate-
I'a alebo druh podnikania v obchodnom mene fyzickej osoby je zhodny alebo zameni-
tel'ny s kmenom obchodného mena pravnickej osoby, pokial' nema dostato¢nu rozliSo-
vaciu schopnost'.

V obchodnych vztahoch vystupuje popri sebe viacero subjektov, ktoré ponukaju
rovnaké alebo zastupitel'né tovary, resp. poskytuji podobné sluzby. V pripade, ak sa
podnikatelia stretn( na tom istom relevantnom trhu, ostava jednym z rozliSovacich kri-
térii prave obchodné meno podnikatela. V pripade, Ze by podnikatelia vystupovali na
rozdielnych trhoch je mozné, ze k zdmene produktov by nemuselo dbjst’.

V pripade, Ze by vyrabali rozdielne produkty, spotrebitelia by si uvedomovali, ze
uvedeny podnikatel’ sice posobi v rovnakej geografickej oblasti avSak jeho produkty su
Uplne iné ako produkty prvého podnikatel'a a naopak. Z pohl'adu objektivnosti presku-
mania tychto kritérii pri navrhu na zapis obchodného mena nie je mozné, aby registro-
vy sud dokdzal pri zapise obchodného mena posudit’ vSetky suvislosti spojené s jeho
tvorbou, preto registrovy sud podla sucasnej Upravy skima len to, ¢i sa nenavrhuje
zapisat’ obchodné meno totozné s obchodnym menom uz zapisanym v obchodnom re-
gistri.

Zasada pravdivého oznacenia, zakaz vytvorenia klamlivej predstavy

Klamlivym obchodnym menom je schopnost’ obchodného mena vyvolat’ myind
predstavu o jednak o Cinnosti podnikatela, jednak o podnikatel'ovi samotnom. Tato za-
sada tvorby obchodného mena je preto na mieste spravidla pri plnovyznamovych
oznaceniach obchodnej spoloc¢nosti.

V pripade, ak si podnikatel’ zvoli ako obchodné meno skratku alebo iné neplno-
vyznamové oznacenie nie je mozné bez dalSieho usudzovat, Ze podnikatel svojim ob-
chodnym menom zavadza adresata o oznaceni svojho predmetu cinnosti.
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Obchodné meno casto najmé v pripade mensich spolocnosti obsahuje aj mena
spolocnikov resp. ich skratku. Skratka vSak moZe vyjadrovat’ aj obsahovu naplf ¢innos-
ti podnikatel'a. Ak teda spotrebitel’ hned’ nevie ¢o pod skratkou v oznaceni podnikatel
ma rozumiet’ neznamena to, ze ide o klamlivi predstavu o podnikatel'ovi ¢i jeho cin-
nosti.

Dalsim aspektom klamlivého oznadenia je zavadzanie ohl'adom statusu podnikate-
I'a, ktorym by jednak mohlo byt" uvedenie pripony pripadne iného dodatku vytvaraja-
cemu mylnu predstavu zakaznika o prislusnosti uvedeného podnikatel'a k znamej sku-
pine pripadne holdingu ale tiez uvedenie plnovyznamového oznacenia v kmeni ob-
chodného mena ktoré by nezodpovedalo redlnemu predmet cinnosti podnikatela.

Sucastou obchodného mena podnikatela je tiez dodatok. Dodatok obchodného
mena podnikatela — v likvidacii, konkurze, restrukturalizacii z urCitého pohladu spina
ochrannu resp. informacnu povinnost’ vo vztahu k tretim osobam ohladom zmeny vy-
volanej bliziacim sa vymazom z obchodného registra pri dobrovolnom rozhodnuti pod-
nikatel'a ukoncit’ svoju podnikatel'sku ¢innost, ako aj o pripadnej likvidacnej zmene fi-
nancnej situacie podnikatela. Preto by dodatok obchodného mena podnikatela mal
byt, ak su na to splnené predpoklady zapisany do obchodného registra. V praxi sa
vSak Casto stretdvame so situaciami, kedy napriek konkurzu vyhlaseného na majetok
podnikatela tato skutocnost’ nie je odzrkadlena vo forme dodatku obchodného mena v
obchodnom registri.

2.3 Moznosti ochrany obchodného mena

Ustanovenie § 12 Obchodného zakonnika formuluje pravidla spojené s ochranou
obchodného mena. Vznik ochrany obchodného mena sa pri podnikatel'och zapisanych
v obchodnom registri viaze na jeho zapis do obchodného registra. DalSia registracia
pre ochranu obchodného mena sa nevyZzaduje.

Obchodné meno je pravom chraneny idealny objekt po celd dobu uzivania oprav-
nenym podnikatel'skym subjektom a doba ochrany nie je zdkonom limitovana. Subjek-
tom ochrany obchodného mena je podnikatel, ktorého prava boli narusené, resp.
ohrozené neopravnenym zasahom do jeho vylu¢ného prava.

Viaceré spsoby neopravnenych zasahov do obchodného mena je mozné postih-
nat’ pravnymi prostriedkami ochrany pred nekalosUtaznym konanim.3 Napr. podnikate-
I'ovi, ktory pouziva v obchodnom styku skratku obchodného mena a na nej buduje svo-
ju povest, oznacuje fiou svoje vyrobky, pod touto skratkou vedie reklamnd kampani,
hrozi nebezpetenstvo, Ze niekto iny vyuzije skutoCnost, Ze v pripade ak nie je tato
skratka obchodného mena chranend napr. ochrannou znamkou, sa jedna
o0 neregistrovany nazov a takuto skratku si zaregistruje ako vlastné obchodné meno.
V pripade, ak dojde k takémuto zneuZitiu skratky obchodného mena, je mozné skratku
povazovat' za zvlastne oznacenie podniku kde okrem vyvolania nebezpetenstva zame-
ny prichadza do Uvahy aj subeh s parazitovanim na povesti.

3 Klamliva reklama podla § 45 Obchodného zakonnika, vyvolanie nebezpelenstva zameny podla § 47 Ob-
chodného zékonnika a parazitovanie na povesti podla § 48 Obchodného zakonnika.
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V praxi vSak nie je vzdy jasnd hranica medzi ochranou obchodného mena
a ochranou pred nekalosUtaznym konanim, ktoré z uvedenych prav ma prednost’
v pripade, ak doslo k stiCasnému poruseniu obidvoch.

V zmysle ustanovenia § 47 ods.1 pism. a Obchodného zakonnika vyvolanie ne-
bezpecCenstva zameny je pouZitie obchodného mena alebo osobitného oznacenia pod-
niku, ktoré pouZiva uZ pravom iny sutazitel.* Vyvolanim nebezpecenstva zameny je
nielen pouzitie obchodného mena, ktoré uz pravom pouziva iny sutazitel', ale aj pouzi-
tie dominantnej Casti zakladu obchodného mena, ktora ma rozliSovaciu schopnost’, kto-
ri uz pravom pouziva iny sutazitel' a obaja sutazitelia maju zapisand v obchodnom re-
gistri tu istu pravnu formu obchodnej spoloc¢nosti, to isté sidlo a podnikaji v tom istom
predmete cinnosti. Takéto pouzivanie Casti obchodného mena sitazitel'a, ktoré je na-
vySe skratkou zakladu obchodného mena zakladatel'a tohto sutazitela, je v hospodar-
skej sUtaZi podla rozsudku Najvyssieho sidu SR zo dina 6.6.2000, sp. zn. 1 Obdo
344/99 aj parazitovanim na povesti podnikatela.

Nekalosutaznym konanim podla rozsudku NajvysSieho sidu SR, sp. zn. Obdo.
V.26/98 nie je pouZitie ¢asti obchodného mena, ktoré uz pravom pouziva iny sutazitel,
ale ktoré nema rozliSovaciu schopnost, pretoze ide o oznacenie druhové a preto ne-
spoOsobilé vyvolat’ nebezpelenstvo zameny alebo parazitovania na povesti. > Od
1.2.2013 sa v rdmci vyvolania nebezpecenstva zameny ustanovil zakaz vytvarat' ob-
chodné meno tak, aby bolo spOsobilé vyvolavat’ nebezpetenstvo zameny podnikatela
s verejnym registrom, alebo inou evidenciou vedenou na zaklade zakona (§47 ods. 2
Obchodného zaékonnika).

Zamenitelnost’ chape zakon v Sirokom zmysle. Stav zamenitelnosti medzi dvomi
sut'azite'mi mozno vyvolat’ pouzitim obchodného mena, skratky obchodného mena
a iného oznacenia priamo identifikujuceho urcitého sitazitela. Ochrana jednotlivych
predmetov zamenitel'nosti je podla ustanovenia § 47 Obchodného zakonnika ochranou
krizovou vtom zmysle, Ze napr. pouzivanie urcitého obchodného mena moze byt
sankcionované z dovodu vzniku nebezpecenstva zameny nielen s obchodnym menom,
ale aj s ochrannou znamkou, oznacenim povodu vyrobku alebo iného rozliSovacieho
oznacenia iného sutazitela (Vozar, 2012). V pripade, ktory riesil Vrchny sud v Prahe
dna 7.11.1994 zp. zn. 3 Cmo 813/93, bolo predmetom Zzaloby pouzivanie slova
WICCOL ako obchodného mena jedného sutazitela, lebo slovo WICOL uz predtym
opravnene pouzival iny sutazitel ako obchodné meno a ochranni znamku. Ako iny,
klasicky priklad vyvolania nebezpecenstva takejto krizovej zameny medzi sut’azitel'mi
sa uvadza konanie vyrobcu pracich praskov, ktory si vybral ako svoje obchodné meno
PERSIL, ¢o vsak bola ochranna znamka zapisana v prospech vyrobcu pracich praskov
s obchodnym menom HENKEL (Vozar, 2013, s. 169).

Pri vyvolani nebezpecenstva zameny nie je v ramci sidneho konania potrebné
skimat’ subjektivne pohnutky rusitela, staci objektivna spdsobilost’ pouzitého predme-
tu zamenitel'nosti, vyvolat’ zamenu. Podla rozsudku Najvyssieho sidu SR zo dna

4 V rozsudku Vrchného sudu v Prahe, sp. zn. 3 Cmo 813/93 zo dna 7.11.1994 sa uvadza: ,Pri posideni za-
menitelnosti nie je vylune rozhodujice len Uplné slovné znenie oboch obchodnych mien, ale je nevy-
hnutné prihliadat’ na dojem, ktory vznika u priemerného zakaznika. Tomu utkvie v pamati celkovy dojem,
ktory na neho obchodné meno a ochranna znadmka urobili. Aj ked’ GpIné znenie obchodnych mien sa lisi, je
v prirodzenosti zakaznikov, Ze z d'alSieho obchodného mena im utkvie ako priznac¢na len urcita vyrazna
a rozlisujuca Cast'.®

5 Rozsudok NS SR, sp. zn. Obdo. V.26/98
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27.9.2001, sp. Zn. Obdo V 57/99 dochadza k vzniku hrozby zamenitelnosti objektivne,
preto nie je potrebné skiimat’ imysel osoby alebo okolnosti, ¢i vedela, alebo mohla
vediet’, Ze existuju vyrobky chranené v prospech majitel'a ochrannej znamky.

Meradlom nebezpecenstva zameny je celkovy dojem, ktory priemerny spotrebitel
nadobudne ohladom urcitého predmetu zamenitelnosti, napr. obchodného mena.
Pravdepodobnost’ zameny v ponimani spotrebitela sa zvySuje, ak by nebezpectenstvo
zameny na zaklade zhodnosti, alebo podobnosti obchodného mena vzniklo medzi sub-
jektmi, medzi ktorymi by existovala zhodnost' alebo podobnost’ aj ohladne inych zlo-
Ziek podnikania. Ak by napr. podobné obchodné meno pouzivali dva podnikatel'ské
subjekty s rovnakym alebo podobnym predmetom cinnosti, alebo dva podnikatel'ské
subjekty vykonavajlce svoju ¢innost’ v susediacich priestoroch, nebezpecenstvo zame-
ny medzi dvomi subjektmi by sa stalo redlnejsim, hoci, ak by sme mali sudit’ vylucne
na zaklade obchodnych mien, nebezpeCenstvo zameny by sa zrejme nemohlo konsta-
tovat.

V rozhodnuti NajvysSieho sidu Ceskej republiky, sud konstatoval, Ze formalne
pravo uZivat’ obchodné meno musi ustupit’ hmotnému pravu na ochranu hospodarskej
sutaze.

Samotna skutoCnost, Ze konanim narusitela dochadza k poruseniu prav
k obchodnému menu podnikatela je v danom pripade irelevantnd nakol’ko nekalosu-
tazné konanie je z pohladu prava vyraznejSim a zavaznejsim porusenim prav podnika-
tela. ® Namieste je preto konzumpcia takéhoto naroku. To vSak neznamena ze
v pripade nekalosttazného konania by sid nemohol uloZit’ povinnost’ zmenit’ obchodné
meno sutazitela porusujiceho dobré mravy hospodarskej sutaze.

Osoba, ktorej absollitne prava k obchodnému meno boli porusené, moze sa do-
mahat’ svojich prav negatdérnou zalobou, méze sa teda domahat’ zdrzania sa protiprav-
neho konania a odstranenia protipravneho stavu. Ak by sa vSak dotknuta osoba doma-
hala ochrany obchodného mena a Ziadala by, aby sa Zalovany zdrZal neopravneného
pouzivania obchodného mena, zrejme by neuspela. Podnikatelovi totiz nie je mozné
zakazat’ pouzivat’ obchodné meno, kedze pouzivanie obchodného mena mu zakon uk-
lada ako povinnost’. Proti tomu, kto obchodné meno pouziva neopravnene, sa mozno
domahat’ odstranenia protipravneho stavu navrhom na ulozenie povinnosti zmenit' ob-
chodné meno.

Zamenitel'nost’ obchodného mena moZzno odstranit’ iba zmenou zapisu obchodné-
ho mena v obchodnom registri. Zalobou na zdrzanie sa neopravneného pouzivania ob-
chodného mena a odstranenia zavadného stavu sa ten, koho prava boli dotknuté alebo
ohrozené neopravnenym pouZivanim obchodného mena, m6ze domahat’ znicenia ne-
opravnene vyhotovenych tovarov porusujlcich prava k obchodnému menu alebo ich
stiahnutia z obehu.

V svislosti s tymto navrhom bude v praxi obvykle podany aj navrh na vydanie
predbeZzného opatrenia na zakaz nakladania s tymto tovarom. Narok na znicenie alebo
stiahnutie z obehu sa vztahuje aj na material alebo nastroje, ktorym sa vyrobil alebo
moze vyrobit’ tovar, ktory neopravnene porusuje alebo hrozi neopravnenym porusova-
nim obchodného mena. Okrem tychto narokov pravna Uprava ustanovuje povinnost’
poskytnut’ informacie tykajice sa povodu a distriblcii tovarov alebo sluZieb, ktorymi sa

6 Pozri tieZ rozhodnutie NS CR zo diia 19. januara 2011, sp. zn.: 23 Cdo 4933/2009
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neopravnene porusuje pravo k obchodnému menu. Ak povinné osoby dobrovolne ne-
splnia svoju povinnost/, opravnena osoba si moze uplatnit’ tieto naroky na sude Zalo-
bou na splnenie povinnosti ustanovenej zo zakona. Pri vzniku Skody spdsobenej nespl-
nenim tejto povinnosti sa poskodeny moze domahat’ aj nahrady Skody. Okrem tychto
narokov ma dotknuta osoba aj pravo na nahradu nemajetkovej ujmy, teda pravo na
primerané zadost'ucinenie, ktoré moze byt poskytnuté aj v peniazoch. Vyznamnym in-
stititom ochrany prav k obchodnému menu je aj pravo domahat sa, aby sud
v rozsudku priznal pravo uverejnit’ rozsudok na trovy Ucastnika, ktory v spore neuspel.
Toto pravo vsak sud prizna iba tomu Ucastnikovi, ktorého navrhu vyhovel. Domahat’ sa
ochrany obchodného mena proti jeho neopravnenému uzivatelovi méze iba ten, kto
pouziva obchodné meno pravom. Takato ochrana preto nepatri tomu, kto séam nepou-
Ziva svoje obchodné meno opravnene vzhl'adom na ¢asovu prioritu iného podnikatela.’

Ochranu obchodného mena podla §47 Obchodného zakonnika v suvislosti
s nekalosutaznym konanim v rdmci vyvolania nebezpecenstva zameny treba odliSovat’
od ochrany mena a cti fyzickej osoby podla § 11 a nasl. Obcianskeho zakonnika, resp.
nazvu a dobrej povesti pravnickej osoby podla § 19b Obcianskeho zakonnika. Medzi
oboma rezimami ochrany existuju sice urcité spolo¢né body (napr. neopravnené pouzi-
tie mena alebo nazvu, resp. obchodného mena ¢i iného oznacenia ,pravom" pouziva-
ného, CiastoCna zhodnost’ prostriedkov ochrany), mozno medzi nimi badat’ aj rozdiely
ako napr. SirSi rozsah okruhu aktivne legitimovanych subjektov pre poskytnutie ochra-
ny pred nekalosutaznym konanim podla § 53-55 Obchodného zakonnika oproti spomi-
nanym ustanoveniam Obcianskeho zakonnika, ktoré vyhradzuju aktivnu legitimaciu iba
priamo dotknutym subjektom, resp. osobam blizkym zosnulej fyzickej osoby.

Zaver

Obchodné meno podnikatela je jedinecné. Obchodné meno podnikatela je za-
kladnym prvkom, ktory identifikuje podnikatel'a v zmluvnych vztahoch. Napriek ustdle-
nej pravnej Uprave tvorby obchodného mena sa v praxi stale vyskytuju pripady, ktoré
su v rozpore s touto Upravou. Registrovy sid uz nevykonava dozor nad riadnou tvor-
bou obchodného mena, jeho Uloha sa v slvislosti s obchodnym menom obmedzuje na
preverenie, ¢i sa nenavrhuje zapisat’ obchodné meno totozné s obchodnym menom uz
zapisanym v obchodnom registri. Realne predpoklady pre posudenie zamenitelnosti
obchodného mena s inym obchodnym menom nastavaju vsak az v ¢ase po zapise do
obchodného registra. Od tohto okamihu sa méze vyskytnit’ mnozstvo skutocnosti, kto-
rych nasledkom moze byt to, Ze k zamenitelnosti obchodného mena vzhladom na
druh produktov alebo relevantny trh v skutocnosti nedojde, pripadne dbjde ale pravo
na ochranu obchodného mena bude musiet’ ustlpit’ pravu na ochranu pred nekalosu-
taznym konanim, ¢o uzZ ale nie je predmetom skimania registrového sudu.

Prax ukazuje, ze nie je vzdy jasna hranica medzi ochranou obchodného mena
a ochranou pred nekalosUtaznym konanim, ktoré z uvedenych prav ma prednost
v pripade, ak doslo k si¢asnému poruseniu obidvoch.

7 Rozsudok Najvyssieho sidu SR, sp. zn. Obdo V. 46/2001
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Open Your Eyes Alice and Start Following the Economic Cycle
Instead of the White Rabbit: Influential Behaviour
of the Economic Cycle !

Martin Hudec? — Alena Donovalova3

Abstract

Economics represents a social science, directly concerning the factors and determi-
nants of commerce, production, distribution, government, management and naturally
consumption of goods and services, but unlike the natural sciences, it is unique in the
area of hardly finding a broad consensus, whether we talk about rules, methodology,
economic processes or basic axioms. Economic cycle would not exist in an economical-
ly ideal world where the prices of goods and factors of production are very flexible,
people have full information about what is happening in the economy, government and
unions do not regulate prices, and so on. Since the real world differs from an economi-
cally ideal world, economic cycle presents inevitable reality in every market economy.
The aim of our research paper is to analyse essential monetary determinants and the
practical aspects of the theory of the business cycle. Moreover, we focus on the in-
struments of central banks and their impact on the economic cycle, inextricably affect-
ing the socio-economic development and the state of business environment and com-
merce.

Key words

Business Environment, Economic Growth, Interest Rate

JEL Classification: M21, P10, P43

Introduction

Every entity has a certain perceived value, but that value cannot always be easily
or accurately measured and compared, meaning that the perceived value is individual,
because it does not exist as an integral part, but it is rather a state of our minds as
purely subjective perception. Theory of value* is therefore a basis for the formation of

This research is part of VEGA nr. 1/0224/15 Consumer behavior and individual consumption in the periods
of unemployment and relative deprivation of population: implications for decision taking bodies and busi-
nesses, and part of the project of University of Economics in Bratislava for young researchers and PhD.
students number 1I-16-106-00.

