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From the Editorial Committee

We are giving you the next 21st (3/2014) issuehef@uarterly of the Faculty of Man-
agement of the Rzeszow University of Technologytledt “Modern Management Re-
view”.

The primary objective of the Quarterly is to prompublishing of the results of scien-
tific research within economic and social issuesdgonomics, law, finance, management,
marketing, logistics, as well as politics, corperhistory and social sciences.

Our aim is also to raise the merits and the inténal position of the Quarterly pub-
lished by our Faculty. That is why we provided fgreScientific Council, as well as an
international team of Reviewers to increase theesaf the scientific publications.

The works placed in this issue include many assiomptand decisions, theoretical so-
lutions as well as research results, analyses, adsgms and reflections of the Authors.

We would like to thank all those who contributedthe issue of the Quarterly and we
hope that you will enjoy reading this issue.

With compliments
Editorial Committee
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Antonio BASSI*

HUMAN AND ORGANIZATIONAL KNOWLEDGE
IN A PROJECT MANAGEMENT CONTEXT

Purpose— This paper aims to study the improvement ofguoguccess in organizations
by integrating knowledge management strategies pitfject management practices in a
typical project lifecycle, assuming that the prégeare the tools by which organizations
achieve the strategic objectives.

All projects are considered successful if theydelvered on time, within budget, with
the required features and functions. This couldabéandication that project management
practitioners have not fully acquired and trangfdrknowledge learned from past projects
to ensure a higher success rate for current andefpirojects.

The knowledge created in the projects environmerinost any case is lost due to in-
efficiency of the processes of the enterprise dmgdion. This leads to inefficiency in de-
veloping processes and activity already done byptiogects organization in previous pro-
jects.

The proposal highlights the importance of an irgelt approach to knowledge sharing
demonstrated on a practically approved procedutaofledge sharing on a project man-
agement level. Furthermore the concept and prdoess successful institutionalisation of
Knowledge Management to foster communication aratish among people is described
by a case based through a procedure of “knowledgeagement in project environment”.

This paper doesn’t provide a solution to the emtsepproblems, this is not a methodol-
ogy, but like the ISO standard 21500 on project agament and PMBOK (Project Man-
agement Body Of Knowledge) by the Project Managenhestitute (PMI) provides the
tools by which the organization can manage witbaf¥eness and efficiency the projects.

Keywords - Project Management, ISO 21500, Continuous imgmoent, lessons
learned, historical information, Knowledge Transferoject Lifecycle, Project Success.

1. INTRODUCTION

The world of project management is an incredibleegator of knowledge and before
beginning to describe the relationship betweengatoand knowledge, it is possible to
describe, shortly, the context of project managemen

A project, by the definition of the Project Managarh Institute (PMI), one of the
most important organization in the project manag#neentext, is: a temporary endeavor
undertaken to create a unique product, serviceesultr a project define a unique
deliverable (unique because it is never done byetiterprise organization) developed by
a plan, in this way, project for the enterpriseamrigation has a strategic value because it
is the tool by which the enterprise organizatiom e@ehieve its strategic goals. But a
project, to achieves its goals, must work with dlwlefined policies and in a correct
cultural context. It is important to define the esiifor a correct and efficient Project
Management.

! Antonio Bassi (Eng), Professor of Project Managernaé SUPSI (The University of Applied Sciences ants
of Southern Switzerland), Galleria 2, Via CantorzdeCH-6928 Manno, mail: antonio.bassi@supsi.ch



8 A. Bassi

What is project management? By the definition & BMI, it is the application of
knowledge, skills, tools and technique to projedttivities to meet the project
requirements. In an enterprise context, the projeahagement defines the strategy to
develop the projects and involves the whole orgation. In fact, the project management
culture involves not only the directions or divisgothat develop the project, but all the
organization. Project needs the cooperation ofttadl directions or divisions in the
organization (marketing, purchaising, selling, aien ...).

Project, during its lifecycle, produces a lot ofcdments, like, for example: project
documents (plan, strategy, template, ...), meetinghutes, memos, personal and
organizational knowledges. All these kinds of knesge must be managed to improve
the knowledge in project management and to enhahee capital assets of the
organization to manage, in an effective and efficiway, the project with cost and time
reduction, but, unfortunately, in most cases, kmswledge doesn't increase the value of
the organization. The cost and time reduction ssjimle only through a correct recording
of all the knowledge.

But what is the state of the art? The managemart, td lack in organizational
management, thinks that the recording activitiesanly loss of time and an inacceptable
project cost, and, for their blindness doesn'ttheeadvantages in the next projects by the
time and cost point of view.

1.1. The state of the art

The Standish Group analyzes, every two yearssi@HAQOS report, the performance
of projects in various market sectors and in défer cultural contexts. This report
analyzed more than one hundred thousand projeataged all over the world in every
cultural, industry and country context. The pictisequite critical in the regard of the
implementation of projects which fail to meet tHgextives for whom they were initiated.
The last value obtained from this analysis willrata value of about 37% of projects that
have met the customer aspectattive and only orjegtrop to three finished achieving its
goals. It is possibile to see a little incrementéyears.

There is other significant information related tee t'project with problem': if the
project doesn’t achieves the time goal, the incrgnme time is nearly the 222% and for
the cost is 186%. In this context the most impdrthimg is to define the causes of these
problems.
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2. THE CAUSES

To define the main causes of these problems ibssiple to outline three different
areas:

- Introduction of armorganizational project management cultwsdented,
which is directly made by the top management ofdtganization. One of the
most important element is the improper closure @ir@ect to collect, catalog
and archive the documents / information;

- Improvement of professional skills of project masiayso that their
behavior can always be directed to the ethics efgiofession by allowing a
proper and transparent communication within theoization;

- Definition of a Knowledge Management system that bandle all the
knowledge generated by projects that allow youttwesthe information and at
the same time to deploy it.

The first two areas are analyzed shortly, in thet qpEaragraphs, and more time is
dedicated to the definition of a Knowledge Managen®ystem.

2.1. Culture of Project Management

Recover a famous phrase of Napoleon "There areadorégiments, only incapable
colonels" that is perfectly suited to the orgari@adl context, it is possible to say that it is
the management the major source of problems abridp@nization. If proper guidelines are
not distributed and will not supervise that these properly executed, it cannot be
expected that the results will meet expectatiomghis context, one of the toughest tasks
for which you will have to occupy management is tledinition of a strong culture of
project management, which, differs from other aualtucontexts of the organization
(e.g. sales, marketing, ...), are characterizedabyertical development within the
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directions/departments, spread horizontally, bezdusmbraces the whole organizational
structure.

Organizational Environment

Project Management Culture

Development of a culture of project management (sawurce)

But, in many organizations it is possible to obseavdrammatical absence of maturity
in project management. This is due to a differeaception, by the management, in the
maturity of their organization because many marmgensider the number of projects
managed the index of their maturity.

The maturity in project management is made by #fnidion of strategy, tools, rules
and processes to manage projects and in this dahiexhecessary to define the strategic
approach to manage the knowledge made by pastcgsoja this way the projects can
improve the accurancy of the project informatiomaduce the cost, duration and risk and
the uncertainty of the results.

In order to improve the maturity and the projeetfprmance, the best approach and
the only strategy is the definition of tools andgedures to capture and record all the
project information and all the personal and entsepexperience gained during the
execution of the lifecycles of the projects.

It is impossibile to stop our activity to manage thformation at the end of the project
because the strategic value of this informatiorelated to the start phase of the project
because this historical information is an importagut of the planning phase of the
projects. In fact this information is used to betiefine our plan and to use, for similar
projects, parts of past plans, to have a cost, éinterisk reduction for the current project.

2.1.1. Project closure

The lack of a phase to collect, catalog and arclinee documentations, generated
during the execution of the project, is the firatise of the failure in the contest of project
and knowledge management. The reasons, which st dight might seem the most
plausible, are the lack of resources, time and éudgften people, due to the pressure of
work, are assigned to other projects as soon agrngous project go into the closing
phase. But, perhaps, the most plausible explanaisorthat generally the senior
management considers the cost of the closure gfrtlject as an unnecessary cost.
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Another motivation on the human nature that avéiatslity due to a job, is not done
properly, leads team members and in particulamptiogect manager who has managerial
responsibilities to not perform this step, avoidimgthis way, the criticism of the work.

Kerzner observes that people are more likely taudmmt the successes and are more
reluctant to document the failures because themenavould be inextricably linked to
failures, for fear of retaliation.

Thomset compares projects with the "witch hunt",oag of the most ruthless and
cynical organizational practices in which the vitdi (the project manager and sometimes
his entire team) are accused by the top manageineay case, for the poor results. He
identifies top management has the primarily resipbasfor the failure. To further
substantiate this statement, it is possibile totkay it is the top management who have to
define all the directives for a proper project ngaraent. Unfortunately, in the majority
of cases, this responsibility is ignored, for aietyr of reasons ranging from the lack of a
strong culture in project management to a wrongcqgion of reality in their
organization.

Murray, however, advocates for greater professismabf the project manager and his
team inviting him to accept the responsibilitiedépendently of the involved factors.

However, in these cases, he sight lose of thegeall that must be pursued. The real
goal of the closed phase of a project is the ctiie@and documentation of everything that
happened during the execution of the project ireptd obtain extremely beneficial in
terms of saving and experience, in new project$ Wil be managed by the same
organization.

It's true what Kerzner said, " the only real faflsrare those in which we learn
nothing."

2.2. Professional skills in Project Management

The project manager is a professional, and as dwehshould be formed.
Unfortunately, in many companies the growth of fhisfessional is made not through an
educational process that should begin with a cheafalysis of the candidate's ability but
through a mechanism of promotion that elevates geson who stood out for the
undisputed technical skills. In this context, itpigssible to lose sight of one of the most
basic concepts of work and the allocation of resgmlities, which answers the following
question: Is the person able to perform the task i$ required? Since the role of the
project manager is typically aimed at the managand not to the technical context, this
persons do not always meet expectations becaudagke that will have to play are too
far away from what is its working reality.

The main characteristics of a project manager,daage in a correct way the project,
are related to (the first three):

- Leadership;
- Communication;
- Problem Solving.

And now the question: how many project manageed,\tbu know, have these kind of
characteristics? In most case the answer couldvée: few or nothing. This kind of
profession need a very strong characteristics, thisdis the answer because not all the
persons could be able to manage a project.
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If you need to define the role of a project managmr could define as a: manager.
You can notice that the three characteristicsdiftefore are related to managerial skills,
and if a project manager needs to manage a gre@cprwith one or two hundreds
persons and with a budget of 10 millions euross fioject could be quite similar to a
little or medium enterprise.

2.3. Knowledge Management

In order to make effective and efficient structdog managing projects within an
organization is required to have a knowledge mamage system that archives and, at the
same time, make accessible all the information. Tifermation generated by the
organization are the lifeblood of all projects. kditit them, the project will have:

- Difficulties in planning. Each project within therganization will be
managed as «first project»;

- Difficulties in achieving the objectives. The projevon't be able to use
the historical information to better plan and managpject risks;

- Lack of management. The projects and related psesewill not
improve.

Consequently, the organization may not:

- Improve their level of organizational maturity.

Let's see how a proper organization of informaticein be beneficial to the
organizations. Therefore, it is needed to starhwlite evaluation of different types of
knowledge that are gained from the projects.

3. THE KNOWLEDGE OF THE ORGANIZATION

In an organization there are two different leveikmowledge that must be managed,
from the historical information and lessons learpeiht of view:
- individual knowledge What the people have learned during the
execution of the project;
- Organizational knowledgeWhat the organization has developed and
learned from the management of the projects.

3.1. Individual knowledge

Taking Ismail,«poor is the collection of information how people share knowledge
and experience», especially in the context of tiogept.

It is possibile to propose a theoretical framewaeégresented in the following figure,
which shows, by mean of appropriate motivational ammoving those that may be of
inhibitory factors in the sharing of knowledge aexperiences, a more effective and
efficient sharing of knowledge / experience thaulglohelp to increase the probability of
success of a project.
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Project Knowledge Sharing
Contribution to Project

Organizational Individual
Motivational Factors Motivation Factors

“ Project Success

Knowledge Sharing ‘ To achieve the project

Tools to acquire Intention to Share Behavior |  objectives and goals
knowledge Knowledge - Tacit knowledge j| - Onscope

- Explicit knowledge “

|

- Ontime

- On budget

- Satisfaction of
stakeholders

The knowledge of individuals (own source)

This model is based on the " Nonaka 's Knowledgev€sion Model (known as the
SECI model)."

It was introduced as one of the most critical eletmein the management of
knowledge in this context, the management of tteit tanowledge of people. Only
through a strong personal motivation, supported dgong motivations from the
organization, a person may be willing to sharertegperience and knowledge. You have
to remove the perception &howledge = poweto move towards a model pbwer =
ability to share where people are valued for their ability to sh&rewledge and
experience at all levels of the organization. Tinigolves a radical cultural change in
which even the reward systems of people must beught. To improve the success of
this kind of activity is necessary to have a strandture in project and knowledge
management inside the organization. You need temndmer that the main responsibility
to define the correct level of organizational crétis for the top management. They are
the makers of the success (or insuccess) of thenaational strategy and for the related
results.

Referring again to the model proposed by Ismaik ot entirely correct to say that
only through the collection of these knowledge ect§ can be successful. Success can be
achieved through a system of organizational coHlatimn in which all parties provide
their own contribution: Individuals and organizatio

To achieve the desired result the organizationa gwiority, you must define the
strategy by which you can get this information, y@u do not only need to motivate
people, but to identify the means by which thidemlon is made possible. The classic
tools such as brainstorming, focus groups, andrsthiay no longer be sufficient. It may
therefore be necessary to enlist the help of pdggigis who help people to give an order
to their thoughts and their feelings. It is ofteistjwhat a person does not have a perfect
knowledge but a subtle feeling that might be thg k& success in future projects /
activities.

3.2. Organizational knowledge

The management of projects, through the amounboiiithentation that is generated,
it is an inexhaustible source of knowledge, if gy managed, which can make a
significant contribution to the improvement of ongzational processes allowing at the
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same time to feed the loop of continuous improvenmeerder to achieve high maturity
models.

In this context the culture of the organization doees particularly important as it
directs all project management organizational bemaand not to the collection,
cataloging and information management as well a&sy#ving that has been learned in
terms of experience (these knowledges are genlgrickssified as Lesson Learned).
Skills that are learned from such activities hagerbplanned and executed and those who
were their results. By critical analysis of thes#iaties you can get to define what has
been done in a correct way and that, therefois féir to replicate in the projects that will
be managed as a result but also what has not lmeens correctly, but which still brings
important elements of knowledge because it foresoureflect on the causes of failure
making us understand mistakes made by drawingeasdime time the way so that in the
same circumstances, in future projects, you caselioe best strategy. Another strategic
element to improve the culture of organizationab\tedge is the definition of the correct
infrastructure with the related processes. To aghibe success in term of knowledge, the
enterprise organization must define the organimationfrastructure to manage all the
kind of knowledge. Infrastructure in terms of stgy, tools, procedures, template and
resources.

Project Organization
Knowledge Sharing

Cultural Value —

Knowledge Sharing
Infrastuctureand | Collect Project Behavior Project Success

processes Information - Historical Information (contribution)
- lessons Learned

Managerial Boost —

The knowledge of the organizations (own source)

3.3. The result

From these two organizational knowledge charts fidssible to outline what could be
the framework that organizations can use to matfagjeknowledge.

Organizational and individual knowledge provided Hye organization is the
foundation on which the processes of project mamege can be improved to achieve the
results for which the projects have been undertakbrough this knowledge you have the
possibility to identify the weaknesses and stremgththe processes, to improve them and
their organizational flow, defining improvementiaas that will direct the flow of actions
towards the continuous improvement of the orgaitnat
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Project Environment

Project Success

Organizational Individual
Motivational Factors Motivation Factors Cultural Value
Tools to acquire Intention to Share Knowledge Sharing | Intention to Share Infrastucture and
— _ ~ — —
knowledge Knowledge Behavior Knowledge processes

i

— Managerial Boost

Project
Processes

The knowledge in a project context (own source)

Factors of extreme importance are also the toals téchnology provides us for the
knowledge so that it can be properly managed. Theee already technologically
advanced tools for knowledge management in theesbrtf a project but you need to

have built-in tools that integrate planning tooldthwthese tools of knowledge
management.

The characteristics (minimum) of these tools shdeld
- Automatic archiving of official documents (designocdiments,
functional specifications, reports, ...);
- Managing the versioning of documents;
- Template management;
- Archiving of documentation for meetings, events presentations;
- Lessons learned;
- Mail system design with automatic archiving in tdatabase of the
project;
- Immediate fruition of all information.
4. WHAT IS THE FUTURE

After the examination of the current situation wille evidence of the elements that
characterized them it is possible to define, todguour actions, what are the critical
success factors of project management in a conféittowledge management:

- Integrated management of knowledge;
- Establishment of a culture of project and knowledgmagement;
- Continuous improvemenf organizational processes.

4.1. Integrated management of knowledge

It is necessary, for the project management systenmtegrate the management of
knowledge in order that the projects can be managexth effective and efficient way.
The processes that govern the management shouéflreed inn an ideal development
project, as defined by the 1ISO with its standar@2%$500 project management and by the
PMI in its PMBOK (Project Management Body Of Knoddg), through the 5 process
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groups: initiation, planning, execution, monitoringnd closure the processes of
knowledge management must be insert into the fatigwyroups:

- Initiating - projects must benefit from the knowdgdof past projects in
order to improve the management of the projectutin the knowledge and past
experience;

- Planning, execution, control - collecting and stgrilessons learned
gained from the development of the project;

- Closure - recording the lessons learned acquiratis last phase and
all the information generated by the project (afficand unofficial documents,
presentations, memaos, reports ...).

In this context, it would be desirable to the 1@kiedge areas (scope, time, cost, risk,
...), that make up the standard 1SO21500, to addhan one, the management of the
knowledge. Only in this case you will have an difex integration between project
management and knowledge.

4.2. Defining a culture of project and knowledge maagement

The culture of the project and knowledge managenterstucceed, must permeate the
entire organization. It must be able to developZuotally embracing all organizational
structures, placing a common factor principles eocepts that are shared by all, taking
into account the specificities of each individuaature. A central body must be
established which develops, and manages to bramcthe principles and guidelines by
which the organization can move forward with theowtedge that itself is able to
generate.

In this context it is fundamental to have a cleiaion not only of the cultural model
but even of the strategy to achieve the projectd arganizational success. In the
following figure it is shown the flow of informatipand knowledge between the project
organization and the organization and in the seqartiof the figure it is shown the area
of interest and influence of organizational struetuesponsible for managing the
knowledge that it is defined &@rganizational Knowledge Cent€d©OKC), whose main
responsibilities / activities are:

- Definition of means of knowledge management;

- Definition of the development cycle of knowledgesiproject structure;

- Definition of the processes of knowledge manageniena project
context;

- Transformation of knowledge into operational preesi (process
improvement, defining checklists, troubleshooting);

- Definition of the resources needed to manage amdeflated costs.
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4.3. Continuous improvement of organizational procgses

The ultimate goal of an organization is to pursod achieve the strategic objectives
for which the organization was created. In thistegt) the projects are the tools available
for the organization to achieve this. In additiorhiving to meet the objectives there are
the needs to commit itself for the results can tesg@cuted effectively and efficiently, this
is only possible through the adoption of the Demiggle (Plan-Do- Check-Act) in the
organizational context. By superimposing the cytethe proposed model (OKC) is
obtained by the model described in the image belbere:

- Plan — during the planning phase of a project tligept management
plan, and all the information related to the prajewill be managed as
knowledge (collected, stored and disseminated);

- Do - the context of the project is running the pobjwith the integration
of the processes of knowledge management;

- Check - The project collects and analyzes the t&sul

- Act - the organization and knowledge management pom@nt to
determine if the actions taken have resulted inefisnfor which they were
taken, approving those that are valid and rejedtieffective ones. At the end of
this cycle, with these results, you have an impnoset of the processes.

The most important thing about this series is thet that they must be repeated
periodically to continuously improve the organipatl context / knowledge in which
both the company and the people continue to leadriraprove.
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Project Organization

Initiatin itiating i Closing

Culture/Environment Strucure/Roles Processes/Technology

Coninuous improvement of the organization in agrbmanagement context
(own source)

4.4. Conclusion

To take advantage in the knowledge generated watlgiroject in terms of information
and experiences you should proceed in these ways:

- Definition of knowledge and project managementaoigational culture
that defines rules and tools to manage the knowledgrelation to the projects
management;

- Definition of the organizational processes thatpgwpthe collection of
knowledge in an organization.

Only through organizational culture and processasagement, the organization will
be able to obtain a costs, duration and risk réaluén project management as well as a
reduction in the uncertainty of the results. Irstivay the project will be able to achieve
the strategic goals of the organization with eff@mess and efficiency.
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WIEDZA ORAZ UMIEJ ETNOSCI ORGANIZACYJNE W KONTEK SCIE

ZARZ ADZANIA PROJEKTEM

Artykut ma na celu ukazanie w jaki sposéb projekiozen odniéé sukces

w przedstbiorstwie poprzez zintegrowanie strategii agzania wiedz z praktykami
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zarzdzania projektem w typowym cyklu jegtycia, przy zat@eniu, ze projekt ten jest
narzdziem, dz¢ki ktéremu organizacjeasw stanie osigna¢ cele strategiczne.

Wszystkie projekty s uwazane za skuteczne $jesa one dostarczane na czas, w ramach
budzetu, oraz gdy posiadgjvymagane cechy i funkcje. Jest teeavprzestankaze wiedza
wyniesiona z poprzednich projektdw nie zostala kazana przez praktykéw zadzania
projektem w taki sposéb, aby zapewmiyzszy wskanik sukcesu dla obecnych i przysztych
projektow.

Wiedza stworzona wrodowisku projektéw w prawie kdym przypadku jest wiedz
utracory, z powodu nieefektywriai proceséw organizacji przegbiorstwa. Prowadzi to do
nieefektywndci w rozwoju proceséw i czyndoi juz wykonanych przez organizacjv
poprzednich projektach.

W artykule podkréono znaczenie inteligentnego paaéq do dzielenia giwiedz na
poziomie zargdzania projektem. Koncepcja i spos6b dzielenjanéedz i przekazywania
jej w celu skutecznej komunikacji zostata opisangncedurze "zanzizania wiedz w
srodowisku projektu”. Artykut nie jest sposobem nabzwiazanie probleméw
przedsgbiorstwa, nie jest to réwniemetoda, ale zaréwno normy ISO 21500 w zakresie
zarzdzania projektami oraz PMBOK (Project Management Bofditnowledge) i Project
Management Institute (PMI) dostarczaptrzebne nakglzia, dzeéki ktdrym organizacja
moze zarzadza projektami skutecznie i efektywnie.

Stowa kluczowe— Zarzdzanie projektem, 1ISO 21500,agle doskonalenie, wnioski,
informacje historyczne, transfer wiedzy, cyktia projektu, sukces projektu
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Agnieszka CZECH-ROGOYSKA!

DENGLISCHE WERBESPRACHE - EINE UMFRAGE
ZUM VERSTEHEN VON ANGLIZISMEN IN DER
DEUTSCHEN SPRACHE

Jede lebende Sprache, darunter auch die deutsche, ist einem stdndigen Wandel unterzogen
und die Aufhahme von Wortern aus allen Teilen der Welt gehort unabdingbar dazu. Gegen-
wartig dominiert das aus der englischen Sprache stammende Lehngut im deutschen Sprachge-
brauch. Dieses Phénomen findet Interesse sowohl im 6ffentlichen Diskurs als auch in der lin-
guistischen Forschung. Viele Deutsche kommen kaum noch ohne Englisch aus. Es ist normal,
alltéglich und gewohnlich geworden. Anglizismen finden wir in allen Bereichen des Deut-
schen und sie werden nach wie vor zu einem festen Bestandteil des deutschen Wortschatzes.
Der vermehrte Gebrauch von Anglizismen fiihrt, insbesondere in der Werbesprache, zu einer
Mischung der zwei Sprachen Deutsch und Englisch und zur Entstehung eines neuen Spra-
chenmix ,,Denglisch*?, der sowohl in der geschriebenen als auch in der gesprochenen Sprache
zu finden ist.

Im vorliegenden Artikel wird untersucht, ob und wie Sprecher des Deutschen englische
Werbeslogans verstehen. Zuvor werden die zentralen Begriffe, ndmlich Anglizismen, Deng-
lisch und Werbeslogan, diskutiert. Danach werden die deutschen Werbepresseslogans unter
der Beriicksichtigung der denglischen Werbesprache und der meistgebrauchten Werbeworter
préasentiert. Zum Schluss werden die Ergebnisse der empirischen Untersuchung dargestellt,
die in Deutschland in zwei Altersgruppen durchgefiihrt wurde. Sie unterscheiden sich von den
Ergebnissen, die die Siiddeutsche Zeitung im Jahre 2009 durchgefiihrt hat.

Schliisselworter: Denglisch, Sprache, Anglizismen, Werbeslogan, Werbung.

1. HINFUHRUNG ZUM THEMA

In der letzten Zeit wird viel iiber den Einfluss von Anglizismen auf die deutsche Spra-
che diskutiert, weil die Zahl der Anglizismen in der deutschen Sprache von Jahr zu Jahr
zunimmt. Dieser Einfluss war und ist so intensiv, dass eine Mischung aus zwei Sprachen
entstanden ist. Diese Mischung aus Deutsch und Englisch wird als ,,Denglisch*® bezeich-
net und ist sowohl in der geschriebenen als auch in der gesprochenen Sprache zu finden.

Bereits seit dem Jahr 2000 kann man in vielen deutschen Fachsprachen und Lebensbe-
reichen einen wesentlichen Einfluss vom Englischen auf das Deutsche beobachten.*

Dieser Beitrag widmet sich der Textsorte der Werbeslogans. Es wird tiberpriift, wie
weit diese Erscheinung in den letzten Jahren fortgeschritten ist und ob sie von den Deut-
schen als positiv oder eher negativ empfunden wird.

! Mag. Agnieszka Czech-Rogoyska, Fremdsprachenzentrum der Rzeszower Universitiit, Prof. St. Pigonia StraBe 1,
Gebidude A0/B2, Zi.79, 35-959 Rzeszow, mail: a.rogoyska@gmail.com, (Uniwersyteckie Centrum Nauki Je-
zykow Obceych, Uniwersytet Rzeszowski, ul. Prof. St. Pigonia 1, budynek A0/B2, pokdj 79, 35-959 Rzeszow).

2Vgl. Duden — Deutsches Universalworterbuch, Mannheim 2001, S. 388.
3 \vgl. ibidem, S. 388
4Vvgl. A. Czech-Rogoyska, Denglisch — czas anglicyzméw w jezykéw niemieckim, ,,Lingua legis” 2002/10, S. 53-63.
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2. DEFINITORISCHE VERSUCHE

Zunéchst muss geklart werden, was unter den Begriffen Anglizismus, Denglisch und
Werbeslogan zu verstehen ist.

2.1. Anglizismus

In einer Vielzahl von Untersuchungen zum Thema Anglizismen wird zunédchst von
Horst Zindlers Definition ausgegangen: ,,Ein Anglizismus ist ein Wort aus dem britischen
oder amerikanischen Englisch im Deutschen oder eine nicht iibliche Wortkomposition,
jede Art der Verdnderung einer deutschen Wortbedeutung oder Wortverwendung (Lehn-
bedeutung, Lehniibersetzung, Lehniibertragung, Lehnschopfung, Frequenz-Steigerung,
Wiederbelebung) nach britischem oder amerikanischem Vorbild“® Diese Definition hat
durch Broder Carstensen eine Erweiterung im Hinblick auf die Laut-, Satz- und Textebene
sowie die Differenzierung zwischen Britizismen und Amerikanismen erfahren.®

Bei einem Anglizismus handelt es sich um ein Wort, das aus der englischen Sprache in
den Wortschatz einer anderen eingegangen ist. Als Anglizismus bezeichnet man eine
Ubernahme oder Entlehnung aus allen Varietiten des Englischen ins Deutsche. Bei diesen
Einfliissen des Englischen auf das Deutsche wird die Wortkreuzung ,,.Denglisch* verwen-
det.

2.2. Denglisch

Die meisten Definitionen des Begriffs ,,Denglisch* schildern diese Erscheinung als ei-
ne neue Sprache, die infolge einer Mischung von zwei Sprachen, also Deutsch und Eng-
lisch, entstanden ist. Neben der Bezeichnung Denglisch kann man auch andere Begriffe
fiir dieses Phdnomen finden, ndmlich Denglish, Engleutsch und Germish. Denglisch ist
ein relativ neuer, aber legitimer und integrierter Bestandteil der deutschen Sprache.

Bei dieser Sprachmischung oder Mixsprache handelt es sich also um Wortschopfun-
gen, die aus deutschen und englischen Begriffen zusammengesetzt wurden.

Denglisch besteht aus Wortern bzw. Phrasen wirklich oder scheinbar englischer Her-
kunft und umfasst

e  Lehnworter und -phrasen aus der englischen Sprache, d.h. Anglizismen
wie Airbag, Coffee to go, Download, Player, Shuttle, Bodyguard, Chip;

e  Worter, die zwar mehr oder weniger englisch geschrieben und ausge-
sprochen werden, aber von englischen Muttersprachlern nicht bzw. mit anderer
Bedeutung verwendet werden, d.h. Pseudo-Anglizismen wie Handy, Oldtimer,
Beamer, Dressman, Evergreen, Quizmaster, checken;

e  Phrasen aus deutschen Wortern, die es 1:1 {ibersetzt auch im Englischen
gibt, d.h. angebliche oder wirkliche Lehniibersetzungen wie macht Sinn, nicht
wirklich, ich denke, am Ende des Tages.’

5 H. Zindler, Anglizismen in der deutschen Pressesprache nach 1945, Diss. Kiel 1959, S. 2. Zitiert nach:
U. Busse, Anglizismen im Duden. Eine Untersuchung zur Darstellung englischen Wortguts in den Ausgaben
des Rechtschreibdudens von 1880-1986, Tiibingen 1993, (Reihe Germanistische Linguistik 139), S. 15.

6 Vgl. B. Carstensen, Englische Einfliisse auf die deutsche Sprache nach 1945, Heidelberg 1965, (Beihefte zum
Jahrbuch fiir Amerikastudien 13), S. 30.

"vgl. Denglisch 4ever, http://www.denglisch4ever.de/autoframes.html?/top10.html (Zugriff am 18.04.2014).
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2.3. Werbeslogan

Viele Werbetexte enthalten Slogans. Der Slogan ist auch als wichtigster Textbestand-
teil einer Werbeanzeige zu betrachten. Werbeslogans bieten einen sehr guten Zugriff auf
die Spezifika der Werbesprache. Man versteht unter einem Slogan ,,eine formelhaft kurze,
graphisch (oder sprecherisch) und bedeutungsméafig meist isoliert erscheinende Zeile, die
in der Regel lingere Zeit benutzt wird“®, Nach Anke Wiichter sollten Werbeslogans die
Werbeaussage und den Produktnamen in das Bewusstsein des Empfangers ,.eingraben®.
Die Einpriagsamkeit des Slogans unterstiitzen die inhaltliche Pragnanz und die Originalitit
der Gestaltung und deswegen sei hier mit einer intensiven Ausnutzung der sprachlichen
Formen und Strukturen zu rechnen.®

3. DEUTSCHE WERBESLOGANS IN DEN MEDIEN

Viele der Auslidnder, die nach Deutschland kommen und nur Englisch sprechen, haben
keine Probleme mit dem Verstehen der deutschen Werbeslogans in den Medien, da diese
viele englische Worter beinhalten. Diese Situation macht die zunehmende Verwendung
von Anglizismen in der deutschen Sprache sehr deutlich.

3.1. Denglisch in der deutschen Werbung

Die Anzahl der in englischer Sprache abgefassten Werbeanzeigen, mit denen Millio-
nen Deutsche jeden Tag konfrontiert werden, nimmt stdndig zu. Die Deutschen beobach-
ten solche Sprachverédnderungen oft mit Besorgnis und immer héiufiger vertreten sie den
Standpunkt, dass die deutsche Sprache von Anglizismen iiberschwemmt wird. In diesem
Zusammenhang hat man es nicht mehr mit Deutsch zu tun, sondern mit Denglisch.

Die deutsche Werbung bietet Hits for Kids oder Joghurt mit Weekend Feeling. Im
deutschen Fernsehen gibt es den Kiddie Contest, History, Adventure oder History Spe-
cials und im Radio Romantic Dreams. Die Deutschen stihlen ihren Koérper mit Body
Shaping und Power Walking. Sie kleiden sich in Outdoor Jack, Tops oder Beach
Wear. Sie pflegen sich mit Anti-Aging-Creme oder sprithen Styling ins Haar. Bei der
Bahn mit ihren Tickets, dem Service Point und McClean verstehen sie oft leider nur
Bahnhof.!*

Die Untersuchung der Haufigkeit des Vorkommens von Anglizismen zeigt, dass die
,,Bild“-Zeitung den hochsten Anteil an englischen Entlehnungen aufweist. Besonders
auffillig ist der Unterschied zur ,,Frankfurter Allgemeinen Zeitung®, fiir die sich nur ein
wenig mehr als ein Drittel der Anglizismenzahl der ,,Bild**-Zeitung* ergibt.'?

8 Vgl. B. Sowinski, Werbung, Tiibingen 1998, S. 59.

® Vgl. A. Wichter, Deutsche Sprache im 18. Jahrhundert — wie spiegeln sich kommunikative Verhdltnisse in den
Stillehrbiichern dieser Zeit wider?, Institut fiir Deutsche Sprache, Mannheim 1992, S. 89.

10 vgl. K. Meder, Anglizismen in der deutschen Werbesprache: Untersucht anhand ausgewdhlter Frauen- und
Minnerzeitschriften, Berlin 2006.

1 vgl. Verein Deutsche Sprache, Denglisch. Deutsch oder Denglisch?, http://www.vds-ev.de/ag-denglisch-
thema (Zugriff am 23.03.2013).

2 vgl. M. Adler, Form und Héufigkeit der Verwendung von Anglizismen in deutschen und schwedischen Mas-
senmedien, 2., neu bearbeitete Fassung, Jena 2004, http://www.db-thueringen.de/servlets/ DerivateServ-
let/Derivate-3386/Adler.txt (Zugriff am 23.03.2013).
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3.2. Meistgebrauchte Werbeworter in den deutschen Werbeslogans

Unter den meistgebrauchten Wortern in deutschen Werbeslogans kann man auch Ang-
lizismen finden. An erster Stelle dieser Rangliste steht das Wortchen ,,wir<, gefolgt von
dem Substantiv ,,L.eben*. Den dritten Platz behauptet ,,mehr*, es folgen ,,einfach* und
»Sie“. An sechster Stelle landet das englische Pronomen ,,your®. ,,Hier*, ,,ich®, , natiir-
lich“ und ,,gut“ bilden die hinteren vier Plitze der zehn meistgebrauchten Werbeworter in
den deutschen Werbeslogans.*® Das Wort ,,we* rangiert unter den 15 meistverwendeten
Begriffen in deutschen Claims.

Man kann beobachten, dass die Werbetexter auf Wir-Gefiihl, Englisch und Kunstwor-
ter setzen. Die englische Sprache gilt gegenwirtig als internationales Bindeglied.

3.3. ,,WORST CASE IST KEINE WURSTKISTE“

Sind englische Werbeslogans fiir die Deutschen verstdndlich? Als Titel zu diesem Ab-
schnitt meines Artikels hat mir der Titel des Artikels iiber die denglische Werbung
,Worst Case ist keine Wurstkiste“*® gedient, der auch als ein gutes Beispiel fiir denglische
Werbeslogans dienen kdnnte.

Mit dieser Frage beschiftigen sich seit Jahren viele Forscher und Wissenschaftler!®.
Einerseits lieben die Deutschen die englische Sprache!” und verwenden stéindig Englisch
in der Alltags- und Berufssprache, andererseits sind Anglizismen in der Werbung deut-
schen Konsumenten oft nicht nur unverstiindlich, sondern lassen sie auch kalt.'® Viele
Sprachschiitzer hoffen, dass die Anglizismen in der Zukunft aus der Werbung und sogar
aus der gesamten deutschen Sprache verschwinden. Dieses geschieht aber heutzutage
nicht, im Gegenteil, die deutsche Sprache verfalle und die Deutschen sprechen Denglisch,
so ist eine verbreitete Meinung.®

Besonders die Werbung sei von Anglizismen iiberflutet.? , Englisch ist die beliebteste
Sprache der Reklameprofis“,?* war schon 2003 im Spiegel zu lesen.

Sollten also die deutschen Werbespots mit Hilfe von Anglizismen verfasst werden?
Aus vielen Untersuchungsergebnissen geht hervor, dass die Anglizismen und Denglisch in

8 vgl. L. Herrmann, Die zehn meistgebrauchten Werbeworter; (Quelle: Slogometer), http://www.wuv.de/
marketing/die_zehn_meistgebrauchten_werbewoerter (Zugriff am 20.02.2013).

vgl.  Spiegel online 2011, Denglische Werbung: Worst Case ist keine  Wurstkiste,
http://www.spiegel.de/karriere/berufsleben/denglische-werbung-worst-case-ist-keine-wurstkiste-a-
760476.html (Zugriff am 12.11.2012).

5 vgl. ibidem.

%6 vgl. S. Burmasova, Empirische Untersuchung der Anglizismen im Deutschen am Material der Zeitung Die
WELT (Jahrgdnge 1994 und 2004), Bamberger Beitrdge zur Linguistik, University of Bamberg Press, Bam-
berg 2010, S. 10-11.

17 \vgl. Spiegel online 2011, op. cit.

18 \gl. Spiegel online 2004, http://www.spiegel.de/unispiegel/wunderbar/denglisch-in-der-werbung-komm-rein-
und-finde-wieder-raus-a-310548.html (Zugriff am 12.11.2012).