2 PhDr. Martin Hudec; University of Economics in Bratislava, Faculty of Commerce, Department of Market-
ing, Dolnozemska cesta 1, 852 35 Bratislava, Slovak Republic; E-mail: mhudec18@gmail.com

Ing. Alena Donovalova, PhD.; University of Economics in Bratislava, Faculty of Commerce, Department of
Commodity Science and Product Quality, Dolnozemska cesta 1, 852 35 Bratislava, Slovak Republic; E-mail:
alena.donovalova@euba.sk

A generic term, also in the philosophical sense, that encompasses all the concepts within economics and
business environment, divided into labor theory of value and subjective theory of value, that endeavor to
interpret the exchange value or price of goods and services in the sense of why goods and services are
priced at a specific level, how to evaluate and calculate their value in the framework of normative value
theories, naturally of course if such a value exists.
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market prices. Prices do not arise randomly, but according to how people generally
value selected properties based on their perception of value. For the acquisition of cer-
tain good or service, everyone must sacrifice something, such as money and they are
willing to spend only when it constitutes the potential benefits of the acquisition of this
good is worth more than the potential loss. On the same principle as we perceive cer-
tain value, we also perceive costs and therefore subjectively and differently from other
people, for example whether we talk about costs as people spent their time and effort
in achieving satisfaction of certain needs. Furthermore, this issue is closely related to
the subject of existence of the interest rate, interconnected with the time-preferences
of people. The fact that people prefer to give priority to immediate consumption before
consumption in the future is only one of the many axioms as a natural part of econom-
ic and business cycle and is the essence that states the price for which people are will-
ing to sacrifice present consumption in favour of future consumption. Interest rate is
therefore not to be regarded as something immoral, since it is a fair return for provid-
ed personal time and each individual has a completely different preference of time.
While some prefer to give priority to immediate consumption, others are willing to
postpone their immediate consumption later with the prospect of a profit in the form
of interest (Hayek, 2012).

Overall, time is a factor of great importance. Not only concerning the formation of
interest rate, affected by personal and business preference. It also explains the struc-
ture of capital, which is fundamental catalyst of proper functioning of business envi-
ronment and commerce in the sense of allocation, investments and managerial — busi-
ness forecasting. It is important to emphasize that its essence is not only in the pro-
duction of other goods, but also in the length of time required for the production of
final consumption of goods. Each manager in every business environment and there-
fore also manufacturer has to answer the question whether he is willing to sacrifice
more time to produce high quality products that will last longer or prefer to produce
slightly less quality products with a shorter lifespan, but in much less time. Here, how-
ever, we can argue that there is no simple right answer, because once again it de-
pends only on the time preferences of both producers and consumers. Therefore, it is
crucial to think about managers not only on how much they appreciate the product,
but also on how much they appreciate the effort and time that needed to expend to
their production.

1 Methodology

Our article represents in terms of research a social and business-economics con-
tribution applying general scientific methods, with emphasis on analysis and synthesis,
at all levels of solutions and secondly the method of induction and deduction in combi-
nation with philosophical methods of knowledge and scientific abstraction. The aim of
this research paper is summarizing and bringing a different perspective through re-
search of problems of the economic cycle, with emphasis on everyday use in business
and commerce, seeking to clarify the operation of the fundamental factors as the cur-
rent market environment in order to facilitate business activities in the form of theoret-
ical background knowledge that should be applied by managers in their business deci-
sions into practice in order to proceed in their operations and decisions more effective-
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ly. Our research is based on the hypothesis that the economic cycle is a crucial and
natural part of market economy, directly influencing business environment, consumers
and government decisions.

In order to accomplish our aim, we have constructed the following research ques-
tions:

e Does the element of time affect consumption and individual or business deci-
sions?

e How does the economic cycle work?

e How does the economic cycle affect business environment and their produc-
tion and subsequently commerce decisions?

e What role do banks play in interaction between businesses and consumers?

e Do the monetary expansions affect business and consumers in the same
way? What affect do they have on commerce?

2 Results and Discussion

2.1 Factor of time as the key element of current consumption before the fu-
ture consumption

The essential step towards business and later commerce operations is the pro-
duction of goods, which takes place in time, when companies or manufacturers (we
will refer to them as businesses) produce goods and this production of course takes
some time. However, businesses also realize that if their time was used for explora-
tion, development and investments into new technologies, they could produce more
goods. Indeed, such solutions would mean increasing of productivity and time, which
would be saved in a future production process. On the other hand, businesses also re-
alize that during the development or obtaining of technology, they would produce few-
er goods, if any, and their revenues would therefore decrease. Therefore, their usual
or normal option in situation like this is to reduce consumption at present, while only
some of the money saved will be then in the future used during the development of
more efficient, new technology or production investments. They thus have to choose
between two options as they can produce common goods, or be modest and devote
their time to developing new technologies. Businesses therefore decide for one or the
other depending on what relation do these options represent to their potential bene-
fits. Simply put, if the expected benefit from the technology investment is higher than
the loss of the benefit from a reduction in consumption, businesses decide to invest in
it, meaning that the expected future satisfaction in case of realization of the invest-
ment is higher than the instant gratification.

However, when we look at this from the perspective of consumers, in general,
they logically prefer current consumption before the future consumption®. This behav-
iour is based on the fact that in order for consumers to satisfy their needs, they must

5 This reality is known as the Time preference or Delay temporal discounting, which is a normal and basic
part of the human nature, as the part of the relative valuation compared during present and future time
period, since in human behavior is no absolute distinction between separating the high and low time
preference aspect, but only individual or aggregate comparisons.
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necessarily consume goods. The exception will only occur when it is certain that a par-
tial restriction of consumption would bring them greater satisfaction in the future, so
they are therefore acting with a purpose to decide whether to restrict consumption
depends on the amount of their time preference. If consumers are at a high time pref-
erence, they prefer the current need before the future and vice versa. Given that the
market processes occur within time preference and within the temporal existence of
individual preferences of economic entities or in our case consumers, therefore the
natural interest rate is created. This interest rate can be thus described as the market
price of present goods in relation to future goods. The interest rate is therefore not the
of cost money, since the price of money is determined by the purchasing power, of
course among other important aspects. Moreover, increase or decrease in the time
preferences of consumers are also reflected in the increase or decrease in interest
rates. This fact is crucial for understanding market processes, whether we talk about
consumers, businesses or commerce in general, since markets are inter-timely coordi-
nated, and just using the interest rate, which determines their time preferences.

The interest rate therefore transmits the information to businesses on whether
the investment will be profitable or not. Expected future cash income thus can be con-
verted to the interest rate on the current value and compared with the current cost of
the investment (Czesany, 2006). According to this comparison, businesses determine
whether to focus on the short or long production process. However, businesses may
decide to reduce consumption, and instead they will produce more goods every day, in
order to earn a higher income, and could thus in future have more free time, but in
order to produce more goods every day businesses firstly need to have free time to
sacrifice. Since we live in a world where resources are scarce, every investment must
always precede the formation of savings at the expense of lower consumption since if,
after all, there was a simultaneous growth of investments and consumption in a world
of scarce resources, this situation would no long be an option.

Moreover, we also have to take into an account that economy takes the form of
ever-changing stages, which form the shape of the production structure of businesses.
On the one hand, capital availability often depends on business decisions of compa-
nies, however form and level of investment depends on the time structure of the over-
all production. On the other hand, this form is highly heterogeneous in nature, since it
is designed to restore different capital equipment, while capital increase results in an
extension of time, which is needed to increase production. It is necessary to distin-
guish the production time from the time during which the factors of production are in-
vested. Increase in capital stock does not necessarily mean a technical change in pro-
duction, but merely a reallocation of factors of production. In other words, the time of
their use is extended, but the time of production remains unchanged. For example, the
length of the use of certain production factor is prolonged, while larger amounts of
another are shortened and therefore, the investments will largely matter depending on
capital of companies. If we take into the account that manufacturers operate on the
uncertainty principle, where the persistence of funds as well as potential investments
is under the influence of time structure of production and the ability to meet future
capital needs. It means that the overall success rate of currently realized investments
will depend on whether companies can actually manage to realize future investments
(Hayek, 2010).
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2.2 Cyclical fluctuations as a government garden of Eden where it all starts

Cyclical fluctuations are considered to be an integral part of economies, as a phe-
nomena partially or artificially induced by bad interference of state institutions in order
to keep the economy functioning. These government interventions aimed at stimulat-
ing economy and business environment are at the beginning of economic cycle work-
ing as so-called boom, which is a state where the economy is growing, although not
on solid foundations and thus follows the inevitable bust, which is represented again
by a drop.

Graph 1 Phases of Economic — Business cycle
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The boom period occurs when the interest rate cuts by the monetary expansion
are below the natural interest rate that does not reflect the time preference of eco-
nomic entities. This time preference indicates how much people are willing to save and
invest versus how much they intend to spend. The more people are willing to save, the
lower is the interest rate, since there are more funds for investment. Otherwise, when
people are not willing to save, interest rate is rising because economy needed re-
sources for investment on such scale are missing (Mises, 2013). In any case, neither of
the above-mentioned interest rates cases are necessary better or worse in terms of
their impact on the economic cycle, since they both represent a natural market interest
rate that reflects the time preference of the people and business decisions. The prob-
lem arises when the central bank artificially lowers key interest rate at which banks
provide free financial resources from newly printed money that are not covered with
gold. Although the change in the interest rate does not change the time preferences of
people, who have no need to save more in order to respond to increased demand for
new discount loans. Thus arises a situation where there is more borrowing and invest-
ing than saving, and all because of the creation of new money by the central bank.
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The same effect could signify a situation where there is a significant improvement
of the outlook for earnings growth, or when there is a sudden drop in the savings rate,
which in turn pushes growth of interest rates upwards, while banks are reluctant to
raise interest for the provision of credit and lending continues at the current interest
and rate, allowing to satisfy higher demand for loans despite the same or decreasing
the amount of savings. Furthermore, another source of new money that needs to be
taken into an account is the flow of new money through fractional banking. Since
banks are required to hold only a small portion of their clients' deposits to their ac-
counts and the rest can be offered to other clients, for example in the form of a loan
and thus emitting into circulation more money. These clients can also use the money
necessary for the payment and send the money to someone else's account and the
money from the banks are again required to hold only a portion and the rest can be
further provided. In the way the market gets nothing more flat money and in the
event that suddenly all the clients wanted to cash their deposits, banks do not have
enough funds to satisfy them. The interest rate fall causes long-term and costly in-
vestment, which previously seemed to be unprofitable, but nhow suddenly becomes a
cost-efficient manner, and companies are starting to invest in projects that were be-
fore disadvantageous.

Generally we can say that investors and business respond to these signals, as in
the case of increased amount of savings, since in this period of boom and low interest
rates they can firstly invest in obtaining capital goods (e.g. plant and equipment, in-
dustrial buildings and halls, raw material) rather than to the actual physical production
and subsequently into the new commerce ideas and research. Therefore, in the period
of boom, sector-producing capital goods grow faster compared to retail sector. Low
interest rates and excess of funds at the same time are attracting investments®, but
likewise the problem occurs in a situation where banks are starting to realize that even
if the loan will provide clients with a higher default risk” and loss caused by the loss of
lent money to offset it by the sale of properties (as used in our example) whose prices
are constantly increasing. In this situation, banks have lost any inhibitions to provide
mortgages to anyone and they gradually accumulate the toxic debts. As we have pre-
viously explained, during the period of boom the investment and commerce sector® of
the economy is expanding, as companies invest more in production of capital goods,
which requires higher levels of capital and labour in the sector. Quite logically there-
fore follows the wage growth in the economy in order to respond to the rise in the
price level, since it has caused a decline in real wages (Shimer, 2010). Downturn in

6 For example, in real estate, where sudden monetary expansion, interest-rate fall and increased volume of
loans leads into a growing demand for buying real estate at a rate that causes the so-called price bubble.
Many investors see the source of profit in increased property values and their elementary goal is not to
buy the property and enjoy it, but primarily to speculate on its appreciation.

7 Situation when companies or individuals are unable to their required payment duties on their debt obliga-
tions and because of that lenders and investors are subject to default risk basically in virtually all types of
credit extensions. To partially mollify the influence of default risk, lenders charge rates of return, which
equal to their estimated level of default risk, where the higher level of risk is mean a higher demanded re-
turn.

8 In a relationship between companies, businesses and industries however not in the consumption or con-
sumer sector. Conversely, in the consumption sector occurs during the boom completely different situa-
tion. Resources that could be invested and used in the consumption sector are moved to industry invest-
ment, and thus there is less capital and labor than there would be in a normal situation. Consequence of
loss of capital and labor are obviously transformed into an increase of the prices of consumer goods.
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economic activity is starting to show when the price level rises, which is an inevitable
process to previous expansion®.

Price growth has a direct impact on the interest rate, which rises, returning to its
previous level. After the rising of price level and interest rate, the demand for loans is
declining since the implementation of long-term investments is no longer valid. In the
worst case, business go bankrupt or yet are stuck with unfinished projects, since they
are no longer viable, because of a higher interest rate. During the economic slowdown,
it also clearly shows how much optimism there was in some earlier investments in cap-
ital goods, and many companies and businesses have tendency to get into financial
problems or bankrupt. Subsequently, they may withdraw the entire economy into re-
cession, but even those companies that had before accurately forecasted their growth
and were not too indebted may get into problems since having difficulties with their
investments projects. Poor investment course leads to a waste of capital, which has
been produced for the production of certain products, while it cannot be used for pro-
duction of something else that would be currently in demand on a market. The eco-
nomic downturn also has a negative impact on price bubbles. Once the bubbles reach
a price level, which are already unsustainable, and prices start abruptly, getting clients
and banks then banks to the financial problems. Accordingly, banks are tightening the
lending in order to prevent their own ruin, and the market does not receive much
money sources'®. The basis for the termination of cyclic variations and fluctuations in
economy is the natural market interest rate, since interventions of central bank are ar-
tificially stimulating growth, which in turn leads to a decrease (Knoop, 2015). This de-
crease represents a naturally market correction, when a bad investment bankrupt and
the economy gets where it should be, since the previous lower interest rates, while
subsidizing certain sectors of the economy only leads to more bad allocation of re-
sources, and only delays the arrival of the boom.

2.3 Artificial increase of money as the interaction between business and
consumers and monetary expansion

Although the central banks' driving force is that they can create credit expansion,
de facto when it comes to decision-making in the context of lending money to con-
sumers and businesses, commercial banks play a very important role. Thus we could
argue that lending resources primarily arise in commercial banks, where appearance
and disappearance of the money is specifically focused in granting loans, interest bear-
ing on bank deposits, checking accounts and other liabilities, the purchase of proper-
ties or services, payment of salaries and bonuses from businesses to their employees
and statutory bodies or payment of dividends and bonuses to shareholders of banks.
Relocation occurs during repayment of loan, sale of property or services by banks to
non-bank entities. Money arise at the moment the amount is credited to the account of
the client, and extinguished by their debiting. Banks can therefore provide money in
theoretically unlimited range, but they often provide loans only to a certain extent be-
cause, the excessive credit increases the risk of not getting their resources back. In

° Also known as monetary.

10 For example, the early 2000s recession, late-2000s financial crisis or the late-2000s recession, Greek gov-
ernment-debt crisis, Ukrainian 2014 economic crisis, Russian 2015 financial crisis, Chinese stock market
crash.
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many case, however, there were failures when some banks have lend more money
than they were able to excessively withdrawal of deposits and thus, this issue is nowa-
days, in the hands of central banks. Additionally, consequence of an artificial increase
of money represents a multiplication effect, since after the central bank creates the
money, they simply multiplies or put through the interaction between commercial
banks, businesses and consumers (Mankiw, 2014). The main stimulus is going through
a partial plus reserves that the bank maintains, and has more money available to bor-
row, but the money supply is increased through open market operations and their sub-
sequent expansion of the economy.

Monetary expansion brings in the long-term consequences in the form of higher
price levels, since the extension of credit leads to changes in prices of goods and fac-
tors of production for both business and consumers, where during trade operations,
the more are those entities that are involved in the production of capital goods of
higher orders, while the lower value is obtained by those who attend this production.
These capital goods themselves also receive higher prices compared with consumer
goods, which negatively affect commerce in the eyes of consumers. Due to credit ex-
pansion this processes thus disrupts the pricing structure, respectively more valued are
goods and factors of production which would normally not be evaluated as much (Hol-
combe, 2014).

When we think about commerce, businesses and consumer decisions, the prob-
lem lies in the fact that entities in the economy are not receiving the new money at
the same time, but they get into economy gradually. Businesses initially receive money
in the form of cheap loans, and then perform investments and from these new invest-
ments, they gain money. From these gained money they retain a specific portion while
another portion is paid out to the owners of factors of production!!, who participated
in the production of capital goods. These owners of factors of production now have
more money to buy goods. Due to the increased demand for goods will thus start to
raise prices in the economy. Money that businesses get from merchants (traders) and
owners of the factors of production will be again used for the purchase of other goods,
but these goods will now be merchants buying at higher prices. Therefore, this com-
merce process implies that during credit expansion, those who came with the new
money earlier get benefits, at the expense of those who came later (got they money
later). Moreover, in the short term, merchants mistakenly believe that quantity of their
obtained goods from businesses (manufacturers), demanded by consumers only
grows, and therefore they increase prices. In the long term, however, the growth in
prices occurs globally throughout the economy.

Furthermore, consumers can buy for their new money more goods and services,
but at higher prices. Credit expansion is therefore only affect of nominal variables, not
real variables, because the quantity of goods that consumers can buy did not increase.
This fact has led some theorists to conclude that money is neutral®? in the long run,
since the expansion of the money supply leads to a proportional increase in the gen-
eral price level, respectively nominal values will increase but the real values remain
constant over time. We can see that although consumers are buying more goods, but

11 The amounts of the various inputs or resources that were used in the production processes in order to
produce outputs, namely land, labor and capital, while these factors often entitled as consumer goods.

12 They believe (for example Milton Friedman) that inflation is a monetary phenomenon affecting all sectors
uniformly and proportionately.
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at higher prices, since there is also an inter-temporal market violation of discoordina-
tion, distortion and disruption of the capital pricing structure of goods and factors of
production. This fact shows us that the ineffectiveness of monetary policy, questions
the issue of neutrality of money. Consequence of monetary expansion are logically also
evident in costs of prices. Microeconomic result of manipulation of the interest rate
means confusion for businesses when deciding about the amount of investments that
they are going to perform, business when deciding on investments include in their cal-
culation also the interest rate. Due to its artificial reduction the result of the calcula-
tions becomes misleading, and some projects and investments therefore appear to be
profitable, which does not reflect the reality.

Businesses are confident that production is worthwhile in the essence of profita-
bility, and higher costs will repay future investment earnings. However, to produce
more they need additional resources, if a large number of businesses need for their
production additional resources, the price of these resources, due to increased de-
mand, will gradually increase. Moreover, in the long run, prices are growing much
faster, because the real power of the economy has not increased, and the economy
can hypothetically encounter at some level its maximum, so naturally business are not
able to find additional resources for other operations to proceed, and therefore this will
only increase their prices. The market interest rate is also gradually rising, because the
increased demand for loans is not compensated with a corresponding increase in sav-
ings, which businesses could borrow. Money is thus gradually coming into the econo-
my through specific paths of public spending and credit expansion, thus begins the
process of redistribution of income, where entities who get the new money first will
gain more compared to those who come later. Consequences of monetary expansion
are in the form of higher price levels, which are hard to remove due to the inflationary
and wage spiral (Knoop, 2015). Failure to do further credit expansion, means cuts in
employment and output in response to higher wages and prices, while this state is as
long and painful as for how long and to what extent was the artificial credit expansion
implemented. After elimination of erroneous pricing information, economy gets into its
original state.

Conclusions and policy implications

Economic crises, recessions, but also long periods of vital growth and prosperity
are part of economic cycles and our everyday lives, whether we talk about govern-
ments, consumers or businesses and their day to day operations, decisions and pro-
cesses that certainly affect the lives of every member of society. Major impacts as the
Great Depression of 1930s, financial crisis of 2007- have become historically significant
and certainly historically important to the current state of economies, influencing the
course of the economic cycle dominated more potentially damaging impact over the
positive, especially in recent years, portrayed as the decline in gross domestic product,
an increase in unemployment, deepening indebtedness of states, artificial credit ex-
pansion and the like, just a couple of years ago. As we have analysed in our research
paper, the course of the economic cycle should not work on the principles of artificially
prolonging its downward phase as pumping money into the economy, thus delaying
the inevitable economic collapse. Moreover, artificial credit expansion cannot last for-
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ever, since it is not accompanied by a natural increase in voluntary savings and is
sooner or later always doomed to a burst.