9 vgl. Spiegel online. Wirtschaft, Werbung wieder deutsch, "Uberleben Sie die Fahrt in unserem Auto”, 2004,
http://www.spiegel.de/wirtschaft/werbung-wieder-deutsch-ueberleben-sie-die-fahrt-in-unserem-auto-a-
287098.html (Zugriff am 12.11.2012).

2 vgl. J.K. Androutsopoulos, Sprachwahl im Werbeslogan. Zeitliche Entwicklung und branchenspezifische
Verteilung englischer Slogans in der Datenbank von slogans.de, Hannover 2004, S. 4,
http://www.mediensprache.net/networx/networx-41.pdf (Zugriff am 12.11.2012).

2T, Tuma, Die Sense stimuliert, ,,Spiegel” 2003/38, S. 87.
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den deutschen Werbetexten den Deutschen viele Verstindnisprobleme bereiten. Einige
seien im Folgenden skizziert.

Eine der Untersuchungen hat die Dortmunder Statistikerin Isabel Kick durchgefiihrt.??
Kick testete in einer Studie zum Thema Denglisch die Reaktion ihrer Probanden auf ver-
schiedene Texte in der Werbung, indem sie den Hauptwiderstand beim Anhoren der ein-
zelnen Slogans mal3. Dabei stellte sich heraus, dass die Gefiihlsreaktionen bei Werbesprii-
chen auf Deutsch, wie zum Beispiel ,,Geiz ist Geil”, ,,Wir sind da“, oder ,,Ganz schon
clever, deutlich hoher ausfielen als bei Spriichen wie ,,Come in and find out” oder ,,De-
signed to make a difference®.

Als ausschlaggebenden Grund fiir dieses Ergebnis vermutete Kick einfach Verstind-
nisprobleme bei den Spots auf Denglisch. Auch schaffe es Werbung mit englischen Slo-
gans kaum, ausreichend Aufmerksamkeit zu erregen.?

Mit dem Phidnomen ,,Denglisch“ in der deutschen Werbung hat sich auch der Verein
der Deutschen Sprache mit Walter Krimer als Vorsitzenden beschiftigt.?* Dieser ist na-
tirlich erfreut iiber das Ergebnis der Studie der Dortmunderin Isabel Kick. ,,Ein alberner
Anglizismus und eine drgerliche Flucht aus der deutschen Sprache®, ziirnt der Vizevorsit-
zende des Vereins der Deutschen Sprache Gerd Schrammen, ,,Englédnder und Amerikaner
lachen sich kaputt iiber den deutschen Drang zum Englischen.“?

Immerhin hat aber der Verein auch festgestellt, dass der Trend in der Werbung wieder
weg vom hésslichen ,,.Denglisch® geht. McDonalds beispielsweise dnderte seinen Slogan
von ,,Every time a good time* zu ,,Ich liebe es*.

Die Art und Weise, wie englische Begriffe in die deutsche Sprache aufgenommen
werden, ist fiir die Deutschen manchmal peinlich. Viele Formulierungen sind einfach
missverstdndlich. In der ,,Bild“ ist zu lesen, dass die deutschen Werbetexte mit vielen
denglischen Formulierungen verwirrend seien und oft in eine vo6llig andere Richtung als
urspriinglich gewollt gingen.?® Weiter lesen wir in der ,,Bild* ', die Werbetexter wollten,
dass die Reklame von den Konsumenten nicht nur verstanden, sondern auch cool empfun-
den werden sollte.

4. DARSTELLUNG DER EMPIRISCHEN UNTERSUCHUNGEN
Fiir die Umfrage werden folgende Fragen zugrunde gelegt:

1) Héngt das Verstéindnis des Werbeslogans von Alter und Schulbildung ab?
2)  Fiir welche Zielgruppen eignen sich besonders englische Slogans?

2 vgl. I. Kick, Die Wirkung von Anglizismen in der Werbung. ,,Just do it oder lieber doch nicht?, IFB Verlag,
Paderborn 2004.

2 vgl. J. Leffers, Denglisch in der Werbung: Komm rein und finde wieder raus, Spiegel online. Unispiegel.
2004, http://www.spiegel.de/unispiegel/wunderbar/denglisch-in-der-werbung-komm-rein-und-finde-wieder-
raus-a-310548.html (Zugriff am 20.02.2013).

2 \/gl. K. Wirth, Der Verein Deutsche Sprache. Hintergrund, Entstehung, Arbeit und Organisation eines deutschen
Sprachvereins. Bamberger Beitrdge zur Linguistik, University of Bamberg Press, Bamberg 2010, S. 157-163.

% vgl. J. Leffers, op. cit.

% \/gl. G. Rosemann, Funny German Werbung. Die gréfiten Blackouts deutscher Werbetexter, Bild online 2012,
http://www.bild.de/ratgeber/2012/denglisch/werbung-werbetexter-fehler-blackout-robert-tonks-
2253279.bild.html (Zugriff am 20.02.2013).

21 \vgl. ibidem.
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3) Hat ein verstandener Slogan einen positiven Einfluss auf die Einstellung zur
Werbeanzeige?
4)  Sind englische Werbeslogans erfolgreicher als die deutschen Werbeslogans?

4.1. Befragte Personengruppen

Die Befragung wurde im Zeitraum zwischen Januar und Mérz 2014 realisiert. Von den
Befragten haben 75 Prozent aus Bielefeld oder der ndheren Umgebung, rund 20 Prozent
aus Miinchen und 5 Prozent aus dem restlichen Bundesgebiet gestammt. Die Zielpersonen
wurden per E-Mail oder personlich zur Teilnahme an der Befragung eingeladen.

Insgesamt wurden 40 Personen befragt und allen wurden Fragen gestellt, wie sie be-
stimmte englische Werbeslogans verstehen. Die Befragten reprisentierten zwei Alters-
gruppen. In der ersten Personengruppe (20 Personen) wurden Jugendliche im Alter zwi-
schen 17 und 22 Jahren befragt. Zu dieser Gruppe gehdrten hauptsédchlich Kollegiaten des
Oberstufenkollegs an der Universitit Bielefeld sowie Studenten der Universitét Bielefeld.
Die zweite Befragtengruppe dagegen haben Erwachsene im Alter von 25 bis 40 Jahren
gebildet. Die meisten Befragten dieser Gruppe waren berufstitige Frauen und Ménner mit
Hochschulausbildung. Alle Befragten haben die Fragen, was die englischen Slogans fiir
sie bedeuten, schriftlich oder miindlich beantwortet.

4.2. Untersuchte Werbeslogans

Fiir die Untersuchungen sind vier Werbeslogans in englischer Sprache ausgewéhlt
worden, die in Deutschland populér sind. In den Slogans geht es um Produkte verschiede-
ner Branchen wie Kosmetikkonzerne, Fluggesellschaften, Fast Food Restaurants und
Automarken.

Die gleichen Werbeslogans wurden im Jahre 2009 von der Siiddeutschen Zeitung in
einer Leserumfrage untersucht. Die Leser haben damals iiberlegt, was die Slogans in der
englischen Sprache tatsidchlich bedeuten kénnten. Die Ergebnisse dieser Umfrage zeigen
deutlich, dass die Ausdriicke nicht verstanden werden.

Der erste englische Werbeslogan lautet ,,Come in and find out* der Parfiimerie
Douglas, die fast nur englische Slogans auf dem deutschen Markt hat.

Eine mégliche Ubersetzung dieses Slogans nach der Umfrage der ,,Siiddeutschen Zei-
tung* lautet ,,Komm rein und finde wieder raus*.?®

Der zweite von mir gewéhlte und auch in der Befragung aus dem Jahre 2009 bertick-
sichtigte Werbeslogan ,,There’s no better way to fly* der Fluggesellschaft Lufthansa
wurde im Jahre 2000 eingefiihrt und ist bis heute erhalten geblieben.

Auf Deutsch konnte dieser Slogan nach der Meinung der Zeitungsleser lauten
,Schneller kann man nicht entlassen werden*.?°

Der Slogan der Fast Food-Kette Burger King ,,Have it your way*, der den dritten
Platz in meiner Befragung hat, wurde schon vor ein paar Jahren in Deutschland einge-
fiihrt.

% Vgl. Siiddeutsche.de, http://www.sueddeutsche.de/leben/englische-werbeslogans-komm-rein-und-finde-raus-
1.141830 (Zugriff am 06.12.13).

2 Vgl. Siiddeutsche.de, http://www.sueddeutsche.de/leben/englische-werbeslogans-komm-rein-und-finde-raus-
1.141830-2 (Zugriff am 06.12.13).
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Die deutsche Version dieses Slogans nach den Zeitungslesern kdnnte man auf folgen-
de Art und Weise iibersetzen ,,Nimm's mit auf den Heimweg*.*

Vierter und zugleich letzter Werbeslogan meiner Befragung der Automarke Ford lau-
tet ,,Ford — feel the difference® und auf Deutsch ,,Ford — fiihle den Streit*.3! Diese
Ubersetzung des Werbeslogans der Automarke Ford hat die von der ,,Suddeutschen Zei-

tung® durchgefiihrte Umfrage ergeben.

5. ERGEBNISSE DER BEFRAGUNG UND SCHLUSSFOLGERUNGEN

Die hier durchgefiihrten Umfragen zeigen andere Ergebnisse als die von 2009 der
Stiddeutschen Zeitung. Beide Gruppen von Befragten haben dhnlich geantwortet und die
englischen Werbeslogans gut verstanden. Die erste befragte Personengruppe, also Jugend-
liche und Studenten, die die englische Sprache schon in der Schule als erste Fremdsprache
gelernt haben, haben die Fragen u.a. auf folgende Art und Weise beantwortet:

- Wie verstehst Du diese englischen Werbeslogans?
,»,Come in and find out” von der Parfiimerie Douglas:
1. ,, Komm herein und finde es heraus.*
2. ,J Komm her und lass dich iiberraschen.*

»There’s no better way to fly* von der Fluggesellschaft Lufthansa:

1. ,Es gibt keinen besseren Weg zu fliegen als mit dieser Airline.*
2. ,Man kann nicht besser fliegen (eine bessere Airline wahlen).
,Have it your way* von der Fast Food-Kette Burger King:
1. ,Mach es, wie du es willst. Ich entscheide, ob ich einen Burger genie3en darf!*
2. ,Mach das auf deine eigene Art.*

,Ford — feel the difference* von der Automobilmarke Ford:
1. und 2. , Ford — fithle den Unterschied.*

Die zweite Personengruppe im Alter zwischen 25 und 40 hat dieselben Fragen folgen-
dermallen beantwortet:

- Wie verstehen Sie diese englischen Werbeslogans?

,,Come in and find out” von der Parfiimerie Douglas:

1. ,Komm rein und finde es heraus. Also, komm in unser Geschéft und finde her-
aus, was es dort zu kaufen gibt.
2. ,Komm herein und finde raus, was dir gefallt.“

,,There’s no better way to fly* von der Fluggesellschaft Lufthansa:

1. ,Es gibt keinen besseren Weg zu fliegen. Also, Lufthansa ist die beste Mog-
lichkeit, um zu reisen.*
2. ,Es gibt keinen besseren Weg, um zu fliegen.*
~Have it your way* von der Fast Food-Kette Burger King:
1. ,Mach es auf deine Weise. Also, bei Burger King gibt es fiir jeden Geschmack
das Passende.”
2. ,Hab es so wie du es magst.“
,,Ford — feel the difference von der Automarke Ford:

% Vgl. Siiddeutsche.de, http://www.sueddeutsche.de/leben/englische-werbeslogans-komm-rein-und-finde-raus-
1.141830-3 (Zugriff am 06.12.13).

31 Vgl. Siiddeutsche.de, http://www.sueddeutsche.de/leben/englische-werbeslogans-komm-rein-und-finde-raus-
1.141830-7 (Zugriff am 06.12.13).
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1. ,Ford — Fiihl den Unterschied. Also, erlebe beim Fahren den Unterschied zwi-
schen Ford und anderen Automobilherstellern.*
2. ,,Ford — fihle den Unterschied.*

Die Antworten machen deutlich, dass beide befragten Personengruppen diese Slogans
korrekt verstanden haben.

Man kann davon ausgehen, dass das Verstindnis des Werbeslogans von Alter und
Schulbildung abhingig ist. Die befragen Personen haben ein Studium abgeschlossen oder
studieren gegenwiértig. Englische Werbeslogans sind also kein Problem fiir ausgebildete
Personengruppen. Auch die Einstellung zur Werbeanzeige ist er eher positiv als negativ.
So kann man weiterhin annehmen, dass englische Werbeslogans so erfolgreich wie die
deutschen Werbeslogans sind.

Geplant sind weitere Untersuchungen, um néchste Personengruppen zu befragen und
dabei verschiedene Alters- und Sozialgruppen zu beriicksichtigen. Die entstandenen Da-
tenmengen lassen weitgreifende Schlussfolgerungen daraus ziehen.

* * *

Wenn man heutzutage einen Blick in Magazine wirft, Borseninformationen liest, in
Kunden- oder Mitarbeiterzeitschriften blattert oder andere Medien in Deutschland ver-
folgt, stoft man haufig auf englische Begriffe und Wendungen, also Anglizismen. Das
Englische ist auch die dominierende Sprache in der Werbung geworden.

Restimierend nach der Durchfiihrung der Befragung muss man sagen, dass die engli-
schen Werbeslogans fiir die Deutschen verstdndlich sind und keiner Erklarung bediirfen,
da die meisten Deutschen die englische Sprache als erste Fremdsprache in der Schule
lernen und in dieser Sprache problemlos kommunizieren kénnen.
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DENGLISCH IN THE LANGUAGE OF ADVERTISING —
THE SURVEY ON THE DEGREE OF UNDERSTANDING
OF THE ANGLICISMS IN GERMAN

Each language that is alive is constantly changing. When we observe the contemporary

linguistic tendencies we get the impression that languages exchange words, which results not
only in the inclusion of specific foreign words into our native languages, but also in the
assimilation of the new lexical items. The phenomenon of English words entering the German
language is so intense that consequently we get a mixture of these two languages which is
referred to as Denglisch.

The discussed phenomenon is increasingly present both in the specialist language
varieties and in the common German. Advertising belongs to the areas, where we get a lot of
examples of Denglisches: job positions, functions of the employees in the said field and
advertising spots. The language of advertising is particularly rich in anglicisms. Not only do
many of the German advertising slogans include anglicisms, but they are translated into
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English as a whole. Bearing in mind the ubiquity of the said phenomenon Denglisch has
attracted a lot of attention in Germany in the recent years.

This paper presents the results of the study conducted by the author which aimed at
confirming how far the German slogans are understandable for the German language users.
The study was carried out in Germany, in two age groups on the basis of the four, randomly
selected advertisements operating on the German market. Additionally, the paper presents
some main notions related to the topic in point, that is anglicism, advertising slogan and
Denglisch.

Keywords: Denglisch, language, anglicism, advertising slogan, advertisement

DENGLISCH W JEZYKU REKLAM -
ANKIETA BADAJACA STOPIEN ZROZUMIENIA ANGLICYZMOW
W JEZYKU NIEMIECKIM

W kazdym zyjacym jezyku zachodza stale zmiany. Obserwujac wspolczesne tendencje
jezykowe, mozna odnie$¢ wrazenie, ze jezyki wymieniajg si¢ stowami, co skutkuje nie tyl-
ko przeplataniem jezyka ojczystego obcobrzmigcymi zapozyczeniami, lecz takze asymilacja
nowego stownictwa. Przyktadem takich zapozyczen s stosowane w jezyku niemieckim an-
glicyzmy. Przenikanie anglicyzméw do jezyka niemieckiego jest tak intensywne, iz docho-
dzi coraz czgSciej do pomieszania tych dwoch jezykow oraz do powstania zjawiska Den-
glisch — tworu jezykowego, ktorego nazwa jest potaczeniem stow — Deutsch i Englisch.
Zjawisko to jest coraz czgsciej zauwazalne zarowno w specjalistycznych odmianach jezyka
niemieckiego jaki i w jezyku potocznym. Jedna z dziedzin, w ktorej Denglisch jest szcze-
gblnie widoczny i popularny, jest reklama. Poczawszy od stanowisk i funkcji pracownikow
tej branzy, a konczac na spotach reklamowych, jezyk reklamy jest niezwykle bogaty w an-
glicyzmy. W wielu przypadkach, niemieckie slogany reklamowe nie tylko zawieraja angli-
cyzmy, lecz sa w catosci ttumaczone na jezyk angielski. Zwazywszy na jego wszechobec-
no$é, zjawisku Denglisch poswigca si¢ w Niemczech wiele uwagi. Dla jednych Denglisch
jest znakiem otwarto$ci na $wiat, a przede wszystkim dowodem rozwoju jezyka, podczas
gdy inni postrzegaja go jako zagrozenie dla jezyka niemieckiego. W niniejszym artykule
autorka przedstawia wyniki wlasnych badan majacych na celu rozpoznanie, czy slogany re-
klamowe w jezyku angielskim sa zrozumiate dla odbiorcoéw niemieckich. Badania zostaty
przeprowadzone w Niemczech w dwoch grupach wiekowych na przyktadzie czterech loso-
wo wybranych reklamach wystepujacych na rynku niemieckim. W artykule przedstawiono
réwniez glowne pojecia zwigzane z tematem czyli anglicyzm, slogan reklamowy i Den-
glisch oraz scharakteryzowano niemieckie slogany reklamowe z pod katem najcze$ciej sto-
sowanych w nich stow.

Stowa kluczowe: Denglisch, jezyk, anglicyzmy, slogan reklamowy, reklama
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PRANKVERTISING — PRANKS AS A NEW FORM
OF BRAND ADVERTISING ONLINE

A practical joke (i.e. a prank) belongs to a category of disparagement humor, as it is a
playful act held to amuse, tease or even mock the victim, and to entertain the audience. Alt-
hough humor has been long exploited in broadcast and print advertising, the use of practical
jokes is a more recent phenomenon esp. in digital marketing. The development of the Inter-
net and social media creates new opportunities for using pranks as disguised adverts embed-
ded in online strategies and there is an increasing number of companies which exploit
pranks as a creative content solution for their on-line presence. As there is little academic
endeavor devoted to this subject, this paper forwards a theoretical and practical framework
for pranks. It recognizes pranks as innovative forms of digital advertising and it analyses
their potential in terms of branding effectiveness (e.g. in maximizing brand reach, exposure,
brand visibility, drawing consumer attention, eliciting strong emotions etc.). Possible prank
effects are inferred from the theory of humor and from the secondary data collected by the
authors of this paper. Key challenges, risks and limitations are discussed and relevant exam-
ples are provided. The paper concludes with several research areas and questions to be ad-
dressed in future empirical studies.

Keywords: a prank, brand, advertising online, prankvertising, brand management, ad-
vertising strategy, humor

1. INTRODUCTION

The Internet has become one of the most important advertising tools and it has over-
taken traditional media in terms of brand-building possibilities. Year by year the online
advertising market is experiencing a considerable growth and development. There is an
increasing number of companies allocating their budgets in diverse forms of online com-
munication e.g. display ads, search engine optimization, social profiles, games, and viral
videos. According to Zenith Optimedia, it is online video that is one of the fastest growing
advertising tools and it is expected to rise by a half to around 10 billion USD by 2016°. As
videos are believed to generate traffic and online word-of-mouth, advertisers dedicate
more and more resources to build appropriate video content that would contribute to posi-
tive advocacy among their target audiences. Video as a vehicle for viral marketing has

! Malgorzata Karpinska-Krakowiak, PhD, Department of International Marketing and Retailing, Faculty of
International and Political Studies, University of Lodz, (corresponding author), Narutowicza 59a, 90-131
L6dz, e-mail: mkarpinska@uni.lodz.pl

2 Artur Modlinski, MSc, Department of Marketing, Faculty of Management, University of Lodz, Matejki 22/26,
90-237 Lodz, e-mail: modlinski@uni.lodz.pl

¥ Media firms are making big bets on online video, still an untested medium, New York, 3 May 2014,
http://www.economist.com/news/business/21601558-media-firms-are-making-big-bets-online-video-still-
untested-medium-newtube.
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thus become an applauded lever for emotions, engagement and positive on-brand behav-
iors*.

This paper addresses a very specific type of online viral videos: video pranks, i.e. ad-
vertising messages disguised as practical jokes and disseminated by brands. It analyzes
their role and functions in contemporary branding campaigns on the Internet. As the con-
cept of a branding prank has been largely understudied and under-theorized by marketing
scholars, the manuscript aims at providing theoretical and practical background to this
phenomenon and attempts to identify key research areas which need to be further ex-
plored. At the end of the manuscript the authors provide a list of prank videos (table 1.),
which serve as exemplifications of different statements presented in the text. In order to
form a complete picture of pranks in digital advertising, the readers are strongly encour-
aged to watch the relevant footage along with reading subsequent sections.

2. PRANKS AND PRANKVERTISING — DEFINING A NEW CONCEPT

A prank is a ludicrous event or act done to entertain, amuse or ridicule. As cultural an-
thropologist, Richard Bauman®, suggests, it is an enactment of playful deceit. A practical
joke is played by a trickster on an individual (i.e. a victim) who does not expect to be a
subject of any mockery or comic situation. From socio-cultural viewpoint, pranks have
been recognized as a category of play, as they attempt to blur the boundaries between
artifice and reality, to reverse the typical social order and hierarchy of everydayness, and,
simultaneously, they are unserious, make-believe, and involve magnitude of surprise®.
Typical examples range from childish joke experiments (e.g. placing salt in a sugar bowl;
hanging a bucket of water above a doorway), to “adolescent” office pranks (e.g. wrapping
the office desks with stretch foil, so colleagues returning from their holidays think they
are fired).

From an entertainment perspective, a prank is not a new phenomenon and it has been
extensively used for decades by television producers in, for example, the Candid Camera
format. In contemporary marketing, however, practical jokes have just begun to be ex-
ploited for online branding purposes, which contributes to one of the latest trends, namely
called prankvertising. Professional pranks (i.e. staged by advertising agencies) are usual-
ly complex performances, planned ahead of execution and with anticipated results. In
digital media pranks have become a modern executional tactic for promotional messages
designed to draw consumers’ attention in a highly cluttered environment. They are in-
creasingly used as a captive content for videos disseminated online by brands to promote
themselves and to build a positive word-of-mouth. Such video pranks (hereafter called
branding pranks) depict unsuspecting consumers caught up in a trap or set up by actors in
prearranged marketing stunts. So, like in the traditional humor process, branding pranks
usually involve 3 parties: an agent, an object and an audience’. Brands act as joke tellers
and tricksters (agents) who set up a prank, engineer its scenario, and control the source of

4 J.-K. Hsieh, Y.-C. Hsieh, Y.-C. Tang, Exploring the disseminating behaviors of eWOM marketing: persuasion
in online video, “Electronic Commerce Research” 2012/12, s. 201-224.

5 R. Bauman, Story, Performance, and Event: Contextual Studies in Oral Narrative, Cambridge UP, Cambridge
1986, p. 144.

6 M. Karpinska-Krakowiak, Consumers, Play and Communitas — an Anthropological View on Building Consum-
er Involvement on a Mass Scale, “Polish Sociological Review” 3/187 (2014), p. 317-331.

' C.S. Gulas, M.G. Weinberger, Humor in Advertising: A Comprehensive Analysis, M.E. Sharpe, New York 2006.



Prankvertising — pranks as a new form of brand advertising online 33

fun and humor; online users (i.e. target consumers) become the recipients of humor (an
audience); and anonymous individuals are the objects (victims) of a joke.

It is the surprise and genuine reactions of objects (i.e. staged veracity of the stunt),
that constitute a source of humor in branding pranks. However, the level of reality and
surprise differs depending on a joke. In Carlsberg “Bikers in Cinema” prank, unsuspecting
people enter the cinema where there are only limited seats available among a scary-
looking group of bikers. The suspense is relieved when the most “courageous” visitors
take a seat next to the bikers and are awarded with a beer for their outgoing attitude.
While this situation was authentic, certain branding stunts are staged in more controlled
environments, with prearranged equipment and specially selected actors. The Weather
Channel (TWC), for example, officially admitted that in their prank, which had been de-
signed to promote TWC’s new Android application to forecast the weather, they used
professional actors.

3. PRANKS AND THEIR ROLE IN BRAND PROMOTION ONLINE

One can encounter many branding pranks across diverse product categories (e.g. air-
lines, household appliances, toys), but most spectacular stunts are staged by companies
offering their products in FMCG sectors like food, beverages and cosmetics (e.g. Coca-
Cola, Pepsi, Heineken, Carlsberg, McDonald’s, Nivea, Herbal Essences). These are pre-
dominantly low-involvement products, which have already exploited all arguments about
extra attributes, functions or benefits they may provide, and they operate in highly com-
petitive, dense markets, with extensive number of players and advertising clutter. Under
such conditions, using unconventional promotional methods seems the most efficient
strategy for differentiation and standing out from the online crowd.

Most frequent objectives set for branding pranks are: maximizing reach and brand
visibility, generating attention, eliciting strong emotions and providing a compelling
portrayal of brand core ideas. Despite their advertising origin and purpose, branding
pranks do not directly promote products per se; they are not designed to sell, neither to
induce immediate purchase behaviors on any viewers’ part. Instead, they are introducing
the viewer into the world and philosophy of a particular brand (e.g. “Push to add drama”
prank held by cable network TNT); they amusingly epitomize brand values and claims
(e.g. Heineken and its “Champions league match vs. classical concert” prank), attributes
(e.g. Nivea “The stress test”, LG “Meteor”, DHL “Trojan mailing”) or a reason to be (e.g.
Coca-Cola “Singapore recycle happiness machine”, “Happiness truck”, “Happiness ma-
chine”). A product provides just a setting for playing a joke; it creates an occasion to trig-
ger a play (e.g. a Samsung prank “All eyes on S4”) and make fun of unsuspecting nonpro-
fessionals.

Most remarkable pranks can gather a multimillion audience in a relatively short pe-
riod of time. Up to date (i.e. September 2014) the mostly viewed pranks were: TNT video
“Push to add drama” which had been seen 51,149,105 times in two years®, WestJet
“Christmas miracle” with 36,351,790 views in nine months®, and LG “Elevator” with

8 A dramatic surprise on a quiet square, http://www.youtube.com/watch?v=316AzLYfAzw (accessed: 22 Sep-
tember 2014).

® WestJet Christmas Miracle: real-time giving, http://www.youtube.com/watch?v=zIEIvi2MuEk (accessed:
22 September 2014).
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22,535,332 impressions in one year'®. The actual reach of these pranks may become even
greater as they are frequently shared, forwarded and cited across traditional media and
social networking sites. LG video “Meteor”, for instance, was referred to in “Huffington
Post”!, “Telegraph”*?, “Daily Mail”?, “Mirror”** etc. Similarly, positive reviews about
TNT prank were presented in “Huffington Post”*®, “Daily Mail”® and even “Forbes?'.
Apart from gaining visibility online, pranks are designed to generate intense emo-
tions. Humor in its essence has significant emotional power and appeal to massive audi-
ence. Strong emotions, as produced by humorous messages, are believed to drive on-
brand behaviors, or at least leave considerable memory traces, which consumers may rely
on in their subsequent decision-making. Surprisingly, it is the negative nature of emo-
tional appeal, that seems to count for most marketing managers who attempt to advertise
online with branding pranks. There are many examples of very provocative pranks, which
actually base on negative emotions like fear, derision, embarrassment or mayhem. In
Nivea “The stress test” prank, for instance, the objects (victims) are secretly photo-
graphed as they sit in the airport departure lounge. These images are immediately used to
depict the objects as very dangerous fugitives in faux newspapers distributed around the
airport and in TV programs broadcasted in that lounge. As the prankees become stressed,
the airport security guards approach them with Nivea antiperspirant deodorants - the
products designed to help consumers overcome the effects of stressful situations. Despite
the positive closure of this video, a careful viewer would not only remember the brand,
but might also associate Nivea with emotional harm and trauma experienced by the vic-
tims. Another example of a branding prank that uses non-positive humor signals was held
by LG. It depicts candidates during job interviews, who are tricked into thinking that a
meteor has just fallen on the city outside the office window. Albeit staged, “Meteor” video
may raise viewers’ sympathy and compassion as they associate themselves with humiliat-

10 50 Real it's Scary, http://www.youtube.com/watch?v=NeXMxuNNIE8 (accessed: 22 September 2014).

1S, Barness, LG Prank Makes People Think It's The End Of The World, “The Huffington Post”, 9 March 2013,
http://www.huffingtonpost.com/2013/09/03/lg-prank-spain_n_3861926.html (accessed: 22 September 2014).

12 |G pulls apocalyptic interview prank, “Telegraph”, 5 September 2013, http://www.telegraph.co.uk/news/
newstopics/howaboutthat/10290405/LG-pulls-apocalyptic-interview-prank.html (accessed: 22 September 2014).

¥ D. McCormack, Welcome to the scariest job interview ever!, “Daily Mail”, 5 September 2013,
http://www.dailymail.co.uk/news/article-2411950/Scariest-job-interview-L G-terrifies-applicants-Chile-faking-
massive-meteor-crash-outside-office-window-thats-really-ultra-high-def-TV-screen.html (accessed: 22 Sep-
tember 2014).

14 D. Raven, Is this the world's scariest job interview? LG give job applicants the fright of their lives, “Mirror”, 5
September 2013, http://www.mirror.co.uk/news/weird-news/worlds-scariest-job-interview-1g-2252797, (ac-
cessed: 22 September 2014).

5 TNT's Red Button Ad Invites Users To “Push To Add Drama”, “Huffington Post”, 4 November 2012,
http://www.huffingtonpost.com/2012/04/11/tnt-red-button-ad-commercial-add-drama_n_1418731.html,  (ac-
cessed: 22 September 2014).

16 M. Blake, ‘Push here for Drama’: How a quiet Belgian town was turned into a live action movie, complete
with punch-ups, gunfights and kidnap... and a sexy biker in lingerie, “Daily Mail”, 12 April 2012,
http://www.dailymail.co.uk/news/article-2128653/Push-Drama-How-quiet-Belgian-town-turned-live-action-
movie-complete-punch-ups-gunfights-kidnap--sexy-lingerie-clad-biker.html (accessed: 22 September 2014).

1 AW. Kosner, “Push To Add Drama” Video: Belgian TNT Advert Shows Virality of Manipulated Gestures,
“Forbes”, 4 December 2012, http://www.forbes.com/sites/anthonykosner/2012/04/12/push-to-add-drama-
video-belgian-tnt-advert-shows-virality-of-manipulated-gestures/ (accessed: 22 September 2014).
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ed job candidates. Pranks, therefore, have to be used with caution in advertising, as they
may convert mirth into contempt towards a trickster i.e. a brand.

As practical jokes are a form of disparagement humor, the use of negative emotions
should not be a great surprise. From statistical perspective, fearful and derisive branding
pranks may be even regarded as more effective in terms of media reach than positive and
blissful ones. The most frequently viewed stunts were designed to mock or ridicule the
victims. For example, in Pepsi Max “Test drive” video, an unsuspecting car salesman is
taken to test drive a car with a disguised NASCAR racer, Jeff Gordon, who dangerously
speeds along the streets. Despite the evident emotional harm imposed on a salesman, the
video managed to get over 42,947,547 views in one year®8, This, however, raises some
doubts about delayed effectiveness of pranks: to what extent such number of views and
extensive media coverage may compensate for generating unfavorable brand attitudes as a
result of a negatively-oriented humor?

For brands which position themselves as fun, witty or entertaining, pranks often be-
come the foundation of long-term brand communications online. Heineken, for exam-
ple, has been long involved in staging practical jokes which engage and integrate football
spectators all over the world. In one of the most exciting stunts, over 1,000 AC Milan fans
were maneuvered into a fake classical music concert organized at the same time as a Real
Madrid vs. AC Milan soccer game. Another example of using situational humor by Hei-
neken is presented in “The negotiation” video. It depicts men trying desperately to per-
suade their female partners to spend almost 2,000 USD on two plastic, red, stadium chairs,
in order to win a ticket for the UEFA Champions League finals in London (under one
condition: they cannot mention the tickets in their negotiations). The abundant portfolio of
Heineken pranks comprises also videos with: a fake job interview (“Candidate”), a female
stranger in a bar offering a tour to a football game in another country (“The decision”), a
challenge to find another half of the ticket in a supermarket (“3 minutes to the final”) and
many others. They are all consistently embedded in the communications strategy in order
to raise humor and persuasively portray a brand in real-life situations and contexts.

Non-humorous brands (i.e. with no associations to humor) exploit pranks in single
campaigns or marketing online events so as to visualize the main product benefit and
authenticate it. This is the objective of Nivea “The stress test” prank or Herbal Essence
and its “Experiencia” stunt. Another example is “So real it’s scary” campaign, in which
LG Electronics promote the IPS monitor as providing such realistic vision that may totally
captivate the viewers or even evoke extreme reactions of panic, fear, anxiety or thrill. LG
pranks are supposed to provide credibility and a sense of authenticity to the brand, as they
present genuine expressions of unsuspecting victims caught up in diverse, optically delu-
sive, traps e.g.: in an elevator (a grid of monitors is fixed in an elevator so that it broad-
casts an optic illusion of a floor falling down - “Elevator”), in a restroom (monitors, which
are installed above a row of urinals in a public restroom, display beautiful women starring
and commenting on all visitors - “Stage fright”) and at a job interview (“Meteor”). LG
positioning statement is not based on humor, but a joke serves temporarily as a vehicle for
communicating key functional benefit of a product i.e. visual superiority.

18 Jeff Gordon: Test Drive | Pepsi Max | Prank, http://www.youtube.com/watch?v=Q5mHP02yDG8 (accessed:
22 September 2014).
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4. PRANK EFFECTS ON BRANDS — IMPLICATIONS FROM THEORY OF HU-
MOR

From marketing perspective, it is important to gain insights about the communication
effects of pranks. Disappointingly, little academic work has been devoted to consumer
studies on practical jokes and their efficacy in digital advertising. However, as pranks
belong to a category of humor, one can infer from extant humor literature their possible
persuasive powers and their likely impact on consumer behavior.

According to Speck!®, there are mainly three broad groups of theories of humor re-
sponse: cognitive-perceptual (e.g. incongruity theories), superiority (e.g. disparagement
and affective-evaluative theories) and relief (e.g. psychodynamic theories). From market-
ing communications perspective, these theories offer a series of approaches which might
prove useful in explaining, how humor (esp. used in a form of online pranks) works in
terms of branding effects. One of the commonly accepted theoretical concepts is derived
from a classical conditioning theory, Heider’s balance theory?® and a model of attitude
formation?!. The idea is that affective responses, stimulated by humor used in an ad, di-
rectly influence (are transferred to) brand attitude without swaying brand recall or
recognition??. Simply, humorous ads (unlike serious ones) generate excessively higher
levels of positive attitudes. This triggers the transfer of affect onto the brand, as individu-
als strive to keep consistency (balance) in their attitudes and behaviors.

Another conceptualization recognizes humor as a distractive factor which impedes
comprehension of the advertising stimuli and its recall. Zillmann et al.% and Woltman
Elpers et al.?* have argued that respondents are so concentrated on humor, that they show
low attentiveness to other layers of the message. Cognitively speaking, humor elicits
strong emotions of mirth, pleasure and amusement, which serve as a sufficient encour-
agement to focus attention?. The more intense the humor in the stimuli, the more proba-
ble it is to distract the audience from other (non-humor) aspects of this stimuli e.g. a
brand. This assumption is frequently used to explain, why funny ads and commercials
arrive at simultaneously low brand recall and high ad recall indicators.

¥ P.S. Speck, On humor and humor in advertising, Texas Tech University 1987 (Ph.D. Dissertation),
https://repositories.tdl.org/ttu-ir/bitstream/handle/2346/19016/31295000275114.pdf?sequence=1 (accessed: 8
August 2014).

2 F, Heider, The Psychology of Interpersonal Relations, Hillsdale, New Jersey 1958.

2 5 B. MacKenzie, R.J. Lutz, G.E. Belch, The role of attitude toward the ad as a mediator of advertising effec-
tiveness: a test of competing explanations, “Journal of Marketing Research” 23/2 (1986), p. 130-143; S.B.
MacKenzie, R.J. Lutz, An empirical examination of the structural antecedents of attitude toward the ad in an
advertising pretesting context, “Journal of Marketing” 1989/53, p. 48-56.

22 §.B. MacKenzie, R.J. Lutz, G.E. Belch, op. cit., p. 130-143; Prilluk R., B.D. Till, The role of contingency
awareness, involvement, and need for cognition in attitude formation, “Journal of the Academy of Marketing
Science” 32/3 (2004), p. 329-344.

2D, Zillmann, B.R. Williams, J. Bryant, K.R. Boynton, M.A. Wolf, Acquisition of information from educational
television as a function of differently paced humorous inserts, “Journal of Educational Psychology” 72/2
(1980), p. 170-180.

24 J.C.M. Woltman Elpers, A. Mukherjee, W.D. Hoyer, Humor in television advertising: A moment-to-moment
analysis, “Journal of Consumer Research” 2004/31, p. 592-598.

% R.A. Martin, The Psychology of Humor: An Integrative Approach, Elsevier, Amsterdam 2007.
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As humor is expected to persuade consumers, the Elaboration Likelihood Model
(ELM) developed by Petty and Cacioppo?, is often adopted to describe how humor can
produce various communication effects. Out of two paths to persuasion, peripheral one
requires little elaboration, low involvement, and it uses cues and inferences to elicit affec-
tive change. Along with this theory, humor can serve as a peripheral cue to persuasion
and stimulate delayed responses to brands (including attitudes). However, as noted by
Petty and Cacioppo?’ and Petty et al.?®, these responses are less persistent over time and
less predictive of behavior than attitudes triggered by the central route.