So in terms of influence, compliance with certain conditions, to influence the
downward phase of the cycle, i.e. the crisis and depression towards overcoming them
is to a certain amount a positive aspect, but indebtedness of the state or large busi-
nesses by implementing new investments to support recovery in is then necessary to
ensure a consistent mechanism and thus the subsequent repayment of the debt, since
economies may take longer than they once did in a growth phase and it takes certain
amount of time to decrease their indebtedness. Incentives for the development of
economic cycles might therefore come from both external and internal environment.
The actual pulse can then influence a number of reactions that can cause an increase
in economic activity, sometimes up to cross the threshold above the level of potential
output, or vice versa, the effect of a series of pulses may result in a gradual slowdown
in economic activity. We have to realize that there are possibilities as we have ana-
lysed in our research paper to influence the course of the economic cycle, but not
without additional harmful consequences, and therefore it is necessary to forecast,
think ahead of future development and always think carefully about the potential con-
sequences and their impact on entities around us.

In conclusion, the economic cycle is for market economy natural phenomenon,
essentially followed through the market mechanism, which reflects the interaction of
aggregate demand and supply, reflecting the aggregated individual decisions of indi-
vidual economic entities. Economy in terms of market mechanism can be compared to
a living organism that has been impacted by many factors. Economic development
therefore cannot naturally have only constant upward trend, but it is a combination of
alternating phases of growth and decline, thus the frequency of recurrent growth and
decline can be considered as the general economic regularity that under market mech-
anism is a natural phenomenon in the form of a healing process.

References

Czesany, S. (2006). Hospodarsky Cykius. Teorie, Monitorovani, Analyza, Prognoza.
Praha: Linde.

Hayek, F. A. & Klausinger, H. (2012). Business Cycles: Part I. Chicago: University Of
Chicago Press.

Hayek, F. A. & Klausinger, H. (2012). Business Cycles: Part II. Chicago: University Of
Chicago Press.

Hayek, F. A. & Salerno, J. T. (2010). Prices and Production and Other Works On
Money, the Business Cycle, and the Gold Standard. Auburn: Ludwig von Mises In-
stitute.

Holcombe, R. G. (2014). Advanced Introduction to the Austrian School of Economics.
Northampton: Elgar Advanced Introductions.

Knoop, T. A. (2015). Business Cycle Economics: Understanding Recessions and Dep-
ressions from Boom to Bust. Westport: Praeger.

Mankiw, N. G. (2014). Principles of Macroeconomics. Boston: Cengage Learning.

311



Studia commercialia Bratislavensia Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

Mises, L. (2013). 7he Theory of Money and Credit. New York: Skyhorse Publishing.

Mises, L., Rothbard, M. N. & Hayek, F. A. (2013). Austrian Theory of the Trade Cycle
and Other Essays. Auburn: Ludwig von Mises Institute.

Shimer, R. (2010). Labor Markets and Business Cycles. Princeton: Princeton University
Press.

312



Studia commercialia Bratislavensia Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

Export into EFTA and transportation costs?

Lucia Khulova?2

Abstract

The Member States of the European Free Trade Association are the considerable op-
portunity for export, especially for countries of the European Union. The European
Economic Area unites the Member States of European Union and Norway, Liechten-
stein and Iceland (the three EFTA countries) into an Internal Market. The paper deals
with comparison the basic data of EFTA Member States such as geography, infrastruc-
ture, GDP. Due to Logistics Performance Index, it is possible to compare the level of
logistics and transportation conditions in selected countries. The export costs and de-
livery time from a one Member State of European Union to capital cities of EFTA Mem-
ber States are identified by using online calculator of chosen integrators.

Key words

LPI index, export price, market entry, strategy, infrastructure
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Introduction

The aim of many countries is to support the economic, business collaboration and
growth through the promotion of free trade or economic integration. It is possible be a
part of free trade area, or customs union or common market or economic, monetary
union or create complete economic integration. To avoid the strong regulations and
receiving only a specific rules the best solution is be a part of free trade area, that
means to reduce trade barriers (for example tariffs, import quotas). This fact support
export activities as well.

The objective of the paper is to specify the basic characteristics Member States of
The European Free Trade Association (EFTA) that means Switzerland, Iceland, Liech-
tenstein and Norway. We are focusing on transportation costs as well, because they
are one of another factor influencing the selection of target market.

1 Methodology

A theoretical outline of research problem was received by the literature research
method to describe the basic terms such as EFTA, logistics performance index, trans-
portation costs or free trade area. For the purposes of research, problem four coun-

! This paper is one of the research outputs of the project VEGA 1/0550/14 New Challenges in European
Energy Security and Their Impact on EU Competitiveness in Horizon by 2020.

2 Ing. Lucia Khulova, PhD.; University of Economics in Bratislava, Faculty of Commerce, Department of
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tries were characterized (Switzerland, Iceland, Liechtenstein and Norway) and used
the basic specification of each country (see chapter 2, figure 1). According to charac-
teristic of EFTA countries, we were able to specify transportation costs as a part of
market entry decision in case study and compare the potential for export activities. By
calculating export prices the online calculator was used, that means DHL Capability
Tool and FEDEX Rates & Transit Times calculator. The logistics performance index (LPI
index) helped us to recognize the best delivery indicators in each country. So, the re-
search problem is solved from macroeconomic view (characteristics each country, LPI
index) to microeconomic level (express delivery and transportation costs).

2 Results and Discussion

EFTA represent an intergovernmental organisation found for the support of free
trade, economic collaboration and integration to the benefit of its Member States.
Founders were seven states: Denmark, Norway, Portugal, Switzerland (including Liech-
tenstein), Sweden and the United Kingdom. Finland was associated state and later Is-
land became a member. Today's membership includes four countries: Norway (NO),
Liechtenstein (LI), Iceland (IS), and Switzerland (CH) (Kast'akova & Ruzekova, 2014).

EFTA was set up by the Stockholm Convention in 1960 to promote closer eco-
nomic cooperation, liberalisation of trade in goods. It was founded as a counterbalance
to the European Economic Community — EEC (note: later the European Community
and the European Union). The free trade between Member States of EFTA are regulat-
ed by The EFTA Convention and covers areas such as free movement of persons, in-
vestment and trade in goods and services (EFTA, 2016).

For more than 20 years, the Agreement on the European Economic Area (EEA)
has extended the internal market of the European Union to the participating Member
States of the EFTA (except Switzerland) (Fredriksen & Franklin, 2015).

2.1 EFTA countries

EFTA is the third largest trading partner of the European Union. Each Member
State of EFTA has specific comparative advantages and is competitive in several sec-
tors at global economic level, for example, Switzerland is a world leader in banking,
pharmaceutical industry or insurance. Liechtenstein is specialized in research and de-
velopment, technology products. Iceland is interesting because of renewable natural
sources. Norway is interesting for energy services, maritime transport or fishing (EIB,
2016).

We can compare the Member States of EFTA according to basic dates (e.g. GDP,
geography) and for the purpose the paper we are focusing on transportation and logis-
tics conditions that are important for export activities as well. The following table point
out, that each EFTA countries noted economic growth and the most important sector
are services. The best infrastructure is in Norway and Switzerland, what obviously de-
pends on geography potential of each country.
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Table 1 Basic facts of EFTA countries

Overview Facts / Countries CH IS LI NO
Area / total (km2) 41,277 | 103,000 160 323,802
Area / land (km2) 39,997 | 100,250 160 304,282
Geography Area / water (km2) 1,280 2,750 0 19,520
Land boundaries (km) 1,770 0 75 2,566
Border countries (number) 5 0 2 3
Airports - with paved runways 40 7 0 67
Infrastructure | Railways (km) 5,651.5 0 9 4,250
(mode of trans-
portation) Roadways — paved (km) 71,464 4,782 380 75,754
Inland waterways (km) 1,292 0 28 1,577
official exchange rate (billion $) 677 16.74 5.113 397.6
real growth rate 1% 3.7% 1.8% 0.9%
Economy
iai i 0, 0, 0, 0,
(GDP, 2015) by sector of origin / agriculture 0.8% 5.8% 8% 1.7%
by sector of origin / industry 26.7% 20.9% 37% 38.9%
by sector of origin / services 72.6% 73.3% 55% 59.4%

Source: Own elaboration according to: www.cia.gov/library/publications/resources/the-world-factbook

Another view of quality and potential of transport and logistics represent the val-
ue of logistics performance index (LPI) issued by the World Bank. LPI index represents
benchmarking tool and identifies the opportunities and challenges. It compares 160
countries around the world. Germany has the best LPI score in 2014 (LPI rank 1) and
Somalia has the worst LPI rank (160) in 2014. From EFTA countries, the best LPI rank
was in Norway (7), subsequently in Switzerland (14). The LPI rank 37 was in Iceland
and for Lichtenstein was not available data. It was compared six sub indicators: timeli-
ness, customs, tracking and tracing, infrastructure, logistics competence and interna-
tional shipment. The following graph (fig. 1) shows the comparison of LPI index and
their sub indicators of three Member States of EFTA. (Interval of ranking is 1-5, that
means 1 the worst value, 5 the best value. Data’s are issued by the World Bank).
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Figure 1 LPI index (Switzerland, Iceland, Norway / 2014)

LPI Score

Timeliness Customs

—&— Switzerland
—— Iceland

Tracking and Norway

. Infrastructure
Tracing

Logistics nternational
competence shipment

Mates: The efficiency of customs and border management clearance (Cuskoms) [ The qualiey of trade and
kransport infrastrudure (Infrastuckure) [ The ease of arranging competitively priced shipments (Inkernational
shipments) | The competence and quality of logistics services—trucking, forwarding, and custams brokerage
{Logistics competence) | The ability to track and frace consignments {Tracking and fracing) | The frequency
with which shipments reach consignees within scheduled or expeded delivery times (Timeliness),

Source: Own elaboration according to: www.Ipi.worldbank.org/international

Each Member State of EFTA has individual environment for import that means de-
livery strategy (including transportation costs), market entry strategies at a micro level
and on the other hand the customs conditions, legislation at a macro level. By export
into EFTA countries, it is necessary to identify the potential of each market.

Liechtenstein is a highly developed industrial country, which is related to Swit-
zerland as a major trading partner. The location is its primary benefit that means to be
near Germany, Austria, or Switzerland. The licensing requirements are necessary for
establishment the company. Special conditions are applied for freelancers and for
banks, insurance companies and investment firms. Permits are granted by “Amt fir
Volkswirtschaft”. Liechtenstein is a member of the EEA, but the state retains the im-
port restrictions, import permit in a specific areas. Military equipment’s and products of
agrarian sector are a protected areas, mainly fruit, vegetables, meat, meat products,
wine, flowers, grain, sugar (SARIO, 2015).

For example, the building and engineering industry or services in area of comput-
er programming and consulting are the opportunity for export to Liechtenstein accord-
ing to CzechTrade (in cooperation with the Ministry of Foreign Affairs CZ).

Norway belongs to the world's richest countries. Downturn in economic growth
is caused by the situation in the oil industry, which is one of the main pillars of the
Norwegian economy. It is possible to import most of goods without restrictions. Nor-
way is a member of the EEA. Import licenses are required to import food, agricultural
products, medicines, weapons and registered ships. Norway has ports known as a free
trade zones and transit warehouses. Duty free regime is valid for exports from Member
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States of European Union to Norway, except food and live animals. By importing foods,
meat products, honey and others is used auction system that means importers are ob-
taining the import quotas for each product through internet auctions. By imports above
the quotas, import duties following the Customs Tariff are charged. Auctions are real-
ized by the Agricultural Directorate in Oslo. In Norway, the Association of traders and
importers - agents exists, where foreign traders can turn for help by finding the ap-
propriate business partners (SARIO, 2015).

For example, the energy industry (turbines, water regulators and so on) or
branch like automotive and railway transport represent the opportunity for export to
Norway according to CzechTrade (in cooperation with the Ministry of Foreign Affairs
C2).

Iceland is part of the EEA. Icelandic market is open. The trades in alcohol and
food are the only protected and regulated areas. Based on the EEA agreement this ar-
ea is liberalizing as well. According to Icelandic experience it is preferred the role of
agents with Icelandic citizenship in the first phase of business contacts. Their role is
almost irreplaceable (SARIO, 2015).

Switzerland is a country with added value production (e.g. pharmaceuticals).
The state belongs to the leaders in innovation and competitiveness. As a member of
EFTA Switzerland is also an important trading partner for the EU, but is not a member
of the EEA. Nevertheless, only a small part of the products imported into Switzerland
requires the authorization (e.g. alcohol, sugar, wine, meat and military equipment’s).
The perspective method of market entry is production cooperation; it is useful to col-
laborate with agents or to find directly Swiss investors. The most significant companies
export to the Swiss market, that means the strong competition and the emphasis is on
the quality (SARIO, 2015).

For example, the chemistry and construction industries (floor tiles, cement and so
on) or branch like automotive transport represent the opportunity for export to Swit-
zerland according to CzechTrade (in cooperation with the Ministry of Foreign Affairs
C2).

2.2 Transportation costs

The country's ability to establish itself in international trade, in a certain sector is
determined by a combination of factors - the availability of production factors, the na-
ture of domestic demand, domestic competition and cluster concentration and transfer
of know how within the industries (Baldz et al, 2010).

The entry of companies into foreign markets is influenced by several factors, such
as (Grant et al, 2006):

- the market potential, surplus production capacity and the benefits of low-cost
leader,

- the product is near the end of the life cycle on the domestic market, but for
foreign markets it can be interesting,

- the source of new products and ideas,

- the foreign competition on the domestic market.
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Taking into account the decisions about the method of entry into foreign markets,
we distinguish two basic strategies: a) production in the country (direct, indirect ex-
port) and production abroad (without or with direct investment). In other words, the
strategies are about allocation of production, where the starting point is to export pro-
duction from the domestic market and the end is to establish multinational company in
foreign country. The important part of this decision is influence of transportation costs
as a part of export price.

Export price provides basic information about the ratio between credit (what you
receive in the international business environment) and debit / cost (what you have to
give). Exporter determines and calculates the export price. It is his credit, often the
only income. Export price consists of the three parts: production costs, exchange costs
— including the transport, delivery, and logistics and added value — including profit.
(Furdova & Hansenova, 2015).

Case study

On the following model example we point out the importance of transport costs
(a part of exchange costs) by deciding on export into EFTA countries from member
state of European Union (e.g. Slovakia). The map (figure 2) illustrates the transporta-
tion relation / distance from point of origin (Bratislava) to point of delivery (Reykjavik,
Oslo, Vaduz, Bern).

Figure 2 Export from Slovakia — Bratislava to capital cities of Member States of EFTA

IS - Reykjavik

Source: Own elaboration according to: www.efta.int/about-efta

The company from pharmaceutical industry operates on the Slovak market based
in Bratislava. Transportation costs significantly affect the export of products. In order
to implement the strategy Just-In-Time, the company minimizes its stocks. In case of
the need to deliver the shipment immediately, it uses the integrator’s services.

The companies such as DHL, UPS or FedEx are the leaders of express delivery in
global range (note: FedEx has acquired TNT Express current year). Regard the exam-
ple of price calculation according to DHL's and FedEx's calculators, we can compare
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the offered price for delivery the shipment from Slovakia — Bratislava to capital cities of
EFTA countries, where the company exports.

The following table shows the calculation of transport costs. The transportation
relation is according to data:

- date of pick up: 6.6.2016 (latest booking 16:15, latest pick up 17:15),
- collection zip code: 85000 (Bratislava, Slovakia),

- goods value: 10,000 EUR, shipment: 1 package, 50kg, 50x50x50cm,
- destination zip codes: 0010, 101, 3000, 9490.

Table 2 Transportation costs / express delivery of package

Norway Iceland Switzerland Liechtenstein
= Capital city (CC) Oslo Reykjavik Bern Vaduz
qc‘s | Destination Zip Code 0010 101 3000 9490
@ o Distance (from Slo-

G] vakia, Bratislava to CC) 1729 km 3726km 948km 756km
EXPRESS 12:00 €1,040.40 €1,040.40 €824.90 €824.90
+ 12:00 premium €5.00 €5.00 €5.00 €5.00
+ fuel surcharge €93.64 €93.64 €74.24 €74.24
TOTAL €1,139.04 | €1,139.04 €904.14 €904.14
Delivery date
=2 | (by 12:00) 7.6.2016 8.6.2016 7.6.2016 7.6.2016
a -
iaeos WORLD €1,040.40 | €1,040.40 | €824.90 €824.90
+ fuel surcharge €93.64 €93.64 €74.24 €74.24
TOTAL €1,134.04 €1,134.04 €899.14 €899.14
Delivery date
(by the end of the day) 7.6.2016 8.6.2016 7.6.2016 7.6.2016
PRIORITY €1,862.74 €2978.73 €1729.06 €1729.06
+ fuel surcharge €139.71 €223.40 €129.68 €129.68
é + declared value €107.26 €107.26 €107.26 €107.26
$ | TOTAL €2109.71 €3309.39 €1966.00 €1966.00
Delivery date
(by 6:00 PM) 7.6.2016 9.6.2016 7.6.2016 7.6.2016

Note: DHL EXPRESS WORLDWIDE - delivery by the end of the day, EXPRESS 12 - delivery by 12:00, Fedex —
service: package.

Source: Own elaboration according to: www.dhl.com/en/express/shipping.html;
www.fedex.com/ratefinder/home?cc=sk&language=en; www.google.sk/maps;
www.cia.gov/library/publications/ resources/the-world-factbook/.

Transportation costs represent 15% an average of the value of shipment, what
influences the final export price considerably. Not only the attractiveness of the market
is interesting, but also the distance, transport costs represent the important part of
market entry decision, export strategy. From a macroeconomic view, the EFTA coun-
tries are important trading partners of the European Union and from a microeconomic
perspective for Slovakia, the markets with the best availability are interesting in term
of the structure of export price and transportation costs. That means Switzerland and
Liechtenstein, because the integrators are able to deliver the shipment as soon as pos-
sible with the lowest price for transportation. On the other hand, Iceland represents a
challenge but also a potential, where exporters have to take into account later delivery
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dates, or highest delivery prices. This fact it is possible to eliminate by choosing effec-
tive market entry strategy, such as Joint Ventures.

Conclusion

Export into EFTA countries represents a potential for expanding business activi-
ties. From an economic level, these states belong to the most significant economies
with GDP growth and high scores of LPI index. From a macroeconomic view, Switzer-
land and Norway have the most effective and developed infrastructure in all transport
modalities. This fact represents a potential for use of combined transportation and for
elimination delivery costs.

In the view of the market entry strategy (for all EFTA countries), it is important to
use the experience of business intermediaries. In general, we recommend considering
several factors by analysing export opportunities such as potential and size of market,
competition, but also by doing business the costs of delivery, or the possibility of modi-
fying transport modalities. In terms of transport costs, export to Switzerland and
Liechtenstein is more cost-effective with a guaranteed next day delivery versus Ice-
land. On the other hand, Iceland is a challenge and an opportunity for export with re-
spect to competition in comparison with Switzerland.
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Omeskanie diznika a Uroky z omeskania v obCianskopravnych
a obchodnopravnych vzt'ahoch na Slovensku

Marian Kropaj!

The Borrower Defaults and Late Charges in Civil-law Relationship
and Business-law Relationship in Slovak Republic

Abstract

The author pays attention to borrower defaults and late charges in commercial and
avil relations after the adoption of the Law No. 9/2013 Coll. with effect from 1 2nd
2013, which amended the Act. 513/1991 Coll. Commercial Code, as amended., It is the
distinction statutory rates of late charges for business-law contractual relationships
and for civil contractual relationship or contractual relationships arising out of a con-
sumer contract If the debtor is the consumer, after the adoption of new legisiation.
The author considers the causes and practical consequences of the amendments
adopted on society, especially on business and trade.
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Uvod

Problematika Uroku, omeskania dlznika a nasledného Uroku z omeskania boli od
nepamati predmetom roznych diSput nielen filozofov, ekonémov, politikov a pravnikov,
ale najma aj predstavitel'ov socidlnej nauky a moralnych teoldgov, ktori nevyhnutne
chapali ekonomické kategdrie aj v moralnych suvislostiach. Sv. Tomas Akvinsky vycha-
dzajlc z Aristotelovej filozofie povazoval Urok za nie¢o neprirodzené, pretoze pozicanie
pefazi v jeho ponimani neprinasalo nijakd dodato¢nu hodnotu (Lisy, 2003). VSetci, nie-
len legislativci a politici, maju pravo diskutovat’ nad optimalnym — spravodlivym a slus-
nym — nastavenim pravnej Upravy Vv tejto oblasti tak, aby nedochadzalo k Uzere. R6z-
norodé aspekty a pristupy k rieSeniu tejto problematiky treba vzdy privitat. Prijatiu
pravneho predpisu, resp. zmeny existujiceho by vZzdy mala predchadzat’ Siroka inter-
disciplinarna, ba az multidisciplinarna diskusia. Az po jej uskutocneni moze byt vytvo-
rena dostato¢na baza na legislativne zakotvenie aktudlne najlepSieho rieSenia. V dnes-
nej uponahlanej dobe vSak k tomu Casto nezostdva Cas a dosledky pre societu su viac
ako Zalostné. Nekvalitna pravna Uprava a nutnost’ hl'adania permanentnej zmeny. Aj to
je charakteristicka Crta sicasného postmoderného myslenia, ktord ma pre spolocnost’
vel'mi negativne dosledky.