In his work, Speck?® suggests that under certain circumstances (e.g. in case of humor-
ous products), humor can serve as a central message argument or it can help boost arousal
and focus attention, thus perpetuating central route to persuasion (arousal may motivate
individuals to concentrate on the message, while attention would increase their ability to
process the message). Nevertheless, in most cases humor serves as an indirect incentive to
produce attention and message acceptance. This view is strongly supported by available
empirical evidence: while comparing humor to serious advertising messages, many schol-
ars found humor to be more effective in gaining consumers’ attention and liking towards
the ad and the advertiser®®. Although much of these studies had been conducted prior to
the advent of Internet, the impact of humor on attention is expected to be stable over di-
verse media channels®!.

Many theoretical perspectives on humor in advertising (including those described
above) do not compete, but complement one another. Unfortunately, the literature pro-
vides mixed empirical results on the effects of humor on several outcome variables i.e.
comprehension, consumer memory, and brand attitudes®?. For example Eisend®, in his
meta-analysis revealed that humor has no significant impact neither on brand recall, nor
on comprehension of the stimulus, attitude towards the advertiser and purchase behavior.
Weinberger and Campbell®*, Zhang and Zinkhan® found that humor might aid compre-

% R.E. Petty, J.T. Cacioppo, The Elaboration Likelihood Model of persuasion, “Advances in Experimental
Social Psychology” 1986/19, p. 123-194.

27 Ibidem.

% R.E. Petty, J. Kasmer, C. Haugtvedt, J.T. Cacioppo, Source and message factors in persuasion: A reply to
Stiffs critique of the Elaboration Likelihood Model, “Communication Monographs” 1987/54, p. 233-249.

2 p.S, Speck, On humor and humor in advertising, Texas Tech University 1987 (Ph.D. Dissertation),
https://repositories.tdl.org/ttu-ir/bitstream/handle/2346/19016/31295000275114.pdf?sequence=1 (accessed: 8
August 2014).

% C.P. Duncan, J.E. Nelson, Effects of Humor in a Radio Advertising Experiment, “Journal of Advertising” 14/2
(1985), p. 33-64; T.J. Madden, M.G. Weinberger, The effects of humor on attention in magazine advertising,
“Journal of Advertising” 11/2 (1982), p. 8-14; D.M. Steward, D.H. Furse, Effective television advertising,
D.C. Heath and Company, Chicago 1986; M.G. Weinberger, L. Campbell, The use and impact of humor in
radio advertising, “Journal of Advertising Research” 31/12-01 (1991), p. 44-52.

31 M. Eisend, A meta-analysis of humor in advertising, “Journal of the Academy of Marketing Science” 2009/37,
p. 191-203.

32 C.S. Gulas, M.G. Weinberger, op. cit., p. 1-256.

3 M. Eisend, op. cit., p. 191-203.

3 M.G. Weinberger, L. Campbell, op. cit., p. 44-52.

%Y. Zhang, G.M. Zinkhan, Humor in Television Advertising, “Advances in Consumer Research” 1991/18, p.
813-818.
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hension of an ad, while the opposite findings were reported by Gelb and Zinkhan® and
Lammers et al.%".

Indeed, the inconclusive nature of empirical results suggests that there exist additional
factors that might moderate the humor-brand relationship. Out of many moderators, the
most important ones are: product category and use, humor type and intensity, perception
of humor3®, In order to gain positive results from humor on brand attitudes, the ads must
be firstly perceived as humorous (perception of humor)®. Ads perceived as humorous are
more effective for low-risk and low-involvement products (product category), as they do
not require deep elaboration and weighting alternatives. Under such conditions humor
becomes a peripheral cue which indirectly impacts positive responses of consumers*,

Based on the above discussion, one may conclude that embedding a prank in an
online video, may draw viewers’ attention, lead to improved recall of this video, and
contribute to positive attitudes towards it. This relationship, however, may differ de-
pending on the promoted product (e.g. low vs. high risk; low vs. high involvement), hu-
mor perception, type (e.g. disparagement vs. incongruity) and intensity (e.g. mild vs. in-
tense). Nonetheless, no significant impact on purchase behavior should be expected.
These suppositions, however, require further examination. As pranks constitute a very
specific category of humor, they need thorough testing in order to establish their exact
(and not inferred) influence on brand-related consumer behaviors and reactions.

5. RISKS AND LIMITATIONS OF PRANKVERTISING

In theory, a branding prank mostly involves unsuspecting victims maneuvered into ec-
centric scenarios in public places. A real-life setting and high dependence on spontaneity
of non-actors entails a number of potential risks. Firstly, the marketers cannot predict
exactly whether and how the audience will understand and react to the joke. As each
member of the public assesses a prank based on their own personal experiences, individu-
al sense of humor and subjective knowledge of aesthetics, many performances may some-
times generate unexpected results in terms of consumer understanding, liking, preferences
and attitudes towards the trickster (i.e. the brand). For example, Toys”R”Us employed
prankvertising in its campaign circled around a theme of “a wish”. Brand executives orga-
nized a trip for kids; official destination was the forest, but in reality a school bus took
children to the huge Toys”R”Us store, where they could have taken any toy of their
choice. Despite the unbridled enthusiasm of the “victims”, the video was not well received
among the Internet users. What was intended to become a blissful and emotional prank,
actually gathered a massive number of negative comments e.g.: “shame on you Toys R

% B.D. Gelb, G.M. Zinkhan, Humor and advertising effectiveness after repeated exposures to a radio commer-
cial, “Journal of Advertising” 15/2 (1986), p. 15-34.

3 H.B. Lammers, L. Liebowitz, G.E. Seymour, J.E. Hennessey, Humor and cognitive response to advertising
stimuli: A trace consolidation approach, “Journal of Business Research” 11/2 (1983), p. 173-185.

% p, De Pelsmacker, M. Geuens, The advertising effectiveness of different levels of intensity of humour and
warmth and the moderating role of top of mind awareness and degree of product use, “Journal of Marketing
Communications” 5/3 (1999), p. 113-129; M.G. Weinberger, C.S. Gulas, The Impact of Humor in Advertis-
ing: A Review, “Journal of Advertising” 21/4 (1992), p. 35-59.

% K. Flaherty, M.G. Weinberger, C.S. Gulas, The Impact of Perceived Humor, Product Type, and Humor Style
in Radio Advertising, “Journal of Current Issues and Research in Advertising” 26/1 (2004), p. 25-36.

40 M.G. Weinberger, L. Campbell, B. Brody, Effective Radio Advertising, Lexington Books, New York 1994,
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Us! take those kids to the forest!!”; ,, This promotion makes me sad. Portraying an outdoor
field trip as the boring alternative to a trip to TrU is a cheap shot. Very unfortunate
choice”*!. Notwithstanding the impressive number of 1,120,685 views, the video collected
2,760 dislikes (along with only 1,071 likes)*? and the brand was criticized for using chil-
dren for marketing purposes.

Secondly, the reactions of the prankees can be unpredictable to the pranksters.
Certain scenarios may be insufficiently appealing or unengaging for participants, as in
case of Kupiec (a brand of grain, rice and breakfast products) which did not succeed in
attracting masses of people in their practical joke presented in the “Push and something
will happen” video. Marketers do not have enough data, resources and equipment to antic-
ipate and fully control the behavior of prank objects and they often need to rely on their
individual feelings and subjective presumptions. This leads sometimes to the situations in
which pranks become too provocative in terms of personal privacy or social acceptance,
and they, therefore, inflict emotional distress, pain or even cause litigations and more
advanced legal actions. A French producer of household goods, Cuisinella, conducted a
prank that involved (allegedly real) pedestrians who became the objects of a street shoot-
ing. Although the targets were actually shot with fake bullets, they were forced into the
coffins and finally transported to the mortuary. Staged or not, this stunt was regarded as
outrageously invasive, abusive and very harmful to the victims. If marketers expose their
prank objects to certain liability, fear or danger, the consequences may become surprising-
ly extreme. Toyota, for instance, is sued for stalking and terrorizing a consumer (a result
of an unfortunate prank promoting the new model of a car), who is now demanding
10,000,000 USD in damages for psychological injury*®. In such situations, a better solu-
tion is to stage an ideally veracious prank (with professional actors) in order to avoid
potential problems and accusations.

6. CONCLUSIONS

A branding prank is an advertising act disguised as a practical joke. It is designed by
marketers to make people laugh and learn about the brand. As humor can appeal to sizea-
ble audiences, pranks are believed to become a convenient solution for mass communica-
tion of brands and products. They are regarded as very compelling performances for
large number of consumers, due to the use of fun, real-life settings, and non-actors.
Contrary to traditional advertising, prankvertising is expected to provide greater credibil-
ity to the brand and offer viewers authentic experiences along with real entertainment
value. Despite their unquestionable attractiveness, branding pranks involve, however,
certain managerial limitations and challenges.

Firstly, the Internet has extended the environment for staging, recording and diffusion
of branding pranks, but it does not provide satisfactory tools for anticipating and
measuring their results. It allows pranks to proliferate, become interactive and address
versatile audiences. Social media facilitate the dissemination of branding videos; it is the

4l Busloads of kids get surprise trip to Toys“R”Us, https://www.youtube.com/watch?v=g5SXybm6bss (ac-
cessed: 20 September 2014).

42 Ibidem.

43 D. Gianatasio, Prankvertising: Are Outrageous Marketing Stunts Worth the Risks?, “Adweek”, 1 April 2013,
http://www.adweek.com/news/advertising-branding/prankvertising-are-outrageous-marketing-stunts-worth-
risks-148238?page=1 (accessed: 1 September 2014).
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viewers, however, not brand owners, who are empowered to comment, share, evaluate and
forward the footage online. Such balance of power gives less importance to a brand itself
and makes pranks less predictable as for their marketing outcomes. If a prank generates
outrage or misunderstanding, negative associations will be attributed to the brand across
many Internet channels. In general, the reception of pranks by online communities is
largely unknown, and it is not only typical for controversial stunts (comp. Cuisinella), but
also for less provocative ones (as was in case of Toys”R”Us).

Secondly, humor is not a fully effective tactic for message content in marketing
communication of brands. Humor has been long used in traditional advertising in order
to attract attention, encourage involvement with the message and the medium. Unfortu-
nately, humor often serves as a distraction from the advertising content and it does not
improve memory traces about an advertiser (esp. in case of high-involvement product
categories). In other words, it is the humorous stimuli that consumers mostly remember,
not the brand itself. Additionally, joke cognition is a highly subjective process i.e. not
every audience member has skills, competences and identical sense of humor to decode a
joke and understand its meaning. While pranks are a form of disparagement humor, they
often become performances of mockery, which allow spectators to laugh at someone
else’s expense. Not everybody enjoys ridiculing other people; not everybody laughs at the
same things, ideas and situations.

Thirdly, the underlying limitation to all prankvertising efforts is the void in data on
the effectiveness of pranks and their possible impact on immediate and delayed con-
sumer behaviors. Practical jokes as branding weapons are very difficult to capture,
measure and evaluate, due to: (1) dynamic nature of such performances, (2) many poten-
tially moderating and mediating factors, (3) the attribution effect (i.e. the problem of at-
tributing and tracing the link between specific results and investments). As a result, there
are several questions to be addressed in future theoretical and empirical studies e.g.:

o What specific communication goals can be achieved through the use of pranks

and to what extent?

e What factors (psychological, sociological, cultural, environmental etc.) moderate

the outcomes?

e What immediate and delayed responses can be expected?

e What processes cause humor to occur in branding pranks?

o  Which type of prank (staged vs. real; based on negative vs. positive emotions

etc.) is more effective in driving desired consumer responses?

e How much of disparagement humor impacts the positive vs. negative effects of a

branding prank?

¢ How and to what extent the effectiveness of a branding prank depends on a prod-

uct category?
Future research efforts should focus on examining these questions and assessing prank
influences with regard to diverse ROI and brand indicators.
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APPENDIX

Table 1. List of branding pranks cited in the text

BRAND - A TITLE OF A EMOTIONS PLAYED URL ADDRESS
PRANKSTER PRANK BY A PRANKSTER
Carlsberg Bikers in cinema Hilarity, surprise, excite- https://www.youtube.com/
ment, fear, confusion watch?v=RS3iB47nQ6E
Carlsherg Carlsberg puts Hilarity, surprise, excite- https://www.youtube.com/
friends to the test | ment, fear, confusion watch?v=vslwMp84 BA
Coca-Cola Singapore recycle | Happiness, warmth, hilarity, | https://www.youtube.com/
happiness ma- surprise watch?v=4D-RejzbC0Q
chine
Coca-Cola Happiness truck Happiness, warmth, hilarity, | https://www.youtube.com/
surprise watch?v=hVap-ZxSDeE
Coca-Cola Happiness ma- Happiness, warmth, hilarity, | https://www.youtube.com/
chine (London) surprise watch?v=MO0D3jKLz6sA
Cuisinella Sniper shot Fear, anger, shock, pain, https://www.youtube.com/
surprise watch?v=zdsdnMKTVAc
DHL Trojan mailing Hilarity, surprise, awe https://www.youtube.com/
watch?v=07y11b6Di7k
Heineken Champions Hilarity, surprise, happi- https://www.youtube.com/
league match vs. ness, excitement, awe watch?v=wB7Dlo3nJas
classical concert
Heineken Candidate Hilarity, surprise, happi- https://www.youtube.com/
ness, warmth watch?v=Ag6y3R0O12UQ
Heineken The decision Hilarity, surprise, happi- https://www.youtube.com/
ness, excitement watch?v=LOcNKHke7EY
Heineken 3 minutes to the Hilarity, surprise, happi- https://www.youtube.com/
final ness, excitement watch?v=JbY XJd3pRdY
Heineken The negotiation Hilarity, surprise, happi- https://www.youtube.com/

ness, warmth

watch?v=WHjjy2kfBg4

Herbal Essenc-
es

Experiencia

Arousal, surprise, amuse-
ment

https://www.youtube.com/
watch?v=dIhXOCHIcDM

Kupiec Push and some- Excitement, awe, surprise, http://www.youtube.com/w
thing will happen | amusement atch?v=ITwHCamudWs
LG Meteor Hilarity, surprise, excite- https://www.youtube.com/
ment, fear, embarrassment, watch?v=4xQb9KI-O3E
confusion
LG Elevator Hilarity, surprise, excite- https://www.youtube.com/
ment, fear watch?v=NeXMxuNNIE8
LG Stage fright Hilarity, surprise, excite- https://www.youtube.com/
ment, embarrassment, watch?v=jOpccxCJIPsY
confusion
McDonald’s Big Mac mind Hilarity, surprise https://www.youtube.com/
tests watch?v=PTJaztFBKL8
Nivea The stress test Hilarity, surprise, fear, https://www.youtube.com/
embarrassment, confusion watch?v=n3hVfP8IMfc
Pepsi Max Test drive Hilarity, derision, fear, https://www.youtube.com/
surprise watch?v=Q5mHP02yDG8
Samsung All eyes on S4 Happiness, hilarity, sur- https://www.youtube.com/
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prise, excitement, amuse- watch?v=CsGlzu2NzX0
ment

The Weather Bus shelter Hilarity, surprise http://www.youtube.com/w

Channel atch?feature=player_embed

ded&v=6M-JQktwrXU

TNT Push to add dra- Hilarity, surprise, happi- https://www.youtube.com/

ma ness, excitement watch?v=316AzLYfAzw

TNT Push to add dra- Hilarity, surprise, happi- https://www.youtube.com/

ma on an ice-cold | ness, excitement watch?v=ZIkPeZKP-d4
day

Toys”R”Us Busloads of kids Excitement, awe, surprise, https://www.youtube.com/

get surprise trip amusement watch?v=05SXybm6bss
to Toys "R Us

Westjet Christmas miracle | Happiness, warmth, hilarity, | https://www.youtube.com/
surprise, nostalgia watch?v=zIElvi2MuEk

PRANKVERTISING - PSIKUS JAKO NOWA FORMA REKLAMY MARKI
W INTERNECIE

Praktyczny zart (tzw. psikus) stanowi form¢ humoru negatywnego; jest to zabawne i
wczesniej zaplanowane dzialanie, przedsigwzigcie czy zdarzenie, ktére ma na celu rozsmie-
szenie publicznosci, ale rowniez wy$mianie ofiary (bohatera) zartu. Mimo ze zaréwno pozy-
tywny, jak i negatywny humor od lat jest dosy¢ powszechnie wykorzystywang taktyka w re-
klamie, praktyczne zarty jawia si¢ jako stosunkowo nowe zjawisko reklamowe. Rozwoj In-
ternetu i medidow spotecznosciowych stworzyt szerokie mozliwosci stosowania psikusoéw ja-
ko ukrytych reklam wbudowanych w strategie komunikacji marketingowej online. Coraz
wigcej firm wykorzystuje t¢ forme¢ Zartu w swoich dziataniach komunikacyjnych i postrzega
ja jako innowacyjne rozwigzanie pozwalajace na zaangazowanie konsumentéw w Interne-
cie. Ze wzgledu na brak badan oraz analiz naukowych po$wigconych tej tematyce, niniejszy
artykut formutuje teoretyczne i praktyczne ramy dla psikusow, a takze analizuje ich poten-
cjat w zakresie budowania marki (np. w obszarze maksymalizacji zasiggu, ekspozycji marki,
tworzenia jej widoczno$ci, przyciagania uwagi konsumentow, obudowywania marki w silne
emocjonalnie znaczenia). Do analizy potencjalnego oddzialywania praktycznych zartow
wykorzystano koncepcje z teorii humoru oraz dane wtorne zgromadzone przez autorow.
Ostatnia czgs¢ tekstu zostala poswigcona charakterystyce kluczowych wyzwan, ryzyka i
ograniczen z tytutu realizacji psikuso6w na potrzeby reklamowe oraz oméwieniu ich na licz-
nych przyktadach. Zidentyfikowano réwniez gtéwne obszary badawcze wymagajace dodat-
kowego wysitku naukowego oraz postawiono pytania, ktore nalezy uwzgledni¢ w przy-
sztych badaniach empirycznych.

Stowa kluczowe: psikus, marka, reklama online, prankvertising, zarzadzanie marka,
strategie reklamowe, humor
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Andreas METZNER-SZIGETH!

OKOLOGIE UND GESELLSCHAFT: UBER ETHIK
UND RATIONALITAT IM VERHALTNIS
VON SYSTEM UND UMWELT

Ohne einen erweiterten Ansatz unseres Denkens und Handelns wird es keine Losung
der Umweltproblematik der Moderne geben. Vernunft und Ethik sind daher gefordert, die
Moglichkeiten unserer Einsicht in diese Problematik und unserer Orientierung ihr gegen-
iiber auszubauen. Um die prinzipiellen Schwierigkeiten zu verdeutlichen, die auf diesem
Wege zu bewiltigen sind, befasst sich der Beitrag mit den Themen ,,Selbstreferenz und
Umweltethik®, ,,Azentrizitdt und 6kologische Vernunft“ und dem Verhéltnis von ,,Okono-
mie und Okologie”. Im Mittelpunkt steht dabei die Frage, mit welchen Mitteln es dem mo-
dernen Menschen gelingen kann, eine Wiedereinfiihrung der von ihm externalisierten Ef-
fekte vorzunehmen, um den Umweltfolgen seines intentionalen Entscheidens gerecht zu
werden. Einerseits wird hierzu auf die Systemtheorie Niklas Luhmanns rekurriert, deren kri-
tische Analysen verfolgt und hinsichtlich dieser Frage ausgewertet werden. Zum anderen
wird auf Ansétze der Umweltdkonomie eingegangen, um die Fragestellung auch andersher-
um anzugehen. Der Beitrag schlieBt seine Uberlegungen mit einem Statement iiber ,,Co-
Evolution und reflexive Modernisierung®. Vor dem Hintergrund beider Ansitze wird der
Prozess einer allmihlichen 6ffentlichen Bewusstwerdung, dass die Okologie nicht nur eine
elementare, im gesellschaftlichen Umgang zu 16sende (Gestaltungs-)Aufgabe darstellt, son-
dern gerade hierin die kulturelle und sozio-6konomische, als Kennzeichen der derzeitigen
historischen Schwelle identifiziert. Im Zusammenhang damit wird ein wachsender Bedarf
nicht nur an ,,Ethik* und ,,Vernunft“ selbst, sondern auch an ihrer Problematisierung im 6f-
fentlichen Diskurs vermutet.

Schliisselbegriffe: philosophische Gesellschaftstheorie, Verhaltnis von Okonomie und
Okologie, azentrische Umweltethik, Rationalitit.

1. SELBSTREFERENZ UND UMWELTETHIK

Moral stellt fiir Niklas Luhmann ein soziales Regulativ dar, welches Handlungen iiber
den biniren Code gut / schlecht sanktioniert.? Dadurch erzeugt sie ihre eigene Paradoxie,
da eine moralische Konditionierung selbst jeweils sowohl gute als eben auch schlechte
Folgen haben kann, die Moral auf sich selbst angewandt also ihre eigene Unmoralitét
feststellen miisste.® Die Ethik stellt demgegeniiber eine Reflexionstheorie der Moral dar,

1 Prof. Dr. habil. Andreas Metzner-Szigeth, Hochschule Bochum, Lennershofstrae 140, 44801 Bochum, mail:
andreas.metzner-szigeth@hs-bochum.de

2vgl. N. Luhmann, Okologische Kommunikation, Opladen 1986, S. 259ff.

% Luhmann nimmt hier Max Webers Kritik einer Gesinnungsethik auf, die keine Verantwortung fiir ihre Folgen
iibernimmt (vgl. M. Weber, Der Beruf zur Politik, [In:] ders., Soziologie, Universalgeschichtliche Analysen,
Politik. Aufsatzsammlung, Hrsg. u. erl. v. J. Winkelmann, 5. Aufl., Stuttgart 1973, S. 167-185), und rearran-
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die der Entparadoxierung der moralischen Paradoxie verpflichtet ist; sie stellt sich daher
Ersatzprobleme wie z.B. den ,,kategorischen Imperativ*.

Diese Ausflihrungen rekurrieren freilich nicht auf die Unterscheidung zwischen mora-
lischem Handeln im Sinne einer verordneten und sanktionierten Moral und solchem, wel-
ches aus freiem Willen und Einsicht in die ethische Problematik eines Zusammenhangs
erfolgt.* Nichtsdestoweniger ist mit Luhmann anzunehmen, dass mit der notwendigen
Theoretizitit einer Reflexionsethik die Chancen ihrer praktischen Wirksamkeit sinken.

Hinzu tritt, dass es im Falle von Sozial- und Umweltethik um eine soziale Regulierung
von einerseits der Behandlung von Menschen durch Menschen und andererseits der Be-
handlung von Umwelt durch Menschen geht. Im ersteren Fall ist die Wirksamkeit der
Sanktionierung durch Achtung / Missachtung zumindest im Prinzip gesichert, da die in-
nersoziale Komplexitit unter den Bedingungen doppelter Kontingenz fiir eine moralische
Konditionierung offen steht. Im zweiten Fall besteht das Dilemma, dass Menschen die
Umwelt vor Menschen schiitzen sollen, die Umwelt selbst aber keine moralischen Sankti-
onen verhingen kann.®

Hinsichtlich der Frage nach ihrer effektiven Wirksamkeit ist daher die Unterscheidung
von Moral und Ethik weniger bedeutsam als die Differenz von Sozial- und Umweltethik,
deren tieferliegendes Problem auch Luhmann — allerdings nur anreilend — angesprochen
hat: Zwangsldufig taucht fiir die Umweltethik das Problem auf, dass hier die Subjekte der
Moral nicht mehr gleich den moralischen Objekten — also Menschen — sind. Diese Inkon-
gruenz ist, wie sich zeigen ldsst, durchaus keine rein theoretische, da 6kologisch komple-
xe Probleme zu Konflikten zwischen ,,Sozial-*“ und ,,Umweltethik* fithren kénnen. Schon
das Beispiel einer Eindeichung bei Sturmflutgefahr zeigt die Problematik, da sich der
Zielkonflikt auftut, ob die Sicherheit von Menschen (und der fiir sie giinstigen Umwelt
samt ihrer Nutzung) fiir die Ethik bedeutsamer ist als das Leben der Wattflora und Fauna.
Die Alternative ,,Schafweide oder Salzwiese* mag simpel klingen, zeigt aber das generel-
le Problem, dass man sich entscheiden muss, auf welcher Grundlage (sozial- oder umwelt-
referenziell; anthropozentrisch oder nicht-anthropozentrisch) man seine Bewertung durch-
fithren will. Steigt die Komplexitdt der Problematik, wird die Ethik dariiber hinaus zu-
nehmend von einer wissenschaftlichen Analyse abhéngig, die als Unterbau einer ethischen

giert die Differenz von Gesinnungs- und Verantwortungsethik in systemtheoretischer Form; vgl. auch A.
Metzner-Szigeth, Zwischen Systemkomplexitit und Akteursverantwortung, [In:] Technik — System — Verant-
wortung, Hrsg. K. Kornwachs, Miinster u. a. 2004, S. 391-409.

4 Grundlegend ist hier die von Kant eingefiihrte Differenz von Heteronomie, also dem Anspruch, dem Sittenge-
setz gehorchen zu miissen wie einem &ufleren Souverdn, und Autonomie, also dem Anspruch, einem selbstbe-
stimmten Sittengesetz als innerem Souverdn zu folgen. Vgl. 1. Kant, Grundlegung zur Metaphysik der Sitten
(Erstauflage: Riga 1785), [In:] I. Kant, Werkausgabe, Bd. VII, Hrsg. v. W. Weischedel, Frankfurt a. M. 1982,
S. 33ff. Der kategorische Imperativ ist nun der Versuch einer Verbindung des Moments der Allgemeingiiltig-
keit (aus ersterem Begriff) mit dem der individuellen Begriindung aus freiem Willen (nach dem zweiten Be-
griff).

% Schleichende Umweltverdnderungen oder katastrophische Ereignisse konnen der Natur als Subjekt zugeschrie-
ben werden, so als ob die Natur auf moralisches Fehlverhalten der Gesellschaft reagieren wiirde. Als ,,Rache
der Natur taucht diese Denkfigur in appellativen Bearbeitungen der Umweltproblematik immer wieder auf,
scheint aber ein viel &lteres Motiv zu sein — man denke nur an die Sintflut.
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Entscheidung diese aber nicht von diesem Dilemma entbinden kann.® In der Offentlichkeit
tritt es wiederum um so schérfer zu Tage, wie (moglicherweise) Betroffene, als Subjekte
der Ethik (und damit gleichzeitig originire Objekte derselben), ihre Angste artikulieren,
wihrend die Natur als Objekt der Umwelt-Ethik ,,stumm® bleibt.

Wie geht die Ethik nun mit dieser Konstitutionsproblematik um? Eine der moglichen
Reaktionen darauf ist die Uberleitungskonstruktion, die ethisches Handeln gegeniiber der
natiirlichen Umwelt als Erfordernis fiir das Leben kiinftiger Generationen begriindet. Die
zeitliche Dimension wird hier ausgeweitet, um ein aktuelles ethisches Handeln nun doch
auf zukiinftige Menschen als Objekte der Ethik richten zu konnen. Dieser Moglichkeit
folgt etwa Hans Jonas mit seinem ,,Prinzip Verantwortung*.” Kiinftige Generationen kon-
nen sich aber erst in der Zukunft (selbst) artikulieren, nicht aber in der Gegenwart des
ethischen Reflektierens vor dem Hintergrund anstehender Entscheidungsprozesse. Wenn
nun andere es stellvertretend fiir sie tun, ist dieses Vorgehen allerdings wieder dquivalent
mit einem stellvertretenden Eintreten fiir die Natur. Gegen wohlgemeinte aber moglich-
erweise fehlgeleitete Empfehlungen konnen sich zukiinftige Generationen oder die Um-
welt ebenso wenig zur Wehr setzen, wie gegen eine Inanspruchnahme der durch Rekurs
auf sie moglichen Handlungslegitimation durch und im Interesse der Menschen des hier
und heute.

Eine andere Moglichkeit zur Losung dieses Dilemmas liegt in der sachlichen Dimen-
sion, besteht in einer Ausweitung des Umfangs der (Bezugs-)Objekte, auf die sich ethi-
sches Handeln richtet. So unterscheidet etwa Klaus Michael Meyer-Abich ,,Acht Formen
von Riicksichtnahme in der Ethik®, angefangen von einer egozentrischen tiber eine anth-
ropozentrische bis hin zu einer allumfassenden physiozentrischen Ethik.2 Die Deanthro-
pozentrierung erfolgt hierbei in einer Ebenendifferenzierung, die additiv den Umfang des
Bereichs, auf den sich ethisches Handeln richtet, erweitert, allerdings ohne dass sich an

® Einerseits bezieht sich das auf komplexe sozio-okologische Zusammenhinge. Ein Beispiel dafiir wire etwa
eine auf kleinstem Niveau betriebene Weidewirtschaft in einer semiariden Region dieser Welt. Ein forcierter
Brunnenbau wiirde zwar die Erndhrungslage verbessern konnen, aber die nun groBeren Herden wiirden das
ihrige zur Desertifikation tun. Vgl. L. Timberlake, Krisenkontinent Afrika — Der Umwelt-Bankrott. Ursachen
und Abwendung, Wuppertal 1990. Eine einfach auf Werten, Normen oder idealistischen Motivationen basie-
rende ethische Entscheidung iiber zu ergreifende MaBnahmen wird hier kaum besser sein konnen als eine Sys-
temanalyse, die verschiedene Varianten kalkuliert und so eine Strategie zur Optimierung herausarbeiten will,
wiewohl letztere lediglich utilitaristisch orientiert ist. Andererseits ist die ethische Behandlung komplexer
Technologien, etwa der Gentechnologie, derart massiv an das Niveau fachwissenschaftlicher Theoretizitat
gebunden, dass ein solcher Diskurs von Ethik und Technik schnell zu einer Diskussion iiber verschiedene An-
wendungsfelder und deren Chancen und Risiken wird. Vgl. Chancen und Risiken der Gentechnologie, Hrsg.
Deutscher Bundestag, Der Bericht der Enquete-Kommission des 10. Deutschen. Bundestages, Bonn 1987.
Beides macht klar: Der ethische Diskurs verschiebt sich in zunehmendem MaBle weg von der Frage, ,,wie*
eigentlich gehandelt werden soll, hin zu dem Problem, ,,dass“ die auf der Basis des moglichen Wissens {iber
einen Zusammenhang optimale Entscheidung auch getroffen und getragen wird und nicht etwa eine bequeme-
re, kurzsichtigere oder partikularen Interessen folgende.

"\Vgl. H. Jonas, Das Prinzip Verantwortung. Versuch einer Ethik fiir die technologische Zivilisation, Frankfurt a.
M. 1987.

8 vgl. K.M. Meyer-Abich, Wege zum Frieden mit der Natur. Praktische Naturphilosophie fiir die Umweltpolitik,
Miinchen 1986, S. 22.
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den Subjekten ethischen Handelns etwas éndert. Belegt wird diese Position mit dem
Ubergang vom Anthropozentrismus zum Physiozentrismus in der Ethik.®

Die gesellschaftliche Natur des Menschen kann von den (Sozial-)Wissenschaften ge-
nauso wenig hinterschritten werden, wie die (Umwelt-)Wissenschaften die biologische
Natur des Menschen nicht hinterschreiten konnen. Deutlich wird dies in besonderem Ma-
Be in den ,,integrativen” Disziplinen Soziologie und Okologie. Indem die Okologie von
der Natur handelt, zielt sie auf den Menschen, zielt sie auf die menschliche Lebensweise
hinsichtlich ihrer existentiellen Grundlagen, reflektiert sie seine Position und seine Aktivi-
tdt in der Umwelt. Indem die Soziologie von der Gesellschaft handelt, tut sie ein gleiches,
namlich zielend auf die menschliche Lebensweise gesellschaftliche Selbstorganisations-
prozesse erschlieen.

Der Mensch als Trager dieses Reflexions- und Handlungszusammenhangs nimmt im-
mer (notwendig) eine ,,anthropozentrische® Perspektive ein, da er keine andere Moglich-
keit hat. Standort der klassischen Naturwissenschaften, der immer noch vorherrschenden
naturwissenschaftlichen Denkweise, ist aber der sozusagen sékularisierte ,,gottliche
Standpunkt™ als Subjekt iiber den Dingen, unvermittelt den Objekten seiner Erkenntnis
gegeniiberstehend, entsprechend einer Zentrierung der Natur- und Gesellschaftswissen-
schaften auf das biirgerlich isolierte denkende Subjekt. Die klarer formulierte Perspektive
liegt daher in der Ablosung des subjektzentrierten Weltbildes durch ein ,,vitalozentri-
sches*1, die vermittelt iiber eine Neubestimmung der Subjektivitit des Menschen bezo-
gen auf seine Identitét als bewusstes und lebendiges, biotisches und soziales Wesen er-
folgt, und geeignet ist, Subjekt und Objekt nicht mehr als unvermittelten Gegensatz zu
betrachten, sondern die Beziehungen des Menschen zu anderen Teilen der Natur in ihrer
Relativitét zu sehen.

Problematisch an der vorherrschenden Form der Ethik-Debatte ist erstens die Tendenz
zur Individualisierung. Sie schreibt einzelnen Individuen Verantwortungen zu, die sie
allein nicht tragen konnen, da sie in sozio-6konomische Handlungssysteme eingebunden
agieren. Problematisch ist zweitens die Fixierung auf neuartige Technologien. Notwendig
erscheint demgegeniiber erstens eine Zentrierung der Diskussion auf demokratische Pro-
zesse der Entscheidungsfindung iiber Entwicklung und Einsatz alter wie neuer oder ,,al-

® Zur Kontroverse zwischen diesen Perspektiven einer 6kologischen Ethik vgl. etwa Okologie und Ethik, Hrsg.
D. Birnbacher, Stuttgart 1986. Bei Meyer-Abich fallt auf, dass er die Problematik der Verbindung zwischen
der ethischen Handlungsfahigkeit des Subjektes und seiner anthropozentrischen Perspektive kaum tangiert und
letztere schlicht mit einer besitzindividualistisch-materialistischen Einstellung identifiziert. Demgegeniiber
muss man sagen, dass auch die Idee einer Solidargemeinschaft der ganzen Schopfung angesichts ihrer ,,kosmi-
schen Leidensgeschichte* (vgl. K.M. Meyer-Abich, Wege zum Frieden mit der Natur..., S. 190ff.) natiirlich
einer anthropozentrischen Projektion aufruht. Das Problem, dass ethische Normen und Werte ihre Begriindung
nur in sozialer Verstédndigung und Erkenntnis finden konnen, gleichwohl aber die ganze Natur betreffen sollen,
wird hier religios tiberkompensiert, da klar ist, dass sich aus der Naturordnung als solcher Werte und Normen
nicht einfach ableiten lassen konnen.

Der Begriff des ,,Physiozentrischen kann die Konnotation eines deterministischen Zusammenhangs erzeugen,
indem er nur in Richtung auf Physis, die Materie als Gegenstand und Produkt orientiert; es geht aber nicht um
eine Ansammlung von Dingen, die mehr oder weniger determiniert naturgesetzlich zusammenhéngen, sondern
um den allgemeinen Lebenszusammenhang auf diesem Globus, der Ursprung und Grundlage unserer Existenz
ist, dem wir einen Sinn oder Wert zumessen, wobei wir die Natur nicht als Menge von Objekten, sondern als
schopferischen Prozess sehen, dessen Elemente auch wir selbst sind.
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ternativer* Technologien, auch um Verantwortungen kollektiv, d. h. gemeinsam tragen zu
konnen, und zweitens die Thematisierung des prekdren Zusammenhanges von Technolo-
gieentwicklung, der Struktur wissenschaftlicher Forschung und deren 6konomischer Initi-
ierung, Durchsetzung und Anwendung, welcher geeignet ist, das Primat einer demokrati-
schen Politik zu unterlaufen.

Festhalten lisst sich, dass Luhmanns Kritik an der Oko-Ethik insofern plausibel ist, als
er auf die Dimension der Gesamtgesellschaft aufmerksam macht, die die entscheidende
Einheit beziiglich der Okologiefrage darstellt, die Ethik aber — neben Tendenzen zur Indi-
vidualisierung — kein Konzept der Vermittlung von Gesellschaft und Natur hat, auf dessen
Basis sie das Problem von Anthropozentrik oder Nicht-Anthropozentrik hinreichend wir-
kungsvoll 16sen konnte. Mit Luhmann lasst sich daher einsehen, dass eine Fixierung der
Umweltdebatte auf Ethik problematisch wire, denn: ,,Wenn irgendwo, stellt jedoch in der
okologischen Kommunikation die Gesellschaft sich selbst in Frage; und es ist nicht einzu-
sehen, wie die Ethik davon dispensiert und als Notanker mit festem Grund bereitgehalten
werden kénnte*, !

Einzurdumen bleibt allerdings, dass es auch keine Gesellschaftstheorie (und schon gar
nicht eine, die das Verhéltnis zur Natur mit verarbeitet) geben kann, die ohne ein be-
stimmtes Menschenbild auskommen konnte, das nolens volens mit (wenn schon nicht
unbedingt explizierten, so doch immerhin impliziten) ethischen Grundlegungen verbun-
den ist.

Im Vergleich zu den Bemiithungen der Ethik ist zu sagen, dass Luhmanns eigene Theo-
rie dieser gegeniiber zwar kritikféhig ist, aber selbst hinsichtlich einer konsequenten Re-
flexion zur Aufgreifung und Losung der Okologiefrage nicht weitreichend genug an-
setzt.'?

Fiir eine sozio-0kologisch orientierte Theoriebildung ist es demgegeniiber von ent-
scheidender Wichtigkeit, die ethische Orientierung mit der unerldsslichen Frage nach
gesellschaftlichen Organisationsformen zu verbinden, die die Entfremdung von Mensch
und Natur aufheben konnen. Restimierend ldsst sich einbehalten, dass das Verhaltnis von
erstens einer normativ-ethischen Thematisierung mit dem Ziel einer normenregulierten
Regelung, zweitens einer handlungsleitenden kommunikativen Vernunft mit dem Ziel
konsensueller Verstidndigung, und drittens einer in gesellschaftlichen Organisationen zu
implementierenden Vernunft mit dem Ziel sozial- und umweltvertriglicher Regulierung
die alles entscheidende Vernetzung einer 6kologischen Umgestaltung darstellt.