1 JUDr. Mgr. Marian Kropaj, PhD.; Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra obchod-
ného prava, Dolnozemska cesta 1, 852 35 Bratislava; E-mail: marian.kropaj@gmail.com
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Vo svojom prispevku sa zameriame najma na priblizenie aktualnej slovenskej
pravnej Upravy v tejto oblasti, pricom vyznamné mimopravne suvislosti z dovodu
striktne vymedzeného rozsahu prispevku nateraz ponechame bez dokladnejsej analyzy.
Dolezité pravne vychodisko nacrtnutej problematiky je obsiahnuté v ust. § 121 ods. 3
zakona €. 40/1964 Zb. Obcianskeho zakonnika v zneni neskorsich predpisov. Za prislu-
Senstvo pohladavky sa podla uvedeného ustanovenia povazuju Uroky, Uroky z omes-
kania, poplatok z omeskania a naklady spojené s jej uplatnenim. Legislativa nedefinuje
tieto pojmy. Z ekonomického hl'adiska mozno zjednodusene za Urok povazovat' prijem
plynici z kapitalu. Ide o cenu za ziskanie pefiazi niekoho druhého, ktoru musi zaplatit
diznik veritel'ovi. Urok z omeskania je naproti tomu sankcia za vcasné a riadne neplne-
nie. Narok na zaplatenie Urokov z omeskania vznika v pripade omeskania dlznika s pl-
nenim si svojej zakonnej alebo zmluvnej povinnosti. Ide o ndhradu za nezaplatené pe-
niaze (prenajom penazi), ktoré dlznik ,pouZiva® po dobu omeskania (tzv. vynuteny
aver). V Case hospodarskej a moralnej krizy dochadza vel'mi Casto k neplneniu si vza-
jomnych povinnosti a vzniku omeskania s plnenim penaznych zavazkov (Oveckova,
2013). Z hladiska konkrétnej vysky Urokov z omeskania je na Slovensku pravne rele-
vantné, ¢i sa pravny vztah spravuje ustanoveniami Obchodného zakonnika alebo Ob-
Cianskeho zakonnika. Osobitny vyznam toto rozliSovanie nadobudlo po prijati rozsiahlej
novely zakona €. 9/2013 Z. z. s G¢innostou od 1. 2. 2013, ktorym sa zmenil a doplnil
zakon €. 513/1991 Z. z. Obchodny zakonnik v zneni neskorSich predpisov (dalej aj
OBZ). Sucasne boli prijaté dve nariadenia vlady SR. Prvé sa tyka obcianskopravnych
a spotrebitel'skych vztahov. Ide o nariadenie viady Slovenskej republiky ¢. 20/2013 Z.
z. ktorym sa meni a dopliia nariadenie vlady Slovenskej republiky ¢. 87/1995 Z. z., kto-
rym sa vykonavaju niektoré ustanovenia Obcianskeho zakonnika v zneni neskorsich
predpisov. Druhé sa tyka obchodnopravnych vztahov. Ide o nariadenie viady c.
21/2013 Z. z. ktorym sa vykonavaju niektoré ustanovenia Obchodného zakonnika. To-
to bolo d'alej novelizované od 1. 1. 2015. Cielom clanku je blizSie analyzovat' prijaté
zmeny suvisiace s omeskanim diznika a urenim Grokov z omeskania a siCasne uvazo-
vat’' aj nad ich pri¢inami a praktickymi dosledkami na podnikanie a obchod.

Zamer prijat’ novd pravnu Upravu v oblasti omeskania dIZnika a Urokov z omeska-
nia vyplynul z povinnosti implementovat’ smernicu Eurdpskeho parlamentu a Rady
2011/7/EU zo 16. februara 2011 o boji proti oneskorenym platbam v obchodnych
transakciach (prepracované znenie) (U. v. EU L 48, 23.2.2011), upravit’ transpozicnu
prilohu transpoziCnych pravnych predpisov v dosledku prijatia a publikovania smernice
Eurdpskeho parlamentu a Rady 2011/35/EU z 5. aprila 2011 o zliceni a splynuti akcio-
vych spolocnosti (kodifikované znenie) a ako reakcia na podnety z aplikacnej praxe.

Predkladany clanok je z hl'adiska pouZzitych metdd spolocenskovednym, teoretic-
kym prispevkom. Pri jeho spracovani boli pouzité vSeobecné vedecké metddy, najma
analyza a syntéza, d'alej metoda indukcie a dedukcie, metdda abstrakcie, metdda po-
rovnavania a metoéda zovSeobecriovania. Autor k dosahovaniu cielov vyuZiva najma
analytickd a komparativhu metédu.

1 Omeskanie diznika

Podl'a ust. § 365 ods. 1 Obchodného zékonnika je diznik v omeskani, ak nesplni
riadne a vCas svoj zavazok, a to az do doby poskytnutia riadneho plnenia alebo do do-
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by, ked' zavazok zanikne inym spdsobom. Uvedené ustanovenie sa aplikuje na omes-
kanie dlznika, ktorého zavazok spociva v nepefiaznom plneni.

Dlznik, ktorého zavazok spociva v penaznom plneni, je v omeskani, ak nesplini
riadne a najneskdr do 30 dni odo dna dorucenia dokladu alebo do 30 dni odo dria po-
skytnutia plnenia veritelom, podla toho, ktory z tychto dni nastal neskor, ak zo zmluvy
nevyplyva ind lehota splatnosti. Ak je den dorucenia dokladu neisty, diZznik je v omes-
kani uplynutim 30. dfia odo diia poskytnutia plnenia veritel'om. Diznik je v omeskani, a
to az do doby poskytnutia riadneho pinenia alebo do doby, ked’ zavazok zanikne inym
sposobom. (§ 365 ods. 2 Obchodného zakonnika). V stlade s tymto novym ustanove-
nim omeskanie dlznika (ktorého zavézok spociva v penaznom plneni) nastane v 31 den
pocitany od jedného z nizSie uvedenych rozhodnych momentov:

e dna dorucenia dokladu, alebo
e dfa poskytnutia plnenia veritel'om,

ak zo zmluvy nevyplyva ind lehota splatnosti, tak kratSia, ako aj dlhSia. V pripade
dih3ej lehoty splatnosti vSak musi byt’ dohoda v silade s novymi ustanoveniami § 340a
a 340b upravujlcimi ¢as plnenia zavazku. Cas plnenia periazného zavazku je upraveny
vSeobecne v ust. § 340a a osobitne v ust. § 340b Obchodného zakonnika. Z hl'adiska
vSeobecnej pravnej Upravy zmluvne urcena lehota na splnenie penazného zavazku diz-
nika z dodania tovaru alebo poskytnutia sluzby nesmie presiahnut’ 60 dni odo dna do-
rucenia faktary alebo inej vyzvy veritela podobnej povahy, ktorou pozaduje splnenie
penazného zavazku (dalej len "doklad"), alebo 60 dni odo dna, ked’ veritel plnil, podla
toho, ktory z tychto dni nastal neskor. To neplati, ak sa strany o dihSej lehote splatnos-
ti vyslovne dohodnu a takato dohoda nie je v hrubom nepomere k pravam a povinnos-
tiam vyplyvajlcim zo zavdzkového vztahu pre veritela podla ust. § 369d. Ustanovenia
prvej a druhej vety sa nepouzijd, ak osobitny zakon ustanovuje kratSiu lehotu splatnos-
ti.

Odlisna situacia nastava v pripade, ak sa ma po plneni veritela uskutocnit’ pre-
hliadka plnenia na Gcel zistenia, Ci veritel' plnil riadne. Vtedy zacina lehota na splnenie
penazného zavazku diZznika plynat’ dfiom nasledujicim po dni, v ktorom sa skondila
prehliadka, ktorou sa zistilo riadne plnenie. Ustanovenie odseku 1 sa na zmluvne urce-
nd lehotu splatnosti pouzije rovnako. (§ 340a ods. 2). Dohoda o dlhSej lehote pre-
hliadky podla odseku 2 ako 30 dni odo dia, v ktorom doslo k poskytnutiu plnenia veri-
tel'om, je platna, len ak je vyslovna a nie je v hrubom nepomere k pravam a povinnos-
tiam vyplyvajucim zo zavazkového vzt'ahu pre veritel'a podla ust. § 369d.

Ustanovenia § 340a sa nepouzijd, ak sa strany dohodnu na plneni pefiazného za-
vazku dlznika v splatkach a na zavazkové vztahy, ktorych zmluvnou stranou je spotre-
bitel'. Vo vzt'ahu k jednotlivym splatkam a ich splatnosti je vSak potrebné uviest, ze vy-
lGCenie posobenia ust. § 340a ods. 1 a 2 neneguje vznik naroku na Uroky z omeskania
a nahradu nakladov spojenych s uplatnenim pohl'adavky v situacii, ked' jednotliva
splatka penazného zavazku dlznika nebude splnena riadne a vcas (teda v lehote urce-
nej zmluvou).

Osobitnd pravna Uprava sa vyuZije na Cas plnenia penazného zavdazku diznika,
ktorym je subjekt verejného prava. Podla zakona ide o statny organ, obec, vyssi
Uzemny celok, a pravnickd osobu, ktora je zaloZzena alebo zriadena na Ucel plnenia po-
trieb vSeobecného zaujmu, ktoré nemaju vyrobny alebo obchodny charakter, a a) je
Uplne alebo z vacsSej Casti financovana Statnym organom, obcou alebo vysSim Gzem-
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nym celkom, b) je kontrolovana Statnym organom, obcou, vysSim Gzemnym celkom,
pravnickou osobu, ktora je zaloZena alebo zriadena na Ucel plnenia potrieb vSeobecné-
ho zaujmu, ktoré nemaju vyrobny alebo obchodny charakter alebo, c) Statny organ,
obec, vyssi Uzemny celok, pravnické osoby, ktoré su zaloZzené alebo zriadené na Ucel
plnenia potrieb vSeobecného zaujmu, ktoré nemaju vyrobny alebo obchodny charakter
vymenUva alebo voli viac ako polovicu clenov jej riadiaceho organu alebo kontrolného
organu (§ 261 ods. 3 a 5).

Za subjekty verejného prava sa povazuju aj Statne organizacia, ktoré nie si pod-
nikate'mi, pri uzavierani zmllv, z ktorych vyplyva, Ze ich obsahom je uspokojovanie
verejnych potrieb, a to aj ked' nespliaju podmienky podla predchadzajlceho odseku.

Podl'a ust. § 340b ak je dlznikom subjekt verejného prava, je tento povinny splnit’
penazny zavazok z dodania tovaru alebo poskytnutia sluzby v lehote splatnosti 30 dni
odo dna dorucenia dokladu alebo 30 dni odo dia poskytnutia riadneho plnenia verite-
'om, podla toho, ktory z tychto dni nastal neskor. Ustanovenie predchadzajlicej vety
neplati, ak vyslovné zmluvné dojednanie dihSej lehoty na spinenie pefiazného zavazku
nie je v hrubom nepomere k pravam a povinnostiam vyplyvajucim zo zavdzkového
vztahu pre veritela podla § 369d, takéto osobitné dojednanie odbévodnuje povaha
predmetu plnenia zavazku a dohodnuta lehota splatnosti nepresiahne 60 dni. Podla
odseku 2 nie je dohoda o datume dorucenia dokladu podla predchadzajiceho odseku
pripustnd. Ak sa po plneni veritela ma uskutoCnit’ prehliadka plnenia na Ucel zistenia,
¢i veritel’ plnil riadne, je subjekt verejného prava povinny pinit’ pefazny zavazok v le-
hote splatnosti 30 dni odo dna skoncenia prehliadky, ktorou sa zistilo riadne plnenie,
ibaze sa strany vyslovne dohodli na dlhsej lehote splatnosti, toto dojednanie nie je v
hrubom nepomere k prdvam a povinnostiam vyplyvajucim zo zavazkového vzt'ahu pre
veritela podla § 369d, takéto dojednanie od6vodriuje povaha predmetu plnenia zavaz-
ku a dohodnuta lehota splatnosti nepresiahne 60 dni (§ 340b ods. 3). Dohoda o dlhsej
lehote prehliadky podla predchadzajiceho odseku ako 30 dni odo dia, v ktorom doslo
k poskytnutiu plnenia veritelom, je platna, len ak zaujem na takomto osobitnom do-
jednani vyplyval zo sUt'aznych podkladov a dojednanie nie je v hrubom nepomere k
pravam a povinnostiam vyplyvajucim zo zavazkového vztahu pre veritel'a podla ust. §
369d. DIznik, ktory je subjektom verejného prava a zaroven poskytovatelom zdravot-
nej starostlivosti podla osobitného zakona, si moze v zmluve dohodnit’ dlhsiu lehotu
splatnosti, najviac vSak v trvani 60 dni. Ustanovenia § 340 b sa nepouZiju, ak sa strany
dohodnu na plneni penazného zavézku diznika v splatkach a na zavazkové vztahy, kto-
rych zmluvnou stranou je spotrebitel. Vo vztahu k jednotlivym splatkam a ich splat-
nosti je vSak potrebné uviest, Ze vylicenie posobenia § 340b ods. 1 a 3 neneguje
vznik naroku na Uroky z omeskania a nahradu nakladov spojenych s uplatnenim po-
hl'adavky v situacii, ked’ jednotliva splatka penazného zavazku diznika nebude spinena
riadne a vCas (teda v lehote urCenej zmluvou). Skimana pravna Uprava omeskania
dlZznika Casto odkazuje na vykladové pravidlo obsiahnuté v ust. § 369d ods. 8 Obchod-
ného zakonnika, preto treba priblizit' tieto slvisiace ustanovenia. Podla odseku 1
zmluvné dojednanie tykajlce sa splatnosti perfiazného zavazku, sadzby Uroku z omes-
kania alebo pausalnej nahrady nakladov spojenych s uplatnenim pohl'adavky, ktoré je
v hrubom nepomere k pravam a povinnostiam vyplyvajicim zo zavdzkového vztahu
pre veritela bez toho, aby pren existoval spravodlivy dovod (dalej len "nekald zmluvna
podmienka"), je neplatné. Aj obchodna prax, ktoru si strany medzi sebou zaviedli, ty-
kajuca sa splatnosti penazného zavdzku, sadzby Uroku z omeskania alebo pausalnej
nahrady nakladov spojenych s uplatnenim pohl'adavky, ktora zaklada hruby nepomer v
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pravach a povinnostiach vyplyvajucich zo zavazkového vztahu pre veritela bez toho,
aby pre nu existoval spravodlivy dévod (dalej len "nekala obchodna prax"), je zakaza-
na. Podl'a odseku 3 zmluvné dojednanie alebo obchodna prax vylucujlca vznik naroku
na Uroky z omeskania alebo zmluvné dojednanie, alebo obchodna prax, ktora vedie k
tomu, Ze sa veritel' vzda naroku na Uroky z omeSkania este pred porusenim zmluvnej
povinnosti, sa povazuje za nekald zmluvni podmienku alebo nekall obchodnu prax. To
plati rovnako aj pre zmluvné dojednanie alebo obchodnl prax vylucujldcu vznik naroku
na pausalnu nahradu nakladov spojenych s uplatnenim pohl'adavky podla § 369c ods.
1, ak sa nepreukaze opak.

Na posudenie, ¢i ide o nekald zmluvni podmienku alebo nekald obchodnl prax su
rozhodujuce vsetky okolnosti pripadu, najma

a) sulad so zasadou poctivého obchodného styku,
b) povaha predmetu pinenia zavazku,
c) existencia spravodlivého dévodu pre odchylenie sa dlznika od

1. sadzby uroku z omeskania,
2. splatnosti penazného zavazku diznika,
3. vysky nahrady nakladov spojenych s uplatnenim pohl'adavky.

Ustanovenia § 340a a § 340 b sa pouziju na tie obchodné zavazkové vztahy,
v ktorych si ich Gcastnici vzajomne plnia. Toto vyplyva zo slovnych spojeni ,z dodania
tovaru alebo poskytnutia sluzby". Nové ustanovenia o ¢ase plnenia sa nepouZiju na ob-
chodné zavazkové vztahy, ktoré sa uzatvaraju v ramci poskytovania pomoci alebo
podpory z fondov Eurdpskej Unie podla zakona ¢. 528/2008 Z. z. o pomoci a podpore
poskytovanej z fondov Eurdpskej Unie v zneni neskorsich predpisov. Na uvedené vzta-
hy sa sice pouzije Obchodny zakonnik, avsak vzhl'adom na neexistujlci prvok vzajom-
nosti (ich predmetom nie je dodavka tovarov alebo poskytovanie sluzieb za odplatu),
budi vylicené z aplikacie novych ustanoveni.

Podl'a ust. § 365 ods. 4 diznik nie je v omeskani, pokial' nemoze plnit’ svoj zava-
zok v dosledku omeskania veritela.

2  Uroky z omeskania po prijati novely zakona

Podl'a ust. § 369 ods. 1 Obchodného zékonnika ak je diznik v omeskani so splne-
nim penazného zavazku alebo jeho Casti, vznika veritel'ovi, ktory si splnil svoje zakonné
a zmluvné povinnosti, pravo pozadovat’ z nezaplatenej sumy Uroky z omesSkania vo
vySke dohodnutej v zmluve, a to bez potreby osobitného upozornenia. Oproti povod-
nému zakonnému ustanoveniu doslo k doplneniu slov ,ktory si spinil svoje zakonné
a zmluvné povinnosti* a slov ,a to bez potreby osobitného upozornenia®. Z dosledku
tejto zakonnej Upravy doslo k zosuladeniu Upravy so vseobecne akceptovanym
a judikatdrou potvrdenym stavom. Zasadnym spdsobom sa zmenil s G¢innost'ou od 1.
2. 2013 vypocet Urokov z omeskania. Podl'a dovtedy platnej a Ucinnej pravnej Upravy,
v pripade, ak sa strany na vyske Grokov z omeskania nedohodli, tak na Upravu ich vys-
ky sa pouzili predpisy obcianskeho prava. Samotné ustanovenie § 369 ods. 2 Obchod-
ného zakonnika priamo odkazovalo na ust. § 517 ods. 2 Obcianskeho zakonnika a § 3
nariadenia vlady Slovenskej republiky ¢. 87/1995 Z. z., ktorym sa vykonavaju niektoré
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ustanovenia Obcianskeho zakonnika v zneni nariadenia vlady SR ¢. 586/2008 Z. z.
a nariadenia vlady SR €. 281/2010 Z. z. Po prijati novely zdkona doslo k zaloZeniu spl-
nomocnenia na vydanie osobitného vykonavacieho nariadenia vlady SR k Obchodnému
zakonniku. Uvedené bolo vlddou SR ako predkladatelom odovodnené snahou
o0 zabezpecenie lepSieho zohl'adnenia osobitnej povahy obchodnopravnych vzt'ahov
a zaroven snahou o zabezpeCenie, Ze sa nova zvySena sadzba tzv. zakonnych Urokov
z omeskania nebude vztahovat’ na obcianskopravne zavazky.

Touto zmenou bola do nasho pravneho poriadku opatovne zavedena dualisticka
koncepcia Urokov z omeskania, ktora bola Gc¢inna do 14. 1. 2009.

2.1 Uroky z omeskania v ob&ianskopravnych vzt'ahoch vratane vzt'ahov vy-
plyvajucich zo spotrebitel'skych zmlav

Vysku Urokov z omeskania v obcianskopravnych vzt'ahoch urcuje Nariadenie viady
SR ¢. 87/1995 Z. z. v ust. § 3. Do 31. 1. 2013 bola vyska tychto Grokov 8 % + zaklad-
na urokova sadzba Eurdpskej centralnej banky (dalej aj ECB) platna k prvému diu
omeskania diznika so zaplatenim sumy (t. j. den po dni splatnosti diznej sumy).

Nariadenie vlady Slovenskej republiky ¢. 20/2013 Z. z. prinieslo zmenu. Ak zavaz-
kovopravny vztah vznikol po 1. 2. 2013, resp. zmluva z ktorej vyplyvala pre dlznika
povinnost’ platit’ pohladavku bola uzavreta po 1. 2. 2013 a v tomto vztahu sa dostal,
resp. dostane diznik do omeskania, napr. 1. 4. 2013, veritel' si m6ze od dIznika naro-
kovat’ Uroky z omeskania v sadzbe 5 percentualnych bodov + zakladna Urokova sadzba
ECB. KedZe zakladna Urokova sadzba ECB bola aj 1. 4. 2013 vo vyske 0,75 %, veritel
ma pravo na uroky z omeskania od prvého dia omeskania vo vyske 5,75 % rocne az
do zaplatenia, resp. pocas celej doby omeskania.

Zmena pravnej Upravy priniesla znizenie sadzby o 3 percentualne body v pro-

.....

V obcianskopravnych vztahoch plati, Ze ak zavazkovy vztah vznikol pred 1. 2.
2013 a k omeskaniu dojde po 1. 2. 2013, vySka urokov z omeSkania sa riadi podla
predpisov Gcinnych ku dru 31. 1. 2013 (8,75%) aj za dobu omeskania po 31. 1. 2013.
Vyska Urokov z omeskania v obcianskopravnych vztahoch uréena nariadenim vlady je
koncipovana ako najvyssia pripustna vyska, veritel' si teda mo6ze uplatriovat’ menej, nie
vSak viac. V obdianskopravnych vztahoch sa (na rozdiel od obchodnozavazkovych
vzt'ahov) zmluvne neda dojednat’ ind vyska Urokov nez zakonna. Vyska urokov z
omeskania platna k prvému driu omeskania plati pocas celej doby omeskania. Pripadné
nasledné zmeny zakladnej Urokovej sadzby ECB po vzniku omeSkania na vysku Urokov
z omeskania nemaju vplyv.

2.2 Uroky z omeskania v obchodnopravnych vzt'ahoch

Z hl'adiska urcenia vysky Urokov z omeskania je rozhodujuci ¢asovy okamih vzni-
ku zavazkovopravneho vztahu. Ak zavazkovopravny vztah vznikol pred 1. 2. 2013,
vySka Urokov z omeskania sa riadi podla predpisov obcianskeho prava Gcinnych k 31.
1. 2013 aj za dobu omeskania po 31. 1. 2013. Pri zmluvach uzavretych do 31. 1. 2013
(vratane) sa teda pri omeskani vzniknutom po 1. 2. 2013 (vratane) aplikuje Nariadenie
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vlady ¢. 87/1995 Z. z. Gc¢inné k 31. 1. 2013, to znamena, Ze zakonny maximalny urok z
omeskania (ak nebol v zmluve dojednany odliSne, kedze pre oblast’ obchodnych za-
vazkovych vztahov ma prioritu tzv. poctivé zmluvné dojednanie), bude Grok
z omeskania vo vyske 8 percentualnych bodov + zakladna Urokova sadzba ECB. Aktu-
alne je od 1. 1. 2015 vo vyske 8,05 %.

Ak zavazkovopravny vztah vznikol po 1. 2. 2013 a v tomto vztahu doslo k omes-
kaniu dlznika, veritel’ ma moznost’ vol'by, a teda od dlznika si m6ze narokovat' bud”:

1. fixné Groky z omeskania alebo.
2. variabilné Groky z omeskania.

Fixné Groky z omeskania

Sadzba fixnych urokov z omeSkania sa rovna zakladnej Urokovej sadzbe ECB k
prvému dinu omeskania + 9 percentualnych bodov (v stcasnosti teda 9,05 %). Takto
urcena sadzba plati pocas celej doby omeskania s plnenim penazného zavazku. Teda
zmena zakladnej Urokovej sadzby ECB po vzniku omeskania, nema na vysku Urokov z
omeskania vplyv (z tohto dovodu sa tato sadzba Urokov z omeskania nazyva fixna).

Variabilné Groky z omeskania

Veritel' méZe namiesto fixnych Urokov z omeskania pozadovat’ od dlznika platenie
tzv. variabilnych Urokov z omeskania. M6ze sa rozhodnut’ Ziadat' od dlznika Groky z
omeskania v sadzbe zakladnej Urokovej sadzby ECB platnej k prvému dnu prislusného
kalendarneho polroka + 8 percentudlnych bodov. Ak by si veritel uplatnil variabilné
Uroky z omeskania, tak tento sposob urcenia Urokov (pozor, nie sadzba urcena pri
vzniku omeskania, ale sposob vypoctu sadzby), plati pocas celej doby omeskania.

Variabilné Uroky z omeskania znamenaju, ze vyska urokov z omeskania sa moze
menit’ v zavislosti od zmien zakladnej Urokovej sadzby ECB platnych k prvému diu pri-
slusného kalendarneho polroka, teda k 1. 1. ak 1. 7.

Ak si podnikatel’ zvoli uplatnenie jedného rezimu (napr. variabiln sadzbu Urokov
z omeskania), nema nasledne moznost’ zmeny na druhy rezim (fixn( sadzbu z trokov z
omeskania). Volba jedného reZzimu teda vyluCuje neskorsSie uplatnenie druhého. Kom-
binacie napriklad pre rozne Casové Useky omeskania so splnenim jedného zavazku nie
s mozné.
omeskania dlznika moze dojst’ aj k znizeniu zakladnej Urokovej sadzby ECB. K tomu aj
dochadza. Aktudlne od 1. 1. 2015 je zakladna urokova sadzba ECB vo vyske 0,05 %.
Uplatnenie fixnych Grokov z omeskania je teda istejSie a pohodinejsie.

Pri variabilnych Urokoch z omeskania nie je pripustné volit' spomedzi sadzieb
platnych pre jednotlivé polrocné intervaly s tym, Ze na urcenie konecnej sumy Urokov z
omeskania sa pouZije len ta najvyssia sadzba.
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2.3 Osobitné ustanovenie o sadzbe rokov z omeskania pri omeskani dizni-
ka (subjekt verejného prava)

Ustanovenie § 239a Obchodného zakonnika predstavuje osobitni Upravu
0 sadzbe Urokov z omeskania vo vztahu k ust. § 369 Obchodného zakonnika, ked' ur-
Cuje subjektom verejného prava povinnost’ platit’ v pripade ich omeskania s plnenim
penazného zavazku z obchodnopravneho vztahu vzdy Uroky z omeSkania najmenej
v sadzbe podla nového vykonavacieho nariadenia vlady SR ¢. 21/2013 Z. z. Predmetné
nové ustanovenie predstavuje limitaciu minimalnej sadzby Urokov z omeskania, ktoré
bude po uplatneni veritelom subjekt verejného prava povinny pinit; toto nevylucuje,
aby subjekt verejného prava v situacii, ak to odévodriuji okolnosti pripadu a osobitna
povaha predmetu zavazku zmluvne dohodol sadzbu Urokov z omeskania vyssSiu ako
podla vykonavacieho nariadenia vlady Slovenskej republiky.

Podl'a ust. § 369c Obchodného zakonnika ma veritel narok na nahradu skody
sposobenej omeskanim so splnenim periazného zavazku, len ak tato sSkoda nie je kryta
Urokmi z omeskania alebo pausalnou nahradou nakladov spojenych s uplatnenim po-
hl'adavky alebo ich suctom. Toto ustanovenie ma zabezpedit', aby sa veritel' v désledku
omeskania dlznika neprimerane neobohatil, nakol’ko Uroky z omeskania nie su pausali-
zovanou nahradou Skody. Ina je situacia v pripade pausalnej nahrady nakladov spoje-
nych s uplatnenim pohladavky, avsak vzhladom na jej charakter (narok vznika uz sa-
motnym omeskanim dlznika bez potreby preukazania vzniku redlnych nakladov spoje-
nych s uplatnenim pohladavky), ako aj vzhladom na skutocnost/, Ze pokial’ by predkla-
datel’ nerozsSiril vypolet narokov (najma telefonické vydavky a vydavky spojené
s tlacou a zaslanim vyzvy, resp. upomienky na plnenie, a teda nie dalSich nakladov,
ktoré mozu veritel'ovi v sUvislosti s uplatnenim pohladavky vzniknat' napr. tym, Ze vyu-
Zije sluzby advokata), pristupil predkladatel k Uprave prislusného ustanovenia. Skutoc-
nost’ v akej sume sa zniZi v dosledku ustanovenia konecny narok na nahradu Skody
bude v danom pripade zavisiet' od toho, Ci si veritel’ u dlznika uplatnil napr. len urok
z omeskania, alebo len pausalnu nahradu nakladov spojenych s uplatnenim pohl'adav-
ky alebo oba naroky (ktoré sa v danom pripade scitaja).

Podl'a ust. § 369c ods. 1 omeskanim dIznika vznika veritel'ovi okrem narokov pod-
I'a ust. § 369, 369a a 369b aj pravo na pausalnu nahradu nakladov spojenych s uplat-
nenim pohladavky, a to bez potreby osobitného upozornenia. Vysku pausalnej nahrady
nakladov spojenych s uplatnenim pohl'adavky ustanovila viada Slovenskej republiky na-
riadenim €. 21/2013 Z. z. Pausalna nahrada nakladov spojenych s uplatnenim pohla-
davky predstavuje nahradu tzv. administrativnych internych monitorovacich nakladov,
ktoré vznikaju pri kontrole dodrZiavania zmluvnych zavézkov. V sucasnosti je tato na-
hrada stanovena vo vyske 40 eur.

3 Vysledky a diskusia

Uz stari Rimania hovorievali, Zze zmluvy sa maji dodrzZiavat. Uhradzat’ vcas
a riadne svoje zavazky je zakladnou povinnostou dlznika. Na druhej strane je vSak ne-
vyhnutné stanovit’ také uroky a uroky z omeskania, ktoré budu koreSpondovat’ s ele-
mentarnou slusnostou a moralkou, a to bez ohl'adu na zmluvné dojednanie (Svidron,
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2013). Treba totiz vnimat’ aj tu velmi podstatnd skutocnost, Ze dlznik niekedy kona
pod velkym tlakom taZivej Zivotnej situdcie a tiesne a nie vzdy dokdZe rozumne posu-
dit’ vSetky aspekty poskytovaného Uveru, resp. p0Ozicky. Ulohou Statu je usilovat’ sa
o také nastavenie pravnej Upravy, aby nedochadzalo k Uzernickemu zneuZivaniu vlast-
nych obcanov (Dobrovodsky, 2015). Na druhej strane treba usilovne vysvetlovat’ veri-
tel'om a dlznikom, Ze z uvedenych dovodov nie je moZné ponechat’ Uplne stanovenie
obsahu zmluvy na zmluvnd autonédmiu a slobodu zmluvnych stran. Mravné aspekty nie
je mozné nereflektovat. Ako vyplyva z dovodovej spravy k navrhu prepracovaného
znenia smernice oneskorené platby, najma aj pokial' ide o subjekty verejného prava
brania zabezpeceniu stabilnych a predvidatel'nych prevadzkovych podmienok pre pod-
nikatel'ov, rastu a zamestnanosti. Priom subjekty verejného prava prevazne necelia
rovnakym finanénym obmedzeniam ako podnikatelia a v ich pripadoch sa da oneskore-
nym platbam vyhndt'. Z tohto dévodu sa maju aj prisnejsie postihovat’, ked' k takymto
omeskaniam dojde. Okrem toho odlisné postoje v oblasti platenia v ramci EU mozu
branit’ Gcasti podnikov na verejnych sutaziach, ¢o narGsa nielen hospodarsku sitaz
a fungovanie vnutorného trhu, ale takisto znizuje moznost' organov verejnej spravy
ziskat' ¢o najvyhodnejsi pomer kvality a ceny za peniaze danovych poplatnikov. Preto
aj doslo k odliSnému pravnemu rezimu v zavislosti od povahy osoby dlznika (podnika-
tel, subjekt verejného prava). Oneskorené platby mézu mat’ vplyv aj na dostupnost’
Uverov, menovl politiku, tok a povahu informacii o Gveroch, poziciu podnikatela
z hl'adiska likvidity a dostupnosti finanénych prostriedkov z bank, a to najma pre pod-
niky, pre ktoré bankovy Uver nahradza Gvery dodavatelov.

Zaver

V ¢lanku bola venovana podrobnd pozornost omeskaniu dlznika a Urokom
z omeskania podla aktualnej platnej pravnej Upravy. Len vel'mi strucne, doplfiujlco
v nevyhnutom rozsahu, bola pozornost’ CiastoCne venovana aj mimopravnym suvislos-
tiam. Zakonodarca transponoval smernicu 2011/7/EU. Medzi najdolezitejSie prinosy
novelizacie mozno oznacit' zavedenie prisnejsieho rezimu v pripade omeskania diznika,
ak sa jedna o subjekt verejného prava. Privitat' mozno aj zavedenie instittu pausalizo-
vanej nahrady nakladov spojenych s uplatnenim pohladavky. Aj rozliSovanie Urokov
z omeskania z obcianskopravnych a obchodnopravnych vztahov sa zda byt dostatocne
odovodnené, avSak treba sa predovsetkym usilovat’ o ¢o najstabilnejSie pravne pro-
stredie. Iste neprospieva podnikaniu a obchodu prili§ Casta a nekonceptna zmena
pravnych predpisov. Snahou zakonodarcu by mala byt kvalitna, len nevyhnutna, logic-
ky zdovodnitel'na Uprava prava a nie nekoncepcné prijimanie nového prava na principe
pokus — omyl bez hlbSej Gvahy. Nevyhnutne potrebné kritéria pri tvorbe, realizacii
a aplikacii prava moze poskytnut’ len mravnost’. Pri rieSeni konkrétnych spornych situa-
cii zastava pri sidnom rieSeni vel'mi délezitd ulohu sudca. Treba sa usilovat, aby to bo-
la vzdy mravne konzistentna osobnost’, pretoze len tak je mozné dosiahnut’ spravodli-
vost’ aj tomu najposlednejSiemu z najposlednejsSich. Pri hodnoteni novej pravnej Upra-
vy treba byt' zatial’ zdrZanlivy a pockat’ si na praktické uplatfovanie novych ustanoveni
a odozve z podnikatel'skej a obchodnej praxe.
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Pristupy zohl'adnujice starnutie populacie v praxi marketingo-
vo orientovanych podnikov!

Monika MatuSoviCova?

Approaches taking into Account the Aging of the Population in the
Practice of Marketing-oriented Enterprises

Abstract

Population structure is gradually changing and the population is aging. Next generation
of seniors has specific needs, behaviour’s models and preferences. In this context it is
needed to think about the possibilities of how would be achievable to use this growth
potential offered by demographic trends and identify changes in marketing approaches
in the context of an aging population.
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JEL Classification: M31

Uvod

Jednym z najvyznamnejsich demografickych trendov sucasnej spolocnosti vyspe-
lych krajin je starnutie populacie. Starnutie populdcie je proces, ktorym sa v danej po-
pulacii zvySuje podiel starych ludi. Nejde vSak o vyvojovl zakonitost, ale o dosledok
demografického vyvoja, ktory je v sucasnosti spbsobeny predovsetkym zniZovanim
plodnosti a zvySovanim strednej dizky Zivota.

Geograficky pozorujeme proces starnutia populacie prakticky vo vsetkych vyspe-
lych Statoch. V najstarSej krajine sveta v Japonsku je v dochodku uz dnes viac ako
Stvrtina obyvatel'stva, Eurdpa a USA relativne tesne zaostavaju. Druhou najstarsou kra-
jinou sveta je v sucasnosti prekvapujlico Taliansko vplyvom nizkej porodnosti a velkej
emigracie v prvej polovici 20. storoCia (Zaborsky, 2013). Nasleduju dalSie doleZité eu-
ropske ekonomiky — Nemecko, Rakusko, Finsko a Svédsko, ktoré uz teraz rieSia prak-
tické vplyvy starnutia na regionalnej Grovni. Podobnej situacii zacne celit’ aj Slovensko,
ktoré podla predpovedi Eurostatu bude v roku 2060 na zaklade vypocitaného pomeru
seniorov a 0sOb v aktivnom veku tvorit’ jednu z najstarsich krajin EU (Eurostat, 2012).

Vo vyspelych krajinach narasta nielen pocet seniorov, ale dosledkom vzrastajuce-
ho spolocenského blahobytu a vyssej Urovne vzdelania postupne vzrasta aj kupna sila
tejto cielovej skupiny. Hoci priemerné prijmy starSej populacie su v porovnani
s mladsimi vekovymi skupinami nizSie, nemusi to nevyhnutne znamenat,, Ze generacia

! Prispevok je vystupom projektu VEGA 1/0178/14 Spolocna spotrebitel'skd politika EU a jej uplatnenie v SR
s dopadom na vzdeldvanie spotrebitelov.

2 doc. Ing. Monika MatusoviCova, PhD.; Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra
marketingu, Dolnozemska cesta 1, 852 35 Bratislava; E-mail: monika.matusovicova@euba.sk
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seniorov je v zlej ekonomickej situacii. Financna situacia mnohych sa postupne stabili-
zuje, pretoze uz nemaju financné zavazky. Vlastné byvanie uz maju splatené a ich deti
su vacsinou finanCne nezavislé. Zvysujuce prijmy mozu byt takisto dosledkom dedic-
stva, vyplateného Zivotného poistenia a roznych financnych investicii.

StarSia generacia ma v sucasnosti o zna¢nl mieru vyssie prijmy ako v minulosti
a je ochotna ich spotrebovat’. Podl'a odhadov Euromonitora sa kdpna sila I'udi nad 60
rokov do konca dekady zdvihne na péatnast’ bilionov dolarov z 6smich biliénov dolarov
v roku 2010, za desat’ rokov teda skoro na dvojnasobok (Sochor & Vokac, 2016).

V ekonomike sa napriek uvedenému az na niekol’ko malo vynimiek stale vzdava
hold mladej generacii. Zabuda sa, Zze dnesna starSia generacia je z pohl'adu spotrebi-
tel'ského spravania niekol'konasobne mladsia, ako to bolo pred dvadsiatimi rokmi. Eko-
nomika tak potrebuje prehodnotenie a predovsetkym reSpektovanie novych podob sta-
roby, ktoré dany vek postavia do spravneho uhla pohl'adu.

Pokrokom v medicine dochadza k zlepSeniu zdravotného stavu obyvatel'stva
Dnesni seniori s sebavedomi, citia sa mladsie, si ochotni minat’ peniaze a chci byt’
integrovani v spolocnosti. Na zaklade dlhorocnych skisenosti su kritickymi a naro¢nymi
spotrebitel'mi.

Dnesna generacia starSich l'udi je aktivna, sebavedoma, bavi ju podnikat’ a je
orientovana na budicnost’. Zaujimavy pohlad prinasa v tejto slvislosti Institit Ernesta
Dichtera, ktory rozliSuje Styri typy seniorov (Dichter, 2000):

senior blokujuci trendy,

senior ako prijemca trendov,

senior ako propagator novych trendov,
senior ako ,skokan™ medzi trendmi.

Vysledkom studie ,,Senioren 2000" Instititu Ernesta Dichtera je konstatovanie, ze
medzi seniormi bude stale menej tych, ktori blokuju a prijimaju trendy a neustale bude
pribadat’ propagatorov a ,skokanov" medzi trendmi. Autori Stidie prezentuju nazor, ze
Luvedené styri typy seniorov poskytuju marketingovym manaZérom informacie o tom,
aké vzory spravania su v popredi a ako je nutné oslovit’ tuto cielovi skupinu'.,

1 Metodika prace

Vzhl'adom k tomu, Ze starnutie populacie predstavuje pre spolo¢nost’ Uplne novu
skutoCnost’, pripravit’ a v praxi odborne aplikovat' potrebné adaptacné tedrie nebude
jednoduché.

Ciel'om prispevku je v tejto suvislosti poskytnit’ pohl'ad na demograficky, spolo-
¢ensky a ekonomicky rozmer starnutia populacie a sucasne priblizit' a opisat’ zmeny
marketingovych pristupov v kontexte starnutia populacie.

Za Ucelom dosiahnutia stanoveného ciel'a su v stati vyuZité klasické vedecké me-
tddy ako si metdda komparacie poznatkov z dostupnych literarnych zdrojov a metdda
analyzy existujlcich pristupov, excerpovanie spolocnych a odporujlcich stanovisk. Na
logické oddvodnenie jednotlivych zaverov zo vSeobecne prijatych pragmatickych sku-
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senosti v zahrani¢i bola vyuzitd metdda dedukcie. Pracovali sme tiez s Udajmi
a vysledkami prieskumov uvadzanymi v Studiach medzinarodnych poradenskych spo-
loCnosti, vyskumnych agentdr a instititov ako si PwC, Meyer — Hentschel Institut
a A.GE — Agentura pre generacny marketing v Norimbergu.

2 Vysledky a diskusia

Seniori boli doposial’ opominanou sicast'ou trhu. Tento fakt je do istej miery pre-
kvapujuci, pretoze ako demograficky vyvoj, tak aj zmena postojov mnohych seniorov
naznacujl vyznamny potencial tejto ciel'ovej skupiny. Dovody nezaujmu mozu byt roz-
ne. NajCastejSie je to obava, Ze orientaciou a prisposobenim marketingovych nastrojov
na starSiu populaciu strati znacka atraktivnost’ pre mladsie vekové skupiny. Takisto je
to skutocnost’, ze marketingovy trh nepozna dobre spotrebitel'ov starsich ako 50 rokov.
Je az prili§ Casto reprezentovany marketingovymi pracovnikmi o jednu az dve genera-
cie mladsimi, ktorym chyba ochota a citlivost’ zaoberat’ sa naroCnymi star$imi zakaz-
nikmi, nechcu riskovat’ a radsej sa tejto cielovej skupine vyhybaju. DalSimi ¢asto uva-
dzanymi argumentmi su absencia produktového radu ¢i nedostatok informacii o tomto
segmente.