' N. Luhmann, Okologische Kommunikation..., S. 265.

12 Dies betrifft nicht zuletzt die ethischen Implikationen ihres eigenen Welt-, Menschen- und Naturbildes, die
(mangels Offenlegung) nicht intensiv und selbstkritisch genug verarbeitet werden, um eine wirklich weitrei-
chende Kritikfahigkeit gegeniiber konkurrierenden Untersuchungs- und Deutungsangeboten aufbauen zu kon-
nen. Dies hat seinerseits zur Folge, die Gesellschaft insgesamt von Verantwortung zu entlasten, da sie gar
nicht anders kann, als der Eigenlogik von selbstreferentiellen Funktionssystemen zu folgen, weil diese so ge-
dacht sind, als ob sie aus evolutioniren Prozessen heraus entstanden seien, die von menschlichen Individuen
kaum zu beeinflussen und daher auch kaum zu verbessern sind.
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2. AZENTRIZITAT UND OKOLOGISCHE VERNUNFT

Vernunft ist Luhmann folgend als Selbstreferenz des Systems, als ,,Systemrationalitat®
zu denken. Diese kann sich, folgert er, nur auf das Operieren des Systems selbst beziehen
und nicht auf seine Umwelt. ,,Okologische Vernunft* kann daher nur in einer systemeige-
nen Kontrolle der Riickwirkungen der Umwelt auf die Gesellschaft bestehen. Diese ist
aber azentrisch aufgebaut, insofern sie in funktionale Subsysteme differenziert ist. Sie
unterliegt somit der jeweiligen Eigenlogik der gesellschaftlichen Subsysteme. Im Weite-
ren ist ,,0kologische Vernunft“ nach Luhmann also als je subsystemspezifische Anstren-
gung zu verstehen, mogliche Veranderungen der eigenen Systemumwelt zu kontrollieren
und zu kompensieren. Er schlief8t, dass in diesem Sinne ,,0kologische Rationalitat erreicht
(wére), wenn die Gesellschaft die Riickwirkungen ihrer Auswirkungen auf die Umwelt
auf sich selbst in Rechnung stellen konnte. Fiir jedes Funktionssystem in der Gesellschaft
ware dieses Prinzip mit entsprechender Systemreferenz zu reformulieren, wobei zu beach-
ten wire, dass es keine Aggregation solcher Systemrationalititen geben kann, weil jedes
Funktionssystem nur die Eigenrationalitit kalkuliert und die Gesellschaft im {ibrigen als
Umwelt behandelt*. ** Er begriindet dies durch die theoretische Uberlegung, dass System-
rationalitét erreicht ist, wenn ein System seine System-Umwelt-Differenz in sein Prozes-
sieren wiedereinfiihrt und sich nicht an eigener Identitit, sondern an Differenz orientiert.

Gegentiber dieser — zunichst einfach nur einleuchtenden — Denkfigur sind folgende
drei Einwénde in Erwdgung zu ziehen:

Q) Sie ist nicht hinreichend, da sie es unterldsst zu spezifizieren, wie iiber-
haupt — angesichts der (nur) selektiven Perzeptions- und partikular codierten Beur-
teilungs-Féhigkeit des je fokalen Sozialsystems — diese Riickwirkungen angemessen
»in Rechnung gestellt“. d. h. wahrgenommen und bewertet werden kénnen. Im wei-
teren bleibt daher unklar, welche Konsequenzen aus einer Situation der (nur) selek-
tiven Perzeptions- und partikular codierten Beurteilungs-Féhigkeiten der Sozialsys-
teme zu ziehen sind, was notige Fortentwicklungen oder Korrekturen ihrer eigenlo-
gischen Operationsweise betrifft.

(2) Sie enthilt das immanente Problem, dass diese Rationalitdtsdefinition
fiir alle System-Umwelt-Verhdltnisse gilt, also sowohl fiir das Verhéltnis sozialer
Systeme zu anderen sozialen Systemen in ihren jeweiligen Umwelten, wie auch fiir
das Verhiltnis psychischer und sozialer Systeme und eben auch fiir das Verhéltnis
zur Okologischen Umwelt. Dies impliziert, dass ein soziales System zwischen drei
verschiedenen Umwelt(form)en unterscheiden kdnnen miisste; es gibt bei Luhmann
aber nur den Begriff der einen systemrelativen Umwelt'4, d. h. es erfolgt keine Qua-
lifizierung der jeweiligen Umweltreferenzen des Systems auf der Basis realer Wech-
selwirkungen.®

2 |bidem, S. 247.

“ Ibidem.

15 Das so gefasste System-Umwelt-Verhiltnis fithrt zu einer ,,Exteriorisierung* des Okologischen (vgl. A. Metz-
ner, Probleme sozio-ckologischer Systemtheorie. Natur und Gesellschaft in der Soziologie Luhmanns, Opladen
1993, S. 1691f.), welches nur semantisch, als (gesellschaftsinterne) ,,Umwelt” sozialer Systeme von Bedeutung
bleibt. Fiir die ,,Menschen®, die in dieser Konzeption als duale Wesen erscheinen, zusammengesetzt aus psy-
chischen und physischen Systemen, gilt etwas Ahnliches, insofern sie in der Umwelt sozialer Systeme ange-
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3) Sie wirft das Problem auf, dass die Frage nach der Vernunft im Verhal-
ten zueinander damit konsequent und ausschlieBlich auf das Thema Selbsterhaltung
des Systems fixiert wird. In diesem Sinne verhilt sich ein Chemiekonzern, der Fluor-
Chlor-Kohlenwasserstoffe (FCKW) produziert, solange rational, wie diese Produkti-
on nicht negativ auf den Konzern selbst zuriickwirkt. Dies mag fiir die Eigenlogik
der 6konomischen Entscheidungsprozesse durchaus zutreffend sein, und es ist nicht
unwichtig, dies zu bemerken. Innerhalb der oben angegebenen Rationalitétsbestim-
mung gibt es aber theoretisch keine denkmdgliche Kritik an der Unverniinftigkeit
dieser Praxis. Die auch faktisch dennoch wirksame Kritik daran, hat in der Theorie
also kein Aquivalent, weil in dieser die Unverniinftigkeit eines Systems sozusagen
nur intern erfasst und korrigiert werden kann, nicht aber von aulen an dieses heran-
getragen und Korrekturen notfalls auch erzwungen werden konnen. 6

Vor diesem Hintergrund féllt es leicht, den Niederschlag der konzeptionellen Restrik-
tionen zu erkennen, der in der folgenden Aussage Luhmanns offenbar wird: ,,Der Prob-
lemaufriss der Rationalitdt besagt nicht, dass die Gesellschaft Probleme dieses Formats
16sen miisste, um ihr Uberleben zu sichern. Fiirs Uberleben geniigt Evolution“.'” Einzu-
wenden ist dagegen zunéchst, dass eine heute noch ernstzunehmende Theorie der Evoluti-
on diese weder im Sinne eines Fortschritts noch als Garanten des Uberlebens verstehen
kann. Fiir Gesellschaften mit einer konomischen Basis, die nicht durch die Anwendung
einer modernen wissenschaftlichen Rationalitit revolutioniert worden ist, kann man an-
nehmen, dass die Integrationskraft mythischer — Natur und Gesellschaft verbindender —
Weltbilder und daraus abgeleiteter regulativer Normensysteme hinreichend ist, um einen
verniinftigen Umgang der Gesellschaft mit der Natur zu gewihrleisten. Dann sind in der
Tat derartige wissenschaftliche Anstrengungen nicht nétig, und man wird im GroBen und
Ganzen dem ,,natiirlichen” Lauf der Dinge Vertrauen schenken kdnnen. Fiir eine sozio-
kulturelle Entwicklung wie die, die die modernen Industriegesellschaften geschaffen hat,
ergibt sich aber, dass eine weitere Entwicklung wie bisher die instrumentelle Vernunft
und technische Verfiigbarkeit iiber partikulare Ausschnitte von Natur und Gesellschaft
immer weiter steigern diirfte, dies aber hochstens zur Beschleunigung der Prozesse dkolo-
gischer Selbstdestruktion fiithrt, wenn dem nicht auf entsprechender Ebene eine gesell-
schaftliche verniinftige Regelung der Austauschbeziehungen an die Seite gestellt wird.

Was sich mit Luhmann einsehen lésst ist, dass Appelle an eine ,,6kologische Vernunft™
— die z.B. den verniinftigen Gebrauch nicht erneuerbarer Ressourcen gewihrleisten sollen
— zu kurz gegriffen sind, denn die Frage 6kologischer Vernunft muss — um wirksam wer-
den zu konnen — auf der Ebene gesellschaftlicher Organisationsformen diskutiert und

siedelt werden; die psychischen Systeme werden dabei aber immerhin als mit den sozialen Systemen verkop-
pelte Entititen gedacht, weil beide Sinn prozessieren.

16 Festhalten lisst sich, dass hier ohne Abstriche 6kologisches Denken 6konomischer Rationalitit untergeordnet
wird. Nur insoweit es gelingt, 6kologische Erfordernisse in die Sprache der wirtschaftlichen Systemlogik ein-
zufiigen, konnen diese Erfolg haben. Theoretisch und praktisch ist Okologie aber der umfassendere Begriff,
der umfassendere reale Zusammenhang. Wenn nun 6konomische Aktivitdten zwar 6kologisch destruktiv, aber
trotzdem 6konomisch erfolgreich sind, ist damit klar, dass die rezenten Kriterien 6konomischen Erfolges, die
solche ,,Fehlallokationen* nicht nur zulassen, sondern geradezu erzwingen, nicht nur 6kologisch irrationale
sind, sondern damit auch als 6konomische Indikatoren produzierten Wohlstands auf Dauer nicht zu halten sind.

' N. Luhmann, Soziale Systeme. Grundrif3 einer allgemeinen Theorie, Frankfurt a. M. 1984, S. 645.
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gelost werden. Es reicht weder der ,starke Staat”, dem die Freiheit zugeschrieben wird,
etwas gegen die zunehmende Umweltverschmutzung zu tun, da ihm erstens keine 6kono-
mischen Verwertungsinteressen unterstellt werden, und zweitens er allein eine volkswirt-
schaftliche Gesamtperspektive einnehmen kann, noch die ,,6ko-soziale Marktwirtschaft*,
von der erhofft wird, sie konnte die umweltdestruktiven Potentiale der kapitalistischen
Wirtschaftsweise hinreichend ziigeln. Mit Luhmann ldsst sich sagen, dass eine 6kologi-
sche Wende alle gesellschaftlichen Teilbereiche und Subsysteme erfassen miisste, und
gegen Luhmann wird man sagen miissen, dass es dabei um eine Systemverdnderung ge-
hen muss, wenn sich die ,,6kologische Kommunikation® nicht in nur tempordren Anpas-
sungsreaktionen niederschlagen und in nutzlosen Ausweichmandvern erschopfen soll.

Fiir ein addquates Problemverstindnis und ein hinreichend ausgedehnten Verniinftig-
keitsanspruch sind dariiber hinaus drei Komplexe wichtig:

Q) Das Problem der zeitlichen Streckung von sozio-ckonomischer Auslo-
sung, Okologischen Effekten, deren Riickwirkung auf die Gesellschaft, der Wahr-
nehmung dieser Riickwirkungen und schlielich der Reaktion darauf. In Anbetracht
dieser Sequenz diirfte es zu spét sein, wenn ein ,,System seine Einwirkungen auf die
Umwelt an den Riickwirkungen auf es selbst kontrollieren muss“!8, um sich &kolo-
gisch rational zu verhalten. Zumindest wire einzubeziehen, dass gegeniiber Riick-
wirkungen nicht nur reaktiv, sondern antizipativ (re)agiert werden muss. Dies hingt
natiirlich mit dem verwertbaren Wissensstand zusammen, beinhaltet auch prinzipiel-
le Unsicherheiten, ist vor allem aber problematisch, da die Riickwirkungen nicht un-
bedingt den Ausloser treffen, sondern andere — im Falle eines Chemieunfalls in Ba-
sel also vor allem die niederldndischen Wasserwerke und deren Kunden, von den Fi-
schen, den Fischern und etlichen anderen ganz zu schweigen. Daher muss, um hier
iiberhaupt Problemldsungen anzugehen, ein handlungsfahiges gesellschaftliches
»Subjekt” vorhanden sein, welches zwischen Verursachern und Betroffenen koordi-
nieren und MaBnahmen durchsetzen kann, was auf das Primat einer ,,proaktiven Po-
litik verweist.

2) Die Bezichungen der Gesellschaft zur 6kologischen Umwelt miissen im
Rahmen der Einbettung des gesellschaftlichen Systems in das 6kologische System
gesehen werden, d. h. die Frage 6kologischer Rationalitdt muss darauf bezogen wer-
den. Die rein selbstbeziigliche Perspektive einer gesellschaftlichen Systemrationali-
tit ist da zu wenig und beruht auf der unhinterfragten Prdmisse, dass die erkennen-
den Subjekte ausschlieBlich an der Gesellschaft partizipierende Elemente sind und
sich (selbst) auch nur als solche verstehen kdnnen. Sie konnen sich (selbst) aber
durchaus auch als Elemente 6kologischer Systeme sehen und in diesem Sinne sich
selbst samt ihrer sozialen Beziehungen auf ihre Position und ihr Verhalten in 6kolo-
gischen Systemen reflektieren.

3) Wenn sich die verschiedenen Systemrationalitdten nicht zu einer ge-
samtgesellschaftlichen Rationalitdt addieren lassen konnen, ist klar, dass sie sich in
verschiedenem Ausmall komplementér oder antagonistisch zueinander verhalten; der
Bezugspunkt 6kologischer Rationalitét konnte aber hier zu einem Zusammenwach-

18 |bidem, S. 642.
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sen — oder zumindest einem wechselseitig gesteigerten Verstiandnis ihrer jeweiligen
operationalen Spezialisierungen — beitragen, da er nicht auf einzelne Sozialsysteme
und deren selbsterhaltungsfixierte Eigenlogik zu beschrinken ist.

3. OKONOMIE UND OKOLOGIE

Die Okologieproblematik wird von der konventionellen (Umwelt-)Okonomie mit Hil-
fe der Differenz von betriebs- und volkswirtschaftlicher Perspektive bearbeitet.!® Nutzung
und Verschmutzung der Umwelt erscheinen so als ressourcendkonomische Kollektivgut-
und Allokationsproblematik. Die theoretische Problemlosung gelingt folgerichtig nur
unter Auflosung der unterlegten Differenz (von Privatwirtschaft und Allgemeinwohl) und
verlangt nach einer betrieblichen Internalisierung der Kosten ,,externer Effekte®. Das sich
derart ergebende ,,umweltdkonomische Optimum*“®°, als das giinstigste Verhiltnis der
Nutzung von 6kologischen Ressourcen gegeniiber den volkswirtschaftlichen Kosten der
Umweltverschmutzung bzw. den Kosten, die entstehen, wenn man diese vermeiden oder
wieder reparieren will, trigt die Konnotation eines Gleichgewichts von Natur und Gesell-
schaft. Da aber 6kologische Parameter in diese Rechnung gar nicht eingehen, ist zu fra-
gen, wie eine Intakterhaltung 6kologischer Systeme garantiert werden kann, selbst wenn
dieses Kalkiil tatsichlich Preise und 6konomisches Handeln bestimmen wiirde.

Die an Karl Marx orientierte Theoriebildung 16st die Problematik hingegen nach der
Differenz von Kapital und Arbeit auf. Sie erscheint dann als Interessenswiderspruch hin-
sichtlich der Aneignung von Werten und damit letztlich der Verwertung von Umweltres-
sourcen. Uber die Analogisierung der Verwertungsanalyse der Arbeitskraft mit der Ver-
wertung der Natur, wobei deren Reproduktionskosten im Mittelpunkt stehen, wird eine
Strategie submaximaler Nutzung derselben formuliert, welche im Interesse der Gesamtge-
sellschaft giinstiger erscheint.?* Dabei wird, wie in der Umweltdkonomie fast generell, die
gesellschaftsinterne Differenz aufgelost, welche zuvor durch die Theorie begriindet wur-
de. Nur auf diese Weise kann das problematische Verhdltnis von Okologie und Gesell-
schaft so dargestellt werden, dass es innerhalb der Theorie als geldst erscheint.

Die 6kologische Dimension ist damit in beiden Féllen zwar keine marginale Bezugs-
groBe mehr, bleibt aber den herrschenden sozialwissenschaftlichen Denktraditionen inso-
weit verhaftet, als sie eine residuale Kategorie bleibt und folglich nicht zu einem konstitu-
tiven Teil der Theorie wird. Statt dessen wird die Umweltproblematik in eine schon vor-
géngig ausgebildete und auf anderen Feldern ,,bewéhrte” Theoriearchitektur eingegliedert,
wo angesichts der Tiefe und der Fiille neuer Fragestellungen und brennender Probleme,
wie sie die 6kologische Krise aufgeworfen hat, eine weitreichende Neukonstruktion not-
wendig wire.

Die Praxisprobleme, die durch die auf uns eindringenden Verdnderungen unserer
Umwelt, sowie durch die daraus folgende Notwendigkeit einer 6kologischen Umgestal-

¥ vgl. W.K. Kapp, Soziale Kosten der Marktwirtschaft, Frankfurt a. M. 1979.

2 v/gl. etwa L. Wicke, W. Franke, Umweltikonomie. Eine praxisorientierte Einfiihrung, Miinchen 1982, S. 17ff.,
222ff.

2 Vel. hierzu u. a. E. Girtner, Arbeiterklasse und Okologie, Frankfurt a. M. 1979; H. Immler, Natur in der
okonomischen Theorie, Opladen 1985; H. Immler, W. Schmied-Kowarzik, Marx und die Naturfrage. Ein Wis-
senschaftsstreit, Hamburg 1984.
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tung der modernen Industriegesellschaft aufgeworfen werden, verlangen nach interdiszip-
lindrer Zusammenarbeit. Es gilt diese durch eine forcierte transdisziplindre Theoriebil-
dung auszubauen und zu stabilisieren. Genau in diesem Zusammenhang ist festzustellen,
dass ohne Beachtung und Assimilation des Erkenntnisstandes der Okologie und ihrer Mo-
delle auch die ,,Okologie der Gesellschaft* nicht mit der gebotenen Tiefe zu bearbeiten ist.