Napriek tymto skutoCnostiam si cielova skupina seniorov pomaly ziskava oprav-
nenl pozornost' a domnievame sa, ze je len otazkou c¢asu, kedy sa v nasej praxi stane
z okrajovej aZz zabudnutej starSej populacie skupina, ktora bude rovnocenna mladym
segmentom zakaznikov.

Populacia vo veku 50+ uz dnes predstavuje atraktivhu Cast’ trhu v oblastiach,
akymi sU napriklad zdravotnicke, asistencné a osSetrovatel'ské sluzby, financné sluzby,
stravovanie, byvanie, starostlivost’ o zdravie a telesn kondiciu, kozmetika, automobi-
lovy priemysel a cestovanie.

V tejto sUvislosti sa treba zamysliet' nad moznostami, ako ¢o najlepSie vyuzit' ras-
tovy potencial, ktory ponukaji demografické zmeny a identifikovat’ zmeny marketingo-
vych stratégii a pristupov v kontexte starnutia populacie.

Podniky sa v sUcasnosti mézu rozhodnut, s akou intenzitou budd zohladriovat’
starnutie populdcie vo svojich marketingovych stratégiach. Na zaklade intenzity a
rozsahu, s akymi sa podnik rozhodne prisposobovat’ svoju stratégiu Specifickym po-
trebam a poziadavkam starSej generacie, mozno vymedzit' tri alternativne pristupy, na
zaklade ktorych moZe podnik usmerfiovat’ svoje marketingové aktivity orientované na
seniorov (obrazok 1).

334



Studia commercialia Bratislavensia Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

Obr. 1 Intenzita a rozsah zacielenia na generaciu 50+

Rozsah zacielenia na generaciu 50+

Kreativna adaptacia

Novy stred trhu

Intenzita

Zdroj: vlastné spracovanie

2.1 IntenzivnejSia adaptacia

Pod intenzivnejSou orientaciou rozumieme subor opatreni, prostrednictvom
ktorych podniky optimalizuju svoje marketingové a obchodné aktivity na si¢asnom tr-
hu tak, Ze aktudlne existujici marketingovy mix intenzivnejSie orientuju na potreby
a poZziadavky generacie seniorov.

Subor opatreni pritom moze byt zamerany na:

e ponuku produktov,

¢ doplnkové sluzby a distribuciu,

e vyber komunikac¢nych prostriedkov vhodnych aj na oslovenie starSej ciel'ovej
skupiny.

Ponuka produktov

Podniky by mali brat’ do Uvahy a vSimat' si jednotlivé procesy starnutia ciel'ovej
skupiny seniorov a ponukat’ produkty a sluzby prispdsobené meniacemu sa zivotnému
Stylu starnticej populacie. Seniori uprednostriuju produkty, ktoré sa vyznacuju kvalitou,
Jjednoduchostou, funkcnostou, zrozumite/nostou, bezpecnostou, trvdcnostou a lah-
kou manipulaciou.

V marketingovej literatire sa dnes rozporuplne diskutuje o tom, ¢i sa maju pro-
dukty ponukat’ vylu¢ne pre starSiu generaciu a seniorov. Ako zmysluplné sa javi ponu-
kat’ Specialne produkty a sluzby pre seniorov len vtedy, ked’ ma ciel'ova skupina senio-
rov Specifické poziadavky a potreby. V praxi sa preto vyraba stdle viac produktov
s univerzalnym dizajnom. Produkty vyhovujlce kritériam univerzalneho dizajnu vd'aka
svojmu flexibilnému, jednoduchému ovladaniu a rozsiahlej oblasti pouZzitia vyhovuju
poziadavkam vsetkych vekovych kategorii.
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Nemecky vyrobca domacich spotrebicov, spolocnost’ Miele, je jednym z prvych vo
svojej oblasti, kto vyuziva principy univerzalneho dizajnu pod znackou ,Design for all*.
Technicky nové produkty vyrabané ako ,vekom nesSpecifické" mozu bez navodu na po-
uzivanie bez problémov obsluhovat’ aj starsi spotrebitelia.

Podobnymi prikladmi st aj domdce spotrebice s 'ahko zrozumitelnou obsluhou
a velkymi displejmi a tlacidlami alebo vnltorné vybavenie automobilov s ergonomic-
kymi a prehladnymi ovladacimi prvkami, ktoré si uvadzané na trh ako produkty
s univerzalnym dizajnom vhodné pre vSetky vekové kategdrie.

Obr.2 Produkt s univerzalnym dizajnom

)
i

1 b

.

o ',‘n.'i}«?”!

e,

Zdroj: Universal Design Conference, Kjoto

Doplnkové sluzby a distribtcia

Dnesni spotrebitelia vo veku 50 az 80 rokov maju problémy pri uskutocfiovani
kazdodennych nakupov, uvadzaji nedostatky v kvalite produktov a ich usporiadani
v prevadzkovych jednotkach, chybaju im sluzby, ktoré by im mohli ulahcit’ proces na-
kupu. Najma v maloobchodnych podnikoch zaznamenavame v sUc¢asnosti mnohé ne-
dostatky, ktorych by sa mali v budicnosti vyvarovat’:

nedostatok parkovacich miest, zlé dopravné spojenie;

t'azko zvladnutel'né schody;

tazkosti pri orientacii v predajniach, zla navigacia a nepostacujlce osvetlenie;
t'azko Citatel'né oznacenie produktov;

nevhodne umiestnené produkty (prilis vysoko, prilis nizko);

nedostatocné sluzby a servis;

predajny personal s malym porozumenim a so schopnostou vcitit' sa do po-
trieb seniorov;

e hektika pri pokladniciach;

e Ziadne odpocinkové zdny.

Na ziskanie hibsieho pohladu na jadro problému, spocivajlceho v zisteni prefe-
rencii starSich zakaznikov, pouzivaji mnohé spolocnosti tzv. etnograficky vyskum —
monitorovanie a interakcia so zakaznikmi v ich ,prirodzenom prostredi®. Napriklad spo-
locnost’ Kimberly-Clark spustila v tejto stvislosti program, ktory dava manazérom ob-
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chodnych retazcov, ako je Walgreens, Rite Aid a Family Dollar, moznost’ vzit' sa do
Ulohy ich zakaznikov. Vedenie predajni nakupuje vo vlastnych obchodoch s okuliarmi,
ktoré zhorSuju zrak, v topankach maji neprazeny popkorn a na rukach objemné gu-
mové rukavice. Tvori to sucast’ cviCenia, ktoré ma pomoct’ obchodnikom pochopit’ fy-
zické problémy, ktorym Celia ich starsi zakaznici, ktori budu do roku 2030 predstavovat’
20 percent z celkového poctu obyvatel'ov USA (Krescankova, 2015).

Ucastnici, ktori sa zapojili do tohto experimentu, zmenili svoje prevadzky v zmysle
baleniach produktov a letdkoch, nové osvetlenie predajni, jasnejSia navigacia
a v predajniach rozmiestnené tlacidla na privolanie pomoci pri tazkom tovare, ako je
balena voda alebo pracie prostriedky.

Prikladom obchodnikov, ktori tieto Specifika ako prvi premietli do praxe, mézu byt’
aj nemecki predajcovia. Od roku 2010 vySe 700 predajni dostalo certifikat nemeckej
znacky kvality ,Nakupovanie priate/ské generaciam." Aby mohla predajha pouzivat
uvedené oznacenie, musi splnat’ 63 kritérii rozdelenych do kategorii, ako su lI'ahka do-
stupnost’ predajni, personal, vchod do predajne, usporiadanie predajnych priestorov,
Struktdra sortimentu, sluzby a pokladne.?

Priekopnikom Senior Friendly Business v prostredi eurépskeho maloobchodu je
dnes nemecka firma £deka. Prostrednictvom svojej dcérskej spolocnosti ADEG, otvorila
v susednom Rakuisku a Nemecku prvé supermarkety pre generaciu 50+ (Reidl, 2012).
Sortiment je v ,generacnych predajniach" rozmiestneny netradicnym spsobom: podla
ranajok, obeda a vecere. Etikety s cenami produktov sa daju bez problémov rozlUstit’
a na precitanie drobného pisma na obaloch produktov su urCené lupy pripevnené na
nakupnych vozikoch. Predajne disponuju Sirokymi ulickami, protiSmykovymi podlahami,
hovoriacimi vahami ur¢enymi na vazenie ovocia a zeleniny, servisnymi stanovistami s
tlacidlami, ktorymi méze byt privolana pomoc, toaletami pre postihnutych spoluobca-
nov a sanitarnymi miestnostami s defibrilatormi. V okoli takychto generacnych super-
marketov su priestrannejSie parkovacie miesta a takisto mnoho zamestnancov je vo
veku nad 50 rokov.

Spolocnost’ Tengelmann ako d'alsi novator v tejto oblasti, otvorila v Berline v roku
2006 supermarket, ktorého cielom bolo uspokojit’ tzv. ,generacny trh“. Medzi nové
prvky, ktoré do oblasti predaja produktov starSim zakaznikom zaviedla, patria napriklad
velké a jasne Citatel'né etikety, Specialna koncepcia osvetlenia, ktoré neoslepuje star-
Sich zakaznikov, moznost’ konzultacie s odbornikmi, Siroky sortiment cerstvych bio-
a nizko kalorickych vyrobkov, protiSmykova podlaha, nakupné voziky vybavené lupami
so sedackami pre kratky odpocinok, SirSie ulicky medzi regalmi a dostatok priestoru pri
pokladniciach, seniorsky kutik nedaleko vychodu, ktory je vybaveny pohovkami, televi-
ziou alebo pocitacom a moznost’ objednania taxi (Regal, 2009).

Vyber komunikacnych prostriedkov vhodnych aj na oslovenie starsej ciel'o-
vej skupiny

Televizia je stale najsledovanejSim a aj najvplyvnejSim médiom v segmente senio-
rov. Sledovanim televiznych programov travia o 30 az 40 percent viac ¢asu ako mlad-
Sia generacia. Okrem televizie sU seniori nadpriemernymi konzumentmi aj rozhlasu

3 Spracované podla Udajov dostupnych na internete: http://www.generationenfreundliches-einkaufen.de/
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a printovych médii. Medzi vyznamné komunikac¢né kanaly so silnym vplyvom na starsiu
generaciu preto patria aj noviny, rozhlas, asopisy, sponzoring podujati organizova-
nych pre seniorov a reklama v mieste predaja. Stale zaujimavejSie je rastice zastipe-
nie seniorov ako uZzivatelov on-line médii (Verbraucher Analyse, 2011). Stcasni seniori
prostrednictvom internetu nakupujd, Citaju knihy, sleduju Sportové vysledky a staraju
sa o domace financie.

Pri komunikacii so seniormi treba mysliet' na skutocnost, ze seniori maju iny po-
stoj k reklame ako mladsi spotrebitelia. Vzhl'adom na tuto skutocnost’ sa pri komunika-
cii s cielovou skupinou starsich ludi odpordca dodrZiavat’ tieto zdsady:

Jasne pomenovat’ a zdoraznit’ Gzitok a efekt ponuky. Mnohokrat ne-
stoji v popredi emocionalny aspekt, ale skor konkrétne informacie
0 uZitocnosti produktu (Buicker, 2003). Na opis UZitku sa odporuca pouZzit’ ur-
Cité k/ucové slovd, ktoré u seniorov rezonuju. Napriklad sa m6zu zd6raznovat’
kvalita, pohodlie, komfort, samostatnost, istota, bezpecnost’ alebo tradicie.
Reklama, samozrejme, moze byt aj emociondlna a humorna, no uzitocnost’
produktu musi byt’ vzdy rozpoznatel'na.

Neodporica sa tematizovat’ vek ciel'ovej skupiny. V komunikacii so se-
niormi by sa vek nemal osobitne zdérazriovat. Ked'ze seniori sa citia mladsi,
ako su v skutocnosti, a ich chronologicky vek sa odliSuje od subjektivne vni-
maného veku, netreba sa o veku explicitne zmierovat. V reklame starsi l'udia
nechcl byt oslovovani ako seniori. V praxi sa presvedCila o tom napriklad
dcérska firma spolocnosti Nestlé firma Gerber, ktora po zisteniach, Ze seniori
nakupuji a konzumuji detski kaSu, zacala produkovat’ a ponukat kasu
s logom seniorov. Takéto zretelné upozornenie na vek spotrebitel'ov nebolo
pozitivhe prijaté a cielova skupina seniorov kupovala nadalej kasu uréenud pre
deti. LepsSiu formu komunikacie vyuziva napriklad spoloc¢nost’ 7UL Pri ponuke
hotelov pre seniorov sa spolo¢nost’ TUI nezmienuje o veku, ale pozornost
upriamuje na také aspekty, ako su tradicie, individualny servis, kava
a zakusky servirované popoludni.

V komunikacii vyzdvihnit’ kompetencie. Starsi 'udia maju velky zaujem
o ponuky, ktoré zvysuju ich kompetencie. Majl svoje potreby — presne tak
ako mladi. Chcu cestovat’, dobre sa stravovat, zabavat’ sa, venovat’ sa svojim
zaujmom. Prirodzene, chcl takisto zostat’ zdravi. Maju sice viac zdravotnych
problémov ako mladsi l'udia, to vSak nie je dovod, aby sa reklamna interpre-
tacia prilis Casto orientovala na deficity starSej generacie, predovsetkym
v oblasti zdravia. Moderna forma reklamy nevyzdvihuje do popredia deficity,
skor kompetencie, a tym aj riesenia. Prikladom spominaného pristupu je
Svédska firma Doro, ktora vyraba mobilné telefony kompatibilné s naclvacimi
pristrojmi a so zabudovanou funkciou pomoci v nudzi. Jej slogan znie ,,mobi/
pre kaZdého" a filozofiou je, ze mobil musi byt’ jednoducho ovladatelny, pou-
Zitel'ny pre kazdého bez obmedzenia, a napriek tomu musi dobre vyzerat'
V navode na pouZzitie nenajdeme ni¢ o veku a chorobach, ale zakaznik sa do-
zvie, Ze produkt ponuka jednoduché ovladanie a vynikajuci dizajn. Spolocnost’
Nintendo takisto nekladie doraz na to, Ze hracia konzola Wii je pre ludi
s bolestami krizov ainymi tazkostami, azrejme prave preto je hitom
v americkych domovoch dochodcov, ktori ju cez den vyuzivaji ako lahky cvi-
Cebny program a vecer zas pri bowlingu.
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e Vyuzivat' intergenerac¢ni podobu reklamy. KedZe seniori maji strach
z izolacie a chcl byt integrovani do spolocnosti, odporica sa v komunikacii
s nimi intergenerana reklama. Zobrazenie viacerych generacii sprostredkiva
pozitivne hodnoty a posiliiuje sebavedomie starsSich l'udi, zvlast' ked’ su vyob-
razeni oproti mladym v ulohe poradcu, ktory moze dalej odovzdavat’ svoje
skisenosti.

Reklama sa v poslednych rokoch rozvinula v prospech starsich l'udi. Napriek to-
mu zastlpenie starSich modelov a modeliek v reklame nezodpoveda zast(peniu star-
Sich spotrebitel'ov v celej populacii. Niektoré firmy vSak v sicasnosti uz v komunikacii
experimentujl — a kult Zivotaschopného starca" alebo ,nostalgia za mladostou" v ich
reklamnych kampaniach vystriedali veselych tinedZerov. Modelky 60+ uz nie su vo sve-
te modelingu ni¢im nezvyCajnym.

Reklamné kampane kozmetického priemyslu prispeli k tomu, aby bol v médiach
prezentovany realistickejSi obraz staroby. Firma Dove vytvorila svojou iniciativou Uplne
nové pochopenie skutocnej krasy. S 96-rocnou modelkou Irene Sinclairovou zacala
spolocnost’ svojho Casu v reklame novu éru, ked' starobe ,odzvonilo®. Toto tvrdenie
potvrdzuje aj mdédny dom Dolce & Gabbana, ktory pravidelne prekvapuje svojou
reklamou. V jeho kampani na jar 2015 v Ulohe modeliek pdzuju starSie damy
s luxusnymi produktmi firmy. Zaujimavé je aj to, Ze autorom reklamy je spolumajitel
spolo¢nosti Domenico Dolce, ktory kampan predstavil s priznacnym nazvom: ,Usmev
Zeny kaZdého veku je synonymom pre Cistu krasu".

2.2 Zmenit’ myslenie a definovat’ novy stred trhu

Starsi I'udia sa dnes citia priemerne o 10 — 15 rokov mladsi, ako v skutoCnosti su.
Vyskumy uvadzaju, Ze tri Stvrtiny I'udi nad 50 rokov sa neciti na viac, ako je 75 percent
ich skutocného veku (Reidl, 2012). V porovnani s ostatnymi prislusnikmi ich vekovej
kategdrie chcll nielen mladsie vyzerat, ale snaZia sa mat’ aj mladsie nazory a zaujmy.
S vysSim vekom a vySSim stupfiom vzdelania sa navzajom stale viac odliSuje cAronolo-
glcky a subjektivne vnimany vek. M6Zzeme preto konstatovat, ze na trhu seniorov dnes
plati, Ze rozhodujlcejSie ako presny vek su individualna Zivotna situacia a stUcasny Zi-
votny Styl ciel'ovej skupiny.

Ako najvhodnejSie sa v tejto slvislosti javi identifikovat’ tzv. novy stred trhu
a oslovit’ uz definovanu ciel'ovil skupinu prostrednictvom jej ,Zelaného veku" namiesto
jej ,skutocného veku" (obrazok 3).
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Obr. 3 Skutocny a zelany vek ciel'ovej skupiny 50+

Skutoény vek Zelany vek

Starsi Starsi
seniori seniori

Mladsi
seniori

35+ - 35

Zdroj: vlastné spracovanie

Uspech podniku, ktory sa snaZi zohl'adnit’ starnutie populacie, bude preto deter-
minovany nevyhnutnost'ou poskytovat’ produkty a sluzby bez stigmatizacie
veku - starSich I'udi moze odradit’ od kipy oznacenie produktov pre seniorov prave z
dbvodu, Ze sa citia byt’ mladsSimi.

Analogicky tejto stratégii ponuka napriklad americky vyrobca produktov zubnej
hygieny svojim starSim zakaznikom produkt Macleans 40+, pretoze marketingovym vy-
skumom zistil, Ze rovnaki spotrebitelia by si produkt nekupovali, pokial’ by bol pome-
novany Macleans 50+ (Bovensiepen & Schdgel, 2006).

2.3 Kreativna adaptacia

V porovnani s predchadzajucimi alternativami zacielenia stratégie podnikov na
generaciu 50+, predstavuje kreativna adaptacia prisposobenie marketingovych akti-
vit a obchodného modelu podniku Specifickym potrebam starSej generacie.

Dosiahnut’ cielovo orientované oslovenie starSej generacie bez zmienky veku
a vnimania tejto vekovej kategdrie ako neatraktivnej, je najvacsim ,,umenim" kreativ-
nej adaptacie obchodného modelu. Len velmi malo podnikov sa doteraz odvaZilo pre-
nikndt’ na tento t'azky, relativne senzibilny terén, pricom mnoZstvo z nich svoje marke-
tingové aktivity na trhu seniorov ukondilo.

Ako priklad Uspesnej adaptacie formou prispdsobenia ponuky produktov a s tym
spojenych marketingovych opatreni je nemecka spolocnost’ Beiersdorf a jej produktova
linia starostlivosti o plet’ ,Nivea Vita/" (Bauer Media Akademie, 2007). Prave uvedenu
produktovu liniu spolo¢nost’ nasmerovala uz v roku 1994 na generaciu 50+ bez toho,
aby zdoraznila pri komunikacii vek zakaznikov. Pouzity nazov ,Nivea Vital" sa pritom
vzt'ahoval na aktivity v starobe. Beiersdorf sa v tom Case ako prvy odvazil urobit’ ris-
kantny krok, ked’ do reklamy na krém proti vraskam neobsadil mlado vyzerajicu mo-
delku, ale seniorskil modelku Susanne Schénebornovd so Ziarivym Usmevom, skutoc-
nymi vraskami a s preSedivelymi kratkymi vlasmi, ¢im reklama p0sobila Uplne autentic-
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ky. Stcasne sa pri komunikacii vyhol osloveniu ,pre seniorov* a namiesto toho dérazne
vyzdvihol vitalitu starsich ludy,

Priklad spolocnosti Beiersdorf ilustruje, ako je mozné prostrednictvom kreativnej
adaptacie obchodného modelu Uspesne oslovit’ vyznamnu skupinu zakaznikov vo veku
50+.

Zaver

Z dovodu narastu percentualneho podielu starSieho obyvatel'stva na celkovej po-
pulacii a na zaklade jej kipnej sily uz dnes predstavuje generacia starsich l'udi vo vy-
spelych krajinach jednu z najvyznamnejsich cielovych skupin. Z kvalitativneho hl'adiska
nebudu seniori buddcnosti rovnaki, ako ti sicasni. Predovsetkym pojde o vzdelanejsich
l'udi, s vysokou pravdepodobnost'ou so zdravsim zZivotnym Stylom, odliSnym sp6sobom
travenia volného Casu a inymi preferenciami. Tato nova, mladsSie sa citiaca skupina
spotrebitelov postupne meni klasicky obraz staroby a poskytuje priestor na Gvahy
o zadefinovani ,,nového stredu" trhu.

Predpokladame, Ze trh seniorov bude v dalSich rokoch jednym z mala dynamicky
rastlcich trhov a pre mnohé spolocnosti sa seniori stant dblezitou skupinou zakaznikov
nadchadzajluceho desatrocia. OCakavany zaujem o tovary a sluzby pre generaciu star-
Sich spotrebitel'ov nati marketingovych manazérov zaoberat’ sa tymito otazkami:

—  Aké su budlce segmenty zakaznikov?

— Ako musi vyzerat’ ponuka produktov a sluzieb v buddcnosti?

—  Aké su najvhodnejsie distribucné cesty?

—  Aky vplyv na marketing a komunikacné stratégie maji demografické zmeny?
—  Aké st obchodné modely buducnosti?

Marketing seniorov bude v blizkej budicnosti charakterizovat’ orientacia na senio-
rov ako na narocnd, heterogénnu skupinu starsich spotrebitel'ov, ktorym bude potreb-
né cielene adaptovat’ marketingov komunikaciu, ponukat’ Specificky upravené produk-
ty, prispOsobit’ ceny a distribu¢né kanaly. Vhodnym zaclenenim seniorov do marketin-
govych planov a marketingovych aktivit si mozu podniky vybudovat’ vyznamni konku-
rencn vyhodu. Predpokladame, Ze tie podniky, ktoré bud( povazovat’ demograficky
Vyvoj za svoju prilezitost’ a dosledne sa budu orientovat’ na potreby starSej generacie,
budd méct’ v budicnosti vyuzit’ rastovy potencial tejto ciel'ovej skupiny.
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Inovacie pri podnikani v maloobchode!

Jozef Orgonas? - Barbora Paholkova3
Vladimir Hanula — Barbora Némova — Peter BireS — Matus Novcak*

Innovations in Retail Business

Abstract

This article is about innovations in retail business and how to create them. Origin of
this article is dated to our attendance to expert seminar. We were asking (by one of
the participants on Slovak market) to explore possible ways of innovation in supermar-
kets and we believe that with our work we achieved set objectives. Main objective of
our research was to identify areas of customer’s dissatisfaction during their shopping
in supermarkets and to propose solutions for those problems. In first part of our work,
we speak about theoretical definition of innovation and we discuss our opinion on what
innovation means. Joseph A. Schumpeter firstly introduced innovation as a term as he
also classified five ways to innovate. We partially agree with his opinion but we think
innovation does not necessarily mean new product or process. We see that innovation
could have two meanings. One as defined by Schumpeter what is creating new ideas
or goods. The other is applying processes what exists at the market the specific com-
pany before it is too late and market is already further ahead. In practical part of our
article, we created survey with one and only question that what ‘s bothers customer in
supermarkets the most. Respondents could choose up to three problems out of the se-
lection. We collected 109 responds mainly from young women. The most bothering
problem was waiting time at cash registers, followed by mismatching pricing at shelf
and at cash register. The third most common problem was bad communication by em-
ployees, After analysing survey, we came up with solution to these most common
problems in supermarkets. We proposed pure innovations as described by Schumpeter
but we also came with innovations already in use by competitors but not by Lidl. We
see possible solution to long queues by using predicting filling of queues, self-scanning
at shelfs and store-in-store with top 40-50 bestsellers. Problem with mismatching pric-
es could be solved by digital price tags, installing scanners at shopping area and by
campaign ,If the price is mismatches you have it for free!". Third problem could be
solved by installing store map at the entrance, as we know from shopping centres and
by navigation signs above shelves. We believe that communication issues come mainly
from customers acknowledge of product placement. The last solution is to install tablet
with ranking application behind cash registers where leaving customers can easily
evaluate satistaction with store employees by clicking at one of the emoticon. This
could motivate staff to perform better as results of the survey can be used for giving
incentives. We can say that we met set objective and our work is beneficial for com-

t Clanok je vysledkom vedeckého projektu KEGA &. 027EU-4/2016 Ucebnica Zékiady podnikania pre stredné
skoly. Doba rieSenia 2016-2017.
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pany Lidl as well as for other companies in sector. Now it is up to them if they want to
learn from our conclusions and stay on the way of innovation.

Key words

Innovations in retail, customer analysis, customer satisfaction

JEL Classification: L81, M39, 031

Uvod

nikov, avsak nie vSetky podnikaju také kroky, aby konali a vyvijali spolocne s nim, nei-
novuju, resp. inovuju nedostatocne. Hovori sa, ze podnik ktory ,zaspi* dobu a uspokoji
sa so sUCasnym stavom, nepreZzije do rana. A prave o inovaciach budeme v tejto praci
hovorit'. Je to naozaj tak, Ze kto neinovuje zanikne? A preco je to tak? Aj na tieto otaz-
ky odpovieme vlastnym nazorom a nasim pohladom na problematiku. Na zaciatok po-
vedzme, Co by si sme mali pod inovovanim predstavit, predstavime nase vlastné vy-
sledky prieskumu rovnako sa dozvie o moznych inovaciach v maloobchode. Clanok sme
spracovali v spolupraci so spolo¢nost'ou LIDL.

1 Metodika prace

Hlavnym cielom tejto prace je identifikovat' oblasti nespokojnosti zakaznikov pri
nakupovani v supermarkete a navrhn(t’ inovacné rieSenia na odstranenie tychto prob-
Iémov. Sekundarnymi cielmi je definovat’ a objasnit’ pojem inovacia, ako aj navrhnat’
mozny proces vytvarania a aplikovania inovacii v podnikoch v maloobchodnom seg-
mente.

Praca aplikuje rieSenia na vybrany, neSpecifikovany subjekt slovenského trhu. Pri
praci sme vyuZili vedecké metody dopytovania, syntézy, analyzy a dedukcie. Rovnako
sme v praci vyuzili odborné konzultacie s vedicimi pracovnikmi firmy. V zmysle napl-
Aania stanovenych ciel'ov sme zacali definiciou teoretickych vychodisk, nasledne vytvo-
renim kl'G¢ovych bodov napliiania praktického rieSenia. Vytvorenim a vyhodnotenim
dotaznika sme dospeli k problémovym oblastiam v podniku z pohl'adu zakaznikov, kedy
sme sa nasledne snazili nadjst’ a navrhnlt’ vhodné inovativne rieSenia na odstranenie
tychto problematickych oblasti, ¢im sme dospeli k naplneniu hlavného ciela.

2 Vysledky a diskusia

NasSe zistenia v zmysle stanovenych ciel'ov sme z dévodu vacsej obsaznosti rozde-
lili do viacerych Casti. V prvej z nich formulujeme, ¢o mozno rozumiet/, ked' sa povie
slovo inovacia. Postupne sa v d'alSich Castiach dostaneme ku komplexnému rieseniu.
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2.1 Co je inovacia

V dnesnej dobe evidujeme nazory roznych odbornikov a marketingovych Specia-
listov, Ze dlhodobo sa udrzia na trhu len také podniky, ktoré su inovativne. Co to vsak
znamena byt inovativny? Znamena to neustale dodavat’ na trh nové vyrobky, i zava-
dzat’ do podnikovych procesov najmodernejSie technoldgie?

Pokusime sa aj na tieto otazky odpovedat, zacheme definiciou samotného slova
inovacia (z lat. innovare — obnovenie). Je zaujimavé, Ze pojem inovacia vznikol, re-
spektive bol zadefinovany uz vroku 1911 rakdskym ekondmom Josephom A.
Schumpeterom, ktory o inovacii hovoril ako o novych kombinaciach vyvojovych zmien
a zaroven klasifikoval pat’ vyvojovych zmien. A to zavadzanie novych produktov, novej
vyrobnej techniky Ci procesov, otvaranie novych trhov, pouZivanie novych surovin
a zmeny v organizacii vyroby (Schumpeter, 1911). Je potrebné dodat/, Ze Schumpeter
povazoval za inovaciu len prvé uvedenie novinky na trh, prvi materializaciu myslienky.
Ostatnych nasledovnikov nazyval imitatormi. Moderna definicia OECD (2015) hovori, Ze
inovacia je ,zavedenie nového alebo znacne vylepseného produktu (vyrobku alebo
sluzby) alebo procesu, novej marketingovej metody, alebo novej organizacnej metddy
v obchodnej praxi, organizacii prace alebo externych vztahoch".

Je vidiet, Ze v priebehu desatroci sa definicia vo svojej podstate zmenila len malo
a pribudli k nej sluzby. Podla nds mozno chapat’ dve roviny inovacie, a to vonkajsiu
a vnutornd. Priom za vonkajSiu povazujeme prvotné uvedenie nového produktu, sluz-
by Ci procesu, tak ako o tom hovori Schumpeter. Su to teda ,pravé inovacie* ako nové
technoldgie, aplikovanie najnovsich vedeckych poznatkov a myslienok do obchodnej
praxe prvym podnikom, pricom takdto inovaciu musi trh prijat. Ak trh takito inovaciu
prijme, pripadne inovacia zvysSuje efektivitu, produktivitu, znizuje naklady a podobne,
dava to podla nas predpoklad k vnutornej inovacii, ktorou je podla nas aplikovanie uz
vzniknutej inovacie v dalSich podnikoch, ktoré inovaciu preberu a aplikuju aj vo svojom
podniku. Mame za to, Ze redlne nie je mozné, aby kazdy jeden podnik objavil napriklad
novu technoldgiu, to vSak neznamena, Ze nie je inovativny. VonkajSia inovacia teda
moze dostat’ do povedomia iba jeden podnik, vndtorna inovacia vsak posuva vpred ce-
|é odvetvie, ba az l'udstvo, pretoze az ked' takuto inovaciu aplikuje dostato¢né mnoz-
stvo subjektov, posunie to segment vpred a prave tento bod zlomu rozdeli podniky na
tie, ktoré su inovativne a preziju, alebo na tie, ktoré ,zaspali® a svoje pozicie stratia.
Nasledne sa inovacia pretavuje do trhového Standardu, a spolo¢nost, ktora ju neapli-
kuje najneskér v tomto momente, tak podla nas definitivne straca svoje postavenie na
trhu a sily sa preskupuju. Co je teda rozhodujlce —tzv. ,ist’ s dobou™ a maximalne ju
len o malicko predstihnit’ (Podnikanie a inovacie).

Dalsim ddleZitym zistenim je, Ze inovacie nemusia znamenat’ len vel'ké, ohromu-
juce vynalezy. Odbornici pripominaju, Zze ,niekedy staci zopar drobnych zmien a Us-
pesna inovacia je na svete. Takto sa posiva dopredu vyspela ekonomika, ide o proces,
ktory sa popisuje ako kreativna destrukcia." Su to zlepSenia vyrobnych metdd, rychlej-
zmien sotva vidno, ale ako celok maju obrovsku silu. Tato skutocnost’ sa tyka zvlast
zacinajucich podnikov a podnikov, ktoré oznaCujeme ako malé a stredné (UV SR,
2010).

345



Studia commercialia Bratislavensia Cislo/No.: 35 (3/2016); Ro&./Vol.: 9

Na zaklade tychto zisteni a v tomto kontexte budeme uvazovat’ aj pri inovaciach
v retailovom segmente s moznou aplikaciou na zadavatela. Nie je dolezité vynajst’ no-
vé produkty, ohromné technoldgie, Ci predajné techniky, ale staci, aby kracal s dobou
a stale napredoval, zavadzal dennodenne aspon drobné zlepsenia, ktoré v strednodo-
bom a dlhodobom obdobi podnik posunt ako celok. Naopak, nelspech ¢aka také pod-
niky, ktoré tak nekonaju.

2.2 Nas postup pri vytvarani inovacii

Pred samotnym rieSenim nasej prace sme identifikovali kI'iCové body vytvarania
inovacii a ich aplikacii v naSom pripade v supermarketoch. Tieto body vSak, samozrej-
de, teda retaile, je zvySenie spokojnosti zakaznika, z coho sme rovnako pri naSom po-
stupe vychadzali. Identifikovali sme sedem kl'G¢ovych bodov pri vytvarani inovacii a ich
aplikacii, a to:

1. Brainstorming potencialnych inovacii a konzultacia so zodpovednym zamest-
nancom podniku.

2. Anketa medzi zakaznikmi a zistovanie ich potrieb, problémov a nasledne vy-
hodnotenie dotaznika.

3. Zlucenie brainstormingu a ankety s naslednym vyberom najZiadanejsich ino-
VACii.

4. Vyhodnotenie nakladov, prinosov a moznych ziskov vyplyvajlcich z inovacie
s navrhom realizacie.

5. Vyhodnotenie ¢asového ramca implementacie, vyber redlne uskutocnitelnych
inovacii na zaklade vyhodnotenia.

6. Vyvoj a testovanie vplyvu na podnik a zakaznikov vo vybranych pobockach.

7. Uvedenie inovacie v ramci celého podniku alebo naopak zrusenie inovacie.

V nasej praci sme teda hl'adali také inovacie, ktoré zvysia spokojnost’, ¢i komfort
zakaznika. Spokojnosti zakaznikov pri nakupovani sme zistovali reverznym spdsobom,
pytali sme sa ich, s ¢im su nespokojni. Ziskanim nazorov na nespokojnost’ sme ziskali
jasny smer, ktoré oblasti je potrebné zlepsovat'. Vychadzame z premisy, ze ak zvysime
spokojnost’ zakaznika vhodnou inovaciou, tak vysledkom bude ziskanie vacsej lojality
a jeho opakované nakupovanie v maloobchodnych systémoch, ¢o zarucuje z dlhodo-
bého hl'adiska prezitie v maloobchode. Tym potvrdime zmysel inovacii.

2.3 Vysledky dotaznika

Dotaznik na zist'ovanie oblasti, s ktorymi su zakaznici nespokojni, sme realizovali
on-line formou. Dotaznik obsahoval jednu uzavretd, selektivnu, otazku s uzavretym
poctom odpovedi. Znenie otazky bolo nasledovné: ,S cdim ste najviac nespokojny
v slovenskych supermarketoch? (Vyberte 1 aZ 3 moznosti)." Okrem toho sme zistovali
uz len vek a pohlavie respondentov.

Na nas dotaznik odpovedalo spolu 109 respondentov, z tohto poctu tvorili 68,8 %
Zeny. S ohl'adom na vekové zlozZenie boli najviac zastGpeni respondenti vo veku 18 az
24 rokov, a to az 59,6 %. MOzeme teda tvrdit/, Ze dotaznik zohl'adriuje prevazne nazo-
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ry mladych l'udi a obzvlast' Zien — Studentiek. V grafoch 1 a 2 najdeme presnud Struktu-
ru nasich respondentov.

Graf 1 a 2 Pohlavie a vek respondentov

Pohlavie ipovéd Kolko mate rokov?

@ 18 a2 24 rokov
® 25 a2 23 rokov
@ 30 az 39 rokov
@ 40 a viac rokov

® 2ena
® Muz

Zdroj: Vlastny vyskum autorov

V grafe 3 mozno vidiet, s ¢im su najviac nasi respondenti, a teda najma mladé
Zeny, pri nakupovani v supermarketoch najviac nespokojné. A7z 73,4 % respondentov
trapi dlhé cakanie pri pokladni. Na druhom mieste sa umiestnilo klamlivé oznacenie ce-
ny, ktoré tazi 41,3 % respondentov. Tretie miesto patri nevhodnej komunikacii za-
mestnancov, ktorl povazuje za problém 37,6 % respondentov. Ako badat’ aj vizualne
na grafe s vysledkami, dlhé Cakanie pri pokladni sa umiestnilo suverénne na prvom
mieste, ateda je to podla vysledkov nasho prieskumu najvacsi problém
v supermarketoch.

Graf 3 Vysledky dotaznika

Dlhé ¢akanie pri pokladni
Klamlivé oznacenie ceny
Nevhodna komunikacia zamestnancov 41 (37.6 %)
Kvalita produktov 35 (32,1 %)
Nedostatoén ponuka slovenskych vyrobkov I 31 (28,4 %)

Nedostupnost tovaru v predajniach — 27 (24.8 %)
Produkty, ktoré bezne nakupujem st daleko od seba, NN 23 (21.1 %)
)
Vonkajsi dizajn a vzhlad budovy I 5 (4.6 %)

OstaimF 4 (3,7 %)
0

10 20 30 40 50 50 70 80
Zdroj: Vlastny vyskum autorov

80 (73.4 %)
45 (41,3 %)

Bohuzial’, vysledky nasho prieskumu nemozno porovnat’ s inymi podobnymi ve-
rejnymi prieskumami, nakolko nie su zvyCajne dostupné. Verejné prieskumy maloob-
chodu na Slovensku sa venuju najma zakaznickemu spravaniu v zmysle intenzity naku-
povania, vyska nakupu oblUbenost’ slovenskych potravin a podobne. Verime vsak, ze
podobné prieskumy, ako sme vykonali my, vykonava kazdy obchodny ret'azec interne.
Zistovanie spokojnosti s nakupovanim je zakladny predpoklad zlepSovania, udrzania na
trhu a zvySovania trhového podielu. Zaroven vysledky takychto prieskumov obsahuji
citlivé Udaje, ktoré odhal'uju slabiny podniku, preto su ich vysledky neverejné. Z tohto
dévodu sme nemali moZnost’ porovnanie vykonat'. V d'alSom kroku sme sa zamerali na
rieSenie troch najvacsich nespokojnosti zakaznikov. Na rieSenie tychto nespokojnosti,
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chceme navrhnat’ niekolko inovacnych rieSeni, z ktorych niektoré s len drobnymi
zmenami, naopak niektoré si vyZaduju podstatné investicie.

2.4 Navrhy inovativnych rieseni

V tejto podkapitole si predstavime spolu osem inovativnych rieseni, ktoré riesia tri
najvacsie nespokojnosti zakaznikov. Pri navrhu inovacii sme zohladnovali ¢asové hla-
disko a realizovatel'nost’ rieSenia v stcasnosti, teda vyhli sme sa takym navrhom, ktoré
su najma ,hudbou vzdialenejSej buddcnosti®. V naSich navrhoch delime inovacie na
vonkajSie a vnutorné.

Riesenie problému dlhého ¢akania v rade pri pokladni

DIhé Cakanie v rade pri pokladni trapi vySe 73,4 % nasich respondentov a len po-
tvrdzuje nase prvotné odhady a pozorovania. Co je pozitivne, uvedomuju si to i aktéri
na slovenskom trhu a permanentne pripravuju nové riesenia, ktoré pomézu skratit’ dI-
hé Cakanie pri pokladni. Inovacia, ktora je podla informacii od kompetentnych zamest-
nancov spolocnosti pred zacatim prevadzky, je zacatie pouzivania samoobsluznych po-
kladni. My vsak predstavujeme tri d'alSie mozné rieSenia dlhého Cakania a tymi su pre-
dikcia zaplnenia pokladne, samostatné blokovanie pri regaloch a rychly regal.