Ankniipfungspunkt fiir solche Uberlegungen ist das Zentralmodell des kologischen
Systems. Im Milieu der Systemtheorie ist hier in engem Kontakt zu Biologie und Umwelt-
forschung ein heuristisch fruchtbares, methodisch breit angelegtes und formal ausbauféhi-
ges Konzept herangereift.?? Mit seiner konzeptionellen Orientierung auf die Ganzheit der
Natur und die Verbundenheit ihrer mannigfaltigen Komponenten bietet der Okosystembe-
griff einen in die Zukunft weisenden Alternativweg zwischen romantischen Vorstellungen
einer beseelten Naturganzheit und einer sich weitgehend auf isolierte Zusammenhange
beschrinkenden analytisch-reduktionistischen Naturforschung. Umgekehrt gilt allerdings,
dass die okologische Krise ebensowenig allein mit Hilfe naturalistischer Theorieansétze
hinreichend zu erschlieBen ist. Denn so fehlt dem 6kologischen Denken ein gesellschafts-
theoretischer Rahmen, der geeignet ist, die Historizitdt von Verdnderungen innerhalb der
Entwicklung gesellschaftlicher Systeme mit der Dynamik der Verdnderung dkologischer
Systeme zu verkniipfen. Gesellschaften sind in ihrer materiellen Existenz Teil der dkolo-
gischen Systeme, auch wenn diese hdufig — sowohl fiir die herrschende gesellschaftliche
Praxis, wie auch fiir die daran orientierte sozialwissenschaftliche Analyse — als naturale
Umwelt?, als auBerhalb der Gesellschaft stehende Natur erscheinen.

Folgt man den gerade skizzierten Uberlegungen, so wird einsichtig, dass die dkologi-
sche Krise strenggenommen weder als Krise der ,,Umwelt* noch als solche ,,gesellschaft-
licher Institutionen betrachtet werden kann.?* Sie betrifft das Innen und das AuBen der
Gesellschaft genauso wie das Innen und das AuBlen 6kologischer Systeme. Zusitzlich
kompliziert ist dieses Verhiltnis dadurch, dass keine reziproken Perspektiven vorliegen,
das Auflen der Gesellschaft also nicht zwangsldufig deckungsgleich ist mit dem Innen
okologischer Systeme und umgekehrt. Als Kategorien sind Innen und Auflen, System und
Umwelt, Natur und Gesellschaft symbolisch erzeugte Konstrukte, die aufeinander bezug-
nehmend definiert werden. Im Kontext verschiedener Denkweisen ergibt sich ein variie-
render Umfang und eine verschiedene Bedeutung dieser Begriffe. Diese handlungsleiten-

22 \/gl. u.a. B. Breckling, Naturkonzepte und Paradigmen in der Okologie. Einige Entwicklungen, Berlin (WZB)
1993.

2 Die Vielschichtigkeit des Begriffs der Natur macht den Rekurs auf ihre ,Natiirlichkeit* problematisch. Im-
merhin lassen sich zwei mogliche Missverstindnisse ausrdumen, wenn man statt von ,,natiirlicher” von ,,natu-
raler” Umwelt spricht. Erstens: Es bleibt offen, inwieweit die Umwelt durch menschliche Aktivitidten mitge-
prégt ist oder inwieweit sie ohne anthropogene Einfliisse geblieben ist. Zweitens: Es bleibt offen, was ein aus
der Sicht des Menschen wiinschenswerter, anzustrebender Zustand der Umwelt ist, und ob dieser einem 6ko-
logisch stabilen, ,,gleichgewichtigen“ Zustand der Umwelt entspricht. Da alle menschlichen Gesellschaften
durch ihre Kultur geprégt sind, gibt es keinen ,Naturzustand“, weder fiir den Menschen noch seine Gesell-
schaft. Uberall wo Menschen existieren, beeinflussen sie als Naturwesen zwangsliufig ihre Umwelt. ,,Natiir-
lichkeit* im Sinne eines vom Menschen unbeeinflussten Zustandes kann fiir die Okologie der Gesellschaft also
kein Ziel sein. Der Begriff des ,,Naturalen* ist hier neutraler, und hélt Fragen und Diskussionsbedarf fiir einen
konstruktiven Entscheidungsfindungsprozess offen.

2 \/gl. U. Beck, Die organisierte Unverantwortlichkeit, Frankfurt a. M. 1988, S. 92f.
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den Denkweisen wiederum, und die mit ihnen gegebenen Modelle des Verhéltnisses von
System und Umwelt, folgen der gesellschaftlichen Differenzierung, und — in theoretisch
systematisierter Form — der Differenzierung wissenschaftlicher Disziplinen. Was die So-
ziologie als ,,AuBlen” der Gesellschaft betrachten mag, stellt sich fiir die Okonomie als
ressourcen- und giiterwirtschaftliche Ebene der Produktion durchaus als im ,Inneren*
ihres gesellschaftswissenschaftlichen Gegenstandsbereichs liegende Gréfle dar. Fiir die
Okologie liegen diese Vorginge wiederum zunichst nicht im Inneren ihres Gegenstands-
bereichs, sondern sie registriert sie als anthropogene, von auBien erfolgende Einwirkungen
auf okologische Systeme. Fiir die interdisziplindre Diskussion und transdisziplindre Mo-
dellbildung ist damit ein betrdchtlicher Abstimmungs- und Klarungsbedarf vorgegeben.

4. CO-EVOLUTION UND REFLEXIVE MODERNISIERUNG

Die vorgestellten Uberlegungen zu den Themen ,,Selbstreferenz und Umweltethik®,
,,Azentrizitit und 6kologische Vernunft“ sowie zum Verhiltnis von ,,Okonomie und Oko-
logie* lassen darauf schlieBen, dass integrative Konzepte zur Bearbeitung der ,,Okologie
der Gesellschaft™ notwendig sind, zumindest, um das wieder zusammenzufiigen, was im
Zuge der Entwicklung der vielen einzelnen wissenschaftlichen Disziplinen voneinander
geschieden wurde. Zwei Ansitze hierzu sind das Konzept der ,,Co-Evolution“?® und das
der ,reflexiven Modernisierung*?%,

Das erste Konzept setzt am Gedanken der Co-Evolution der verschiedenen Populatio-
nen einer Biozdnose an, die eine immerwahrende Dynamik in Richtung einer Optimierung
ihres Okosystems erzeugt. Die Konfigurierung von Materiekreislauf und Energiedurchsatz
erfolgt dabei in Richtung der bestmdglichen Nutzung aller verfiigbaren Ressourcen. Es
vertritt die These, dass der Mensch in seiner gesellschaftlichen Entwicklung aus dieser
Co-Evolution freigesetzt bzw. ausgeschert ist. Seine 6kologische Potenz entwickelt sich
nicht mehr allein auf Basis der organischen Evolution von zufilliger Variation und Selek-
tion, sondern vornehmlich auf Basis einer soziokulturellen Entwicklung durch gerichtete
Lernprozesse. Diese schlagen sich in entwickelteren Formen sozialer Kooperation und
Arbeitsteilung, effektiveren Organisationen gesellschaftlicher Arbeit und Produktion,
leistungsfihigeren Technologien etc. nieder. Die Spezies ,,homo sapiens® kann daher in
die abiotischen und biotischen Gefiige von Okosystemen in einer Qualitit und einem
MaBe eingreifen, die keinem anderen Lebewesen moglich ist. Wenn aber die sozio-
kulturelle Evolution des Menschen gleichzeitig mit dem herkémmlichen Muster organi-
scher Co-Evolution bricht, ohne dass die Spezies ,,Mensch® damit aus ihrer absoluten

% ygl. u. a. F. Hinterberger, (Ko?)Evolution von Natur, Kultur und Wirtschaft. Einige modelltheoretische Uber-
legungen, [In:] Zwischen Entropie und Selbstorganisation. Perspektiven einer ckologischen Okonomie, Hrsg.
F. Beckenbach, H. Diefenbacher, Marburg 1994, S. 317-348, sowie A. Metzner, Offenheit und Geschlossen-
heit in der Okologie der Gesellschaft, [In:] Zwischen Entropie und Selbstorganisation. Perspektiven einer 6ko-
logischen Okonomie, Hrsg. F. Beckenbach, H. Diefenbacher, Marburg 1994, S. 349-391, A. Metzner,
Constructions of Environmental Issues in Scientific and Public Discourse, [In:] Eco Targets, Goal Functions
and Orientors, eds. F. Miiller, M. Leupelt, Berlin a. 0. 1998, pp. 171-192.

% vgl. u. a. U. Beck, Risikogesellschaft. Auf dem Weg in eine andere Moderne, Frankfurt a. M. 1986 sowie
U. Beck, A. Giddens, S. Lash, Reflexive Modernization. Politics, Tradition and Aesthetics in the Modern So-
cial Order, Cambridge 1994.
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Einbindung in die Strukturgefiige 6kologischer Systeme ,,befreit* wire, ist zu folgern: Die
okologische Problematik evolutiondren ,, Fortschritts“ der menschlichen Gattung wird zu
einer permanent zu bewiltigenden und mit zunehmenden wissenschaftlich-technischen
und 6konomisch-sozialorganisatorischen Moglichkeiten auch immer schwieriger zu be-
waltigenden Aufgabe, da die Komplexitdt, Méchtigkeit und Tiefe des menschlichen Wir-
kens innerhalb 6kologischer Systeme zunehmen. Damit wéchst nicht nur das Risiko- und
Riickwirkungspotential, sondern es wird der Mdglichkeit nach rdumlich entgrenzt und
zeitlich ausgedehnt.?’

Als Kennzeichen der derzeitigen historischen Schwelle darf hierbei, im Anschluss an
das zweite Konzept, welches das Phinomen der reflexiven Modernisierung in den Mittel-
punkt riickt, der Prozess der allmihlichen Bewusstwerdung gelten, dass die Okologie
nicht nur eine elementare, im gesellschaftlichen Umgang zu 16sende (Gestaltungs-
JAufgabe darstellt, sondern gerade hierin die kulturelle und sozio-6konomische.?® Ent-
wicklungsperspektive der Moderne fiir sich selbst zum Problem geworden ist.?® Im An-
schluss daran ist zu vermuten, dass ,,Ethik* und ,,Vernunft“ im 6ffentlichen Diskurs nicht
einfach nur starker nachgefragt werden, sondern auch ein wachsender Bedarf an ihrer
Problematisierung besteht.
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ECOLOGY AND SOCIETY: ABOUT ETHICS AND RATIONALITY
AND RATIONALITY IN RELATION BETWEEN SYSTEM AND
ENVIRONMENT

Without an extended approach for our thinking and acting there will be no solution of

the environmental problem of modernity. Rationality and ethics are challenged therefore, to
enlarge the possibilities of our insight in this problem and our orientation regarding this

problem. In order to underline the principal complications that are to be mastered on this
way, this paper is working on the themes “Self-Referency and Environmental Ethics”,
“Acentricity and Ecological Rationality” and on the relationship of “Economy and Ecolo-
gy”. Hereby it will be focused on the question, which media are needed to empower the
modern human to arrange a re-entry of the externalized effects, in order to master the envi-
ronmental consequences of his intentional decisions. On the one hand we will recur on the
systems theory of Luhmann, whose critical analyses will be viewed and assessed regarding
this question. On the other hand approaches of environmental economy will be considered,
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in order to tackle the question also from the other side. The paper concludes its considera-
tions with a statement about “Co-Evolution and Reflexive Modernization”. In the back-
ground of both concepts is the process of gradual social awareness that the ecology is not
only an elementary task, which in social intercourse can be solved, but the cultural and so-
cio-economic shaping task, identified as characteristic of the current historical threshold.
Related to, a growing need not only to "ethics" and "reason™ itself, but also to their prob-
lematization in public discourse should be expected.

Keywords: philosophical theory of society, relations between economy and ecology,
acentric environmental ethics, rationality.
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CORPORATE SOCIAL RESPONSIBILITY —
EIN SCHRITT ZU EINER KULTUR
DER NACHHALTIGKEIT

Die Umsetzung des Konzepts der Nachhaltigkeit erfordert viele grundlegende, umfang-
reiche, tibergreifende und aufeinander abgestimmte kulturelle Transformationen, die alle re-
levanten Ebenen des individuellen und gesellschaftlichen Lebens durchdringen. Angesichts
der fortschreitenden Okonomisierung der Gesellschaft und einer zunehmenden politischen
wie sozialen Macht moderner Wirtschaftsorganisationen gewinnt die Unternehmenskultur
eine besondere Bedeutung fiir die umfangreiche Verwirklichung nachhaltiger Entwicklung.
Gegenwartig wird die Philosophie und Ethik des sozialen Engagements und der sozialen
Verantwortung (Corporate Social Responsibility, CSR) zur tragenden Saule der Nachhaltig-
keitskultur in vielen Unternehmen. Manche internationalen Nachhaltigkeitsprogramme
verweisen auf aktuelle Bediirfnisse auf der Ebene des sozialen Engagements von Unter-
nehmen im transnationalen AusmaB, die mit einer Anpassung bestehender sozial-
wirtschaftlicher Modelle an globale Herausforderungen im Hinblick auf die Umsetzung des
Konzepts nachhaltiger Entwicklung zusammenhédngen. Auf diese Weise stellen diese Pro-
gramme einerseits einen Bezugsrahmen fiir die nationalen Wirtschaftspolitiken dar, die das
Handeln von Unternehmen in Form einer Top-down-Steuerung beeinflussen, andererseits
setzen sie bestimmte internationale Geschifts-Standards fest, die infolge zunehmender wirt-
schaftlicher Weltintegration, sich stdndig beschleunigender Informationskreisldufe und fort-
schreitender zivilgesellschaftlicher Prozesse horizontal und diagonal die einzelnen Ebenen
des Wirtschaftssystems durchdringen. Der vorliegende Beitrag behandelt grundlegende Vo-
raussetzungen der CSR-Philosophie und weist auf deren Nutzungspotenziale fiir die Ent-
wicklung einer Nachhaltigkeitskultur im Unternehmen und um Unternehmen herum hin.
Vor dem Hintergrund zentraler gesellschaftlicher, volkswirtschaftlicher und betriebswirt-
schaftlicher Funktionen der CSR wird auf einige aktuelle Kontroversen um deren wirt-
schaftswissenschaftliche Rechtfertigung sowie auf einige Gefahren, Herausforderungen und
Erfolgshedingungen eingegangen, die mit der Entwicklung dieser neuen, auf Prinzipien der
sozialen Verantwortung und des gesellschaftlich-6kologischen Engagements von Unter-
nehmen basierenden Managementkultur zusammenhéangen.

Schliisselbegriffe: nachhaltige Entwicklung, Unternehmenskultur, soziale Unterneh-
mensverantwortung, soziales Engagement, Unternehmensethik.

1. EINFUHRUNG

Angesichts der zunehmenden Popularitdt von CSR-Initiativen und eines verstirkten
sozial- und umweltschutzorientierten Engagements von Unternehmen stellt sich die Frage,
ob wir wirklich mit einer radikalen normativen Umorientierung und einem Wertewandel
in der Okonomie konfrontiert sind. Unternehmen, die im Rahmen der bisherigen umfas-
senden Kapitalismuskritik wegen ihres riicksichtslosen Gewinnstrebens und wegen ihres

! Dr. Krzysztof Michalski, Institut fiir Geisteswissenschaften, Fakultit fiir Betriebswirtschaftslehre, Technische
Universitat Rzeszow, Al. Powstancow Warszawy 8, 35-959 Rzeszow, mail: michals@prz.edu.pl
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im Hinblick auf Mensch und Umwelt ausbeuterischen Handelns von allen Seiten ange-
prangert wurden, werden mit der neuen, auf Humanitét, Fairness, sozialer Verantwortung
und Gemeinniitzigkeit gegriindeten Wirtschaftsphilosophie und —ethik nun zu Wohltétern
der Menschheit erklirt.? Was ist Entscheidendes passiert, dass das negative Unterneh-
mensbild sowohl in der gesellschaftlichen Wahrnehmung als auch im Selbstbefinden
plotzlich so umschldgt? Um diese folgentrdchtige Frage angemessen zu beantworten,
muss man zunichst die Genese des Konzepts der CSR verfolgen. Dessen Urspriinge rei-
chen bis in die frithen 1950er Jahre und werden oft auf die Arbeiten von Howard R.
Bowen? zuriickgefiihrt. Angesichts der rapiden Konsumerismus-Entwicklung in den USA
wies Bowen auf die dringende Notwendigkeit hin, das soziale Umfeld und die Erwartun-
gen der Gesellschaft bei der intelligenten und reflexiven Unternehmensfithrung zu beriick-
sichtigen. Das soziale Umfeld, das einerseits durch wachsendes Selbstbewusstsein und
immer stirkere Anspriiche bei Konsumenten und Arbeitnehmern, andererseits durch zu-
nehmende Aktivierung von Biirgerbewegungen und ihre steigende Druckausiibung auf die
Alltagspolitik gekennzeichnet ist, schafft die notwendigen &uBleren Bedingungen fiir ge-
sellschaftlich respektvollere Unternehmensfiihrung und dadurch gewissermallen auch fiir
die umfangreiche Re-Moralisierung der Wirtschaftswelt. Neben diesen ,,externen® Impul-
sen spielten auch bestimmte innerwissenschaftliche Selektionsmechanismen bei der Ent-
stehung des CSR-Paradigmas eine wichtige Rolle. VVor allem die sich einerseits durch den
Einsatz von auf Automatisierung basierenden modernen Produktionstechnologien und die
damit zusammenhéngende enorme Leistungssteigerung, andererseits durch die Globalisie-
rung und die weltweite Expansion und Konsolidation von Unternechmen verschérfende
Konkurrenz zwang die Wirtschaftsakteure dazu, in der Verbesserung der Reputation zu-
sitzliche Wettbewerbsvorteile zu suchen. Dabei wurde versucht, auf soziales Engagement
und Manifestationen sozialer Verantwortung zuriickzugreifen. Die Gunst der Stunde wur-
de besonders gerne von Unternehmen genutzt, die durch Korruptionsskandale oder massi-
ve Umweltverbrechen gegen ernsthafte Reputationsprobleme kdmpften und nun spektaku-
lare Wohltatigkeiten und Geldspenden als Ablenkmandver oder Alibibeschaffung ver-
wendeten. Leider sahen damals nur wenige Unternehmen in ihren CSR-Initiativen die
Chance, zahlreiche Synergien zwischen den 6konomischen, humanen und sozialen sowie
okologischen Dimensionen im Sinne nachhaltigen Wirtschaftens auf intelligente Art und
Weise zu nutzen* und dadurch — und nicht in erster Linie durch Vortduschen der Bekiim-
mertheit um Gemeinwohl und 6ffentliche Giiter alleine um der Reputation willen — einen
betriebswirtschaftlichen wie volkswirtschaftlichen Mehrwert zu erzeugen. Erst mit der
Entstehung der theoretischen Grundlagen nachhaltiger Entwicklung Ende der 1980er
Jahre und mit allmdhlicher Durchdringung dieser revolutioniren Philosophie des Denkens
und Handelns in die einzelnen Bereiche individuellen und gesellschaftlichen Lebens wur-

2 Siehe hierzu K. Homann, Moral in den Funktionszusammenhingen der modernen Wirtschaft. Zwei Beitrige
zur Wirtschaftsethik unter Wettbewerbsbedingungen, Stuttgart 1993; K. Homann, F. Blome-Drees, Wirt-
schafts- und Unternehmensethik, Gottingen 1992; P. Ulrich