Prvou inovaciou je Uplne nova myslienka, vyplyvajlca z toho, Ze zatvorené po-
kladne sa otvaraju pre zakaznikov az v momente, kedy su uz rady vytvorené. Navrhu-
jeme predist’ im tak, aby sa vobec nevytvorili. Navrhujeme zaviest' systém predikcie
zaplnenia pokladne. Ide o to, Ze pocitaCovy systém vopred vie, kedy by sa pokladne
boli zapInili a na zaklade toho vyda zamestnancom preventivne pokyn prist’ do poklad-
ne eSte pred prichodom mnozstva ludi platit. Vyhodou takéhoto rieSenia je, Zze pod-
proces fungoval takto. Prvotnym vyskumom a pozorovanim by sa zistilo, ako dlho trva
priemerny nakup od vstupu do predajne aZ po prichod k pokladni. Do uvahy by pritom
pripadali dve hodnoty, ato dizka ndkupu zakaznika, ktory vstupuje do predajne
s velkym koSikom a s malym kosikom, pretoze predpokladame, Ze dizka takychto na-
kupov sa liSi. Nasledne nasleduje prepojenie existujucich systémov v predajni. Kazda
predajiia ma pri vchode umiestnené pocitadlo I'udi, bezpecnostné kamery snimajlce
vstupujlcich a pri vychode ,odpocitadlo® I'udi, ktori opustia predajiu. Bolo by potrebné
iba vytvorit’ softvérové riesenie, ktoré analyzuje vystup z bezpecnostnej kamery a poci-
tadla a rozozna, ¢i Clovek vstupuje do predajne bez nakupného vozika alebo s nim.
Systém by vyhodnotil kaZdého vstupujiceho. V kazdej chvili teda vie, kolko ludi
v predajni prave nakupuje. Co je podstatné, systém vie, kol'ko priemerne bude kazdé-
mu jednotlivcovi trvat’ jeho nakup. Vyhodnoti hromadné Gdaje a tri mindty pred tym,
nez oCakava naval v pokladniach a zisti, Ze sucasny pocet otvorenych pokladni nebude
postacujuci pre plynuly tok zakaznikov, vysle notifikaciu zamestnancovi, resp. veduce-
mu prostrednictvom naramku alebo privesku, alebo inou vhodnou technickou formou
(mozno wvyuzit' uz existujice), aby sa urychlene dostavil do zatvorenej pokladni
a otvoril ju. Otvorenim novej pokladne pred oCakavanym vytvorenim radu vytvoreniu
tohto radu de facto predide. Toto rieSenie si vyZzaduje len menSiu investiciu do prie-
skumu, navrhu softvérového rieSenie prepajajuceho fungujlce systémy a investiciu do
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notifikacnych naramkov, ak by sa vyuzivala tato forma. Predpokladame, Ze takato ino-
vacia sa da zaviest’ do praxe v priebehu 3 —6 mesiacov.

Druhou inovaciou, ktorG navrhujeme implementovat, je samostatné blokovanie
poloZiek zakaznikmi a to priamo pri regaloch. Ide o to, Ze zakaznici pred vstupom do-
stand rucny skener. Tymto skenerom blokuju tovar priamo pri regali a vkladaju ho
rovno do tasky. Nasledne sa dostanu k vyclenenej pokladni, kde len odovzdaju skener,
pokladnik na zaklade Udajov zo skenera prijme platbu bez toho, aby zakaznik znova
tovar vykladal na pas. Inou alternativou je, ze prilozenim skenera k pokladni cely pro-
ces platenia bude realizovat’ zakaznik sam.

Takto sa cakanie v rade maximalne eliminuje. Skener je mozné nahradit’ alebo
doplnit’ aplikaciou v smartfone, ktora by fungovala rovnako, odpadli by vSak naklady
na nakup fyzickych skenerov. Rizikam vo forme nepriznanych nakupov by bolo pred-
chadzané registraciou zaujemcov o takito formu nakupovania a poucenim o sp6sobe
fungovania. Nahodne by boli vykonavané kontroly nakupov. Mame za to, ze tento sys-
tém by vyuzivali zakaznici, ktori navstevuju konkrétnu predajiiu pravidelne, byvaju
v jej blizkosti, Cize povinna registracia by nepredstavovala prekazku. Rovnako si mys-

.....

Takéto rieSenie si vyzaduje sice doveru, prinasa vsak najviac prinosov, v zmysle
hesla risk je zisk. V pokroCilejSej verzii systém dokaze ukladat’ historické nakupy za-
kaznika, odporuc¢at’ mu produkty, akcie, vyhl'adavat’ tovar v predajni a podobne. Moz-
nosti su velké a ocakavame, ze zakaznici by ich aktivne vyuzivali. Takéto skenovanie
uz funguje v niektorych systémoch, aj na Slovensku.

Tret'ou inovaciou, s ktorou prichadzame, je kvazi vytvorenie predajne v predaijni.
Myslime si, ze najviac sa ponahlaju a najviac vadia zdrzania v radach tym, ktori naku-
puju len niekolko malo produktov a chcl ¢o najskor odist. Ak uspokojime aspon ta-
kychto zakaznikov rychlym nakupom a odbavenim pri pokladni, tito by svoju pozitivhu
skusenost’ rozsirili formou word of mouth dalej. Tymto 'udom okrem skratenia Cakania
by sa skratil aj celkovy pobyt a pohyb v predajni. Analyzou predaja by vybrali najpre-
davanejsich 40 —50 produktov beZznej spotreby. Na tieto produkty predpokladame vyc-
lenit’” mald Cast’ predajnej plochy a ohraniCit’ ju. Tato plocha by mala byt zvolena tak,
aby zakaznik vedel od vchodu vstipit’ priamo do nej, bez nutnosti prejst’ celt nakupnu
zénu. Takato mini-predajna v predajni (systém shop in shop) by mala samostatnd po-
kladiu. Oddelenim vel'kych nakupov od malych a nasmerovanim rychlych nakupov do
samostatnych priestorov by bolo nasledne mozné Specificky pristupovat’ k jednotlivym
nakupujucim, efektivnejsie s nimi komunikovat’ a uspokojit’ ich potreby efektivnejsie.

Riesenie problému klamlivého oznacenia ceny

Nespravne ceny uvedené pri vyrobkoch patria medzi najcastejSie nedostatky zo
strany predajcov. Obchodné ret'azce tak neustale porusuji zakon o ochrane spotrebi-
tel'ov. Kontrolu jeho dodrZiavania ma vo svojej kompetencii Slovenska obchodna in-
Spekcia. Eurdpska Unia sa snazi obmedzovat’ klamanie spotrebitel'ov mnohymi marke-
tingovymi ,trikmi* predajcov, a to prostrednictvom tzv. ,blacklistu®, ktory obsahuje ne-
kalé obchodné praktiky (Etrend, 2015).

RieSenie problému klamlivého oznacenia ceny navrhujeme na zaklade vysledkov
predchadzajliceho dotaznika. Osloveni respondenti oznadili problémy so zavadzajlacimi
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cenami za druhy najvacsi problém, ktory ich trapi pri nakupovani v supermarketoch. V
ramci rieSenej problematiky sme vybrali tri konkrétne rieSenia, ktoré by mohli byt
uplatnitelné na slovenskom trhu.

Prvym z nich je zavedenie digitalnych cenoviek v diskontnych predajniach. Navr-
hom nasho rieSenia je vymenit’ terajsiu verziu uvadzania cien za digitalnu, ktora by bo-
la priamo prepojena s jednotlivymi pokladnicami. Takymto prepojenim by sa dalo vy-
hnat’ rozdielnym cenam v regaloch a na pokladnic¢nych blokoch.

Druhym rieSenim je vybavenie prevadzkovych jednotiek overovacmi cien, ktoré su
uz sucastou konkurenénych retazcov. Systém by vyrazne pomohol pri predchadzani
roznych nedorozumeni vzniknutych pri zrealizovani platby.

Posledny napadom je zaviest’ do ret'azca novl zasadu: ,Ak nesedi cena, mate to
zadarmo!" Podl'a autorov by jej zavedenie do praxe prindtilo spolocnost’ viac Casu ve-
novat’ problematike spravneho oznacovania cien tovarov. Efektivny dopad by to malo
aj na spotrebitel'ov, ktorych by pripadné nedorozumenia neodradili od opatovného na-
kupu.

Riesenie problému nevhodnej komunikacie zamestnancov

»VSeobecne, cielom komunikacie je dosiahnut’ porozumenie. V pripade predaja to
znamena: predavajlci porozumie poziadavkam kupujiceho a kupujlci pochopi ponuku
predavajlceho" (Misik, 2011).

Zodpovednym za to, ¢i si zakaznik produkt kipi alebo nie, je prave zamestnanec
danej spolocnosti. Zakaznik potrebuje pri komunikacii citit’, Ze predavajucemu na jeho
kipe zalezi a je ochotny pomo6ct’ mu. Nevhodna komunikacia zamestnancov uzatvara
cich sa uz ocitla v situacii, kedy sa v snahe informovania o umiestneni daného produk-
tu stretla so zamestnancami, ktori nevedeli, aky produkt sa kde momentalne nachadza.
RieSenim autorov je zaviest' na zaciatku predajne prehladnd mapku, ktorl pozname
z obchodnych centier. Systematické zobrazenie pomocou obrazkov by pomohlo jednot-
livcom okamZite sa zorientovat’ pri nakupe, ¢o by mohlo pripadne skratit’ blidenie me-
dzi regalmi.

Daldim inovativnym rieSenim je zaviest' navigatné cedule nad regélmi, ktoré by
usmernili zakaznikov a prostrednictvom nich by sa vyhli stresujicim situaciam. Navi-
gacné cedule by taktiez ulahCili pracu zamestnancom, ktori by mohli svoj Cas vyuzit’
efektivnejsie.

V rdmci zvysSenia efektivity autori navrhuju zavedenie hodnotenia zamestnancov
prostrednictvom smajlikov a nasledné ocefovanie najlepsich. Navrhom je umiestnenie
tabletu s hodnotiacou aplikaciou, v ramci ktorej by mali zakaznici moznost’ jedno-
duchym spbsobom vyjadrit’ svoje pocity zo spravania zamestnancov konkrétnej pre-
dajne pri opustani predajne. Casovo a financne nenarocny systém hodnotenia by sa
v ramci filidlok Stvrtro¢ne vyhodnocoval a najlepsie hodnoteny personal by bol odme-
novany. Hodnotiaca aplikacia by zvysila motivaciu zamestnancov a ich snazenie.
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Zaver

Konstatujeme na zaver, Ze v nasSej praci sme spinili hlavny a vedlajsie ciele. Na
zaklade dopytovania prostrednictvom ankety sme zistili, ¢o trapi pri nakupovani
v supermarketoch slovenskych spotrebitel'ov, obzvlast’ mladych l'udi. Za najvacsi prob-
Iém, podla vysledkov prieskumu, povazuju dihé ¢akanie pri pokladni, rovnako proble-
maticky hodnotia, okrem iného, aj nevhodnu komunikaciu zamestnancov. Prekvapenim
bolo, Ze mladi l'udia, na zaklade prieskumu, nie st velmi zamerani na slovenské potra-
viny, respektive ich absenciu supermarketoch nepovazuju za podstatny problém. Toto
zistenie nie presne zodpoveda publikovanym prieskumom verejnej mienky, vykonava-
nym na SirSej Skale obyvatel'stva. Vysledky nasho vyskumu je mozné pouzit’ manaz-
mentom ret'azcov na lepSie pochopenie motivacii mladych pri rozhodovani, kde naku-
pit’, respektive zamerat’ sa na zlepSenie problematickych oblasti tak, aby ich odstrane-
nim mladych l'udi k sebe prilakali a ti sa stali ich vernymi zakaznikmi.

Dal$imi krokmi, ktoré je mozné po realizacii tejto prace realizovat, je vycislovanie
nakladov, prinosov a hlbkova analyza navrhovanych inovacii a ich testovanie v praxi.
Je len na samotnej spolocnosti, ¢i nase zistenia vyuzije pri zlepSovani svojich sluzieb.
Okrem spomenutého sme rovnako podali nase vlastné stanovisko, ako chapeme inova-
ciu my. Celd praca je aplikovana najma na spolocnost’ Lidl Slovensko, ale vysledky su
relevantné pre SirSiu Skalu podnikov, obzvlast’ v maloobchode a podniku ju mézu vyu-
Zit' k lepSiemu pochopeniu mladych l'udi pri nakupovani a problémov, ktoré ich pri tom
trapia. M6Zu byt dobrou pomockou aj pre zacinajlcich podnikatel'ov.
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RECENZIE/BOOK REVIEWS

KITTOVA, Z. A KOL. 2016. Eurdpske a medzinarodné obchodné
pravo. Bratislava: Vydavatel'stvo EKONOM. 338 s.

Elena Kast'akova!

Vplyv globaliza¢nych tendencii vo svetovom obchode a narastajlcich zasahov
jednotlivych statov do hospodarskych procesov viedol k postupnému prepojeniu tychto
narodnych ekonomik k spolo¢nych procesom na medzinarodnej Urovni a unifikacii urci-
tych obchodnych pravidiel v spolocnej eurdpske integracii. Vyznamna Glohu v takejto
harmonizacii pravidiel zohrava eurdpske a medzinarodné obchodné pravo.

Predkladana vysokoskolska ucebnica, ktora sa zaobera problematikou eurdpskeho
a medzinarodného obchodného prava, je dolezitou stcast'ou pedagogického vzdelava-
nia Studentov Obchodnej fakulty Ekonomickej univerzity v Bratislave, ¢im bezpochybne
formuje ich Studijné i budlce profesijné zameranie. Vzhl'adom na potencialnu Sirku
skimanej problematiky si autori spravne vymedzili tematické okruhy, ktoré su
v ucebnici podrobne rozpracované a ucebnicu rozdelili do siedmich hlavnych kapitol,
ktoré sa d‘alej Clenia na podkapitoly.

Cielom recenzovanej ucebnice, ako vedlca autorského kolektivu uvadza, je spra-
covanie poznatkovej zakladne v jednotlivych tematickych oblastiach vzhladom na naj-
novsi vyvoj poznania a legislativy v eurépskom a medzindrodnom obchodnom prave.
Tato vysokoskolska uCebnica bola spracovana ako vysledok rieSenia projektu financo-
vaného Kultirnou a edukacnou grantovou agentirou Ministerstva skolstva, vedy, vy-
skumu a Sportu Slovenskej republiky (KEGA) 002EU-4/2015 pod nazvom Priprava vy-
sokoskolskej ucebnice pre taZiskovy predmet eurdpske a medzinarodné obchodné pra-
vo nového studijného programu medzinarodné podnikanie. Projekt bol rieSeny
v rokoch 2015 — 2016 a bol zamerany na vyskum kl'G¢ovych poznatkov a schopnosti
v eurdpskom a medzinarodnom obchodnom prave pre novy Studijny program medzina-
rodné podnikanie na Obchodnej fakulte Ekonomickej univerzity v Bratislave.

Skdmana problematika vysokoskolskej ucebnice je rozpracovana v siedmich kapi-
tolach. Prva kapitola vymedzuje hlavné pojmy ako aj zakladny systematicky ramec
problematiky obsiahnutej v d'alSich Castiach ucebnice. V nasledujucich kapitolach autori
ucebnice zrozumitelne, prehl'adne a na potrebnej odbornej Urovni priblizuji predmet-
nd problematiku, najmd fundamenty volného pohybu tovaru, sluzieb, os6b, kapitalu
a platieb v Eurdpskej unii, sut'azné pravo Eurdpskej Unie, ako aj pravny ramec ochrany
spotrebitel'ov. Poslednd kapitola sa venuje dohodam mnohostrannému obchodnému
systému v ramci Svetovej obchodnej organizacie.

Z pohl'adu zahrani¢noobchodného podnikania je vyznam eurépskeho a medzina-
rodného obchodu nesmierny, obzvlast’ pri formovani strategickych rozhodovani zahra-
ni¢noobchodnych firiem, spracovanie zahrani¢nych trhov, spravny vyber obchodnych

! doc. Mgr. Elena Kast'akova, PhD.; Ekonomicka univerzita v Bratislave, Obchodna fakulta, Katedra medzi-
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partnerov, pri uzatvarani kipnopredajnych zmliv a samotnej realizacie zahrani¢noob-
chodnej operacie.

Pozitivne hodnotim predkladani ucebnice po obsahovej i metodickej stranke.
Pravna Uprava v jednotlivych oblastiach je vysvetlovana za pomoci mnohych prikladov,
¢o pomaha jej lepsiemu porozumeniu. Text ucebnice je doplneny o o znenie vybranych
ustanoveni vysvetlovanych pravnych predpisov. Ustanovenia zakladajucich zmlav su
zaroven citované z konsolidovaného znenia Zmluvy o Eurdpskej Unii a Zmluvy
o fungovani EU. Autori spracovali a vyuzili mnozstvo dostupnych, domacich aj zahra-
nicnych zdrojov literatlry, pricom ich vhodne aplikovali v jednotlivych Castiach ucebni-
ce.
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DRIENIKOVA, K. — KASTAKOVA, E. 2016. Vyznam krajin Spolo-_
censtva nezavislych statov pre strategické rozvojové zamery EU
(so zameranim na Slovensko). Bratislava: Vydavatel'stvo EKO-
NOM. 136 s.

Zuzana Kittova!

Vedecka monografia sa tematicky venuje problematike nesporne si zasluhujlcej
vedecko-vyskumnu pozornost, o to viac, Ze sa priamo tyka aj Slovenska. Kooperacia
povodne este Eurdpskych spoloCenstiev s krajinami leziacimi smerom ,nha vychod" sa
nastartovala padom tzv. Zeleznej opony a socialistického bloku, pricom ocividny zau-
jem o jej rozvijanie mali obe strany. Mozno dokonca tvrdit, ze EU tato kooperaciu
uprednostiiovala viac, nez s akymikol'vek inymi krajinami, resp. regiénmi sveta. D6vo-
dov pre to bolo viacero nevynimajlc geograficku blizkost’ krajin byvalého sovietskeho
bloku, ich surovinovu zakladnu, trhovy potencial a potrebu politickej stability a demo-
kracie v bezprostrednej blizkosti EU. Upeviovanie sfér vayvu prltom Zo strany EU pre-
biehalo prioritne prostrednictvom obchodnych prepojeni, ¢i uz to bolo v podobe aso-
ciaCnych dohdd, dohdd o partnerstve a spolupraci alebo najnovsie komplexnych dohod
o volnom obchode. O pokracujicom strategickom vyzname krajin vychodnej Eurdpy,
strednej Azie a juzného Kaukazu - v monografii sihrne oznacenych ako krajiny Spolo-
Censtva nezavislych Statov (SNS) - pre EU svedci usilie o posilfiovanie vézieb aj napriek
nevyrieSenym politickym problémom vo vztahoch EU a Ruska a z nich vyplyvajucich
obchodnych sankcii.

Vedecka monografia je vysledkom viacroného koncentrovaného vyskumu auto-
riek v ramci rieSenia vyskumnych projektov VEGA, konkrétne projektu VEGA s nazvom
,Vyznam tretich krajin pre strategické rozvojové zamery EU v pokrizovom obdobi (s
implikaciou pre slovenskl ekonomiku) a projektu VEGA s nazvom ,Nové vyzvy v oblasti
europskej energetickej bezpecnosti a ich vplyv na konkurencieschopnost’ EU v horizon-
te do roku 2020". Po obsahovej stranke autorky vedeckej monografie postupuju od
vymedzenia a pribliZzenia SirSieho ramca euroazijského hospodarskeho priestoru vrata-
ne integracnych procesov v tomto priestore, cez obchodné a obchodno-politické vzta-
hy EU voci dotknutym krajinam jednak sthrne za cel( skupinu krajin, jednak jednotlivo
v pripade Ruska, Ukrajiny a Kazachstanu, az po obchodné vztahy Slovenska s krajina-
mi SpolocCenstva nezavislych Statov a vybranymi krajinami - Ruskom a Ukrajinou. Ve-
decka monografia prinasa podrobné vysledky v podobe teritoridlnej a komoditnej
Struktury skumanej zahrani¢noobchodnej vymeny i jej zmluvnej zakladne, pricom
mnozstvo Statistickych Udajov je spracovanych vo forme prehladnych sihrnnych tabu-
liek a grafov. Vyskum je navySe doplneny aj o vypocet viacerych ukazovatel'ov a inde-
xov, ako RCA, index podobnosti, Grubel-Lloydov index, ¢o umoziuje hibkovl analyzu a
hodnotenie charakteru skiimanych zahrani¢no-obchodnych vztahov.

Zéavery vyskumu poukazujll na existenciu nevyuZitého priestoru pre prehibenie
hospodarskych, obchodnych Ci dokonca integracnych vézieb vzhladom na vysoku eko-
nomicky interdependenciu, komplementaritu a ekonomicky potencial krajin SNS. Rizi-
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kom je viak prenikanie EU do priestoru zaujmov Ruska, ¢o mozno podla autoriek riesit’
jedine konstruktivnym a pragmatickym presadzovanim zaujmov zo strany EU. Autorky
poukazuju aj na perspektivne oblasti vzajomnej hospodarskej spoluprace medzi Slo-
venskom a Ruskom.

Problematika vztahov EU a Spolocenstva nezavislych $tatov je nesporne velmi
obsiahla a aj napriek prioritnému zacieleniu na hospodarske a obchodné vztahy zahfia
komplex posobenia dalSich faktorov a aspektov spoluprace, ktoré sa vo vedeckej mo-
nografii blizSie neanalyzuju (napr. investi¢na spolupraca sa spomina len medzi Sloven-
skom a Ukrajinou). To otvara priestor pre pokracovanie vyskumu v tejto oblasti.
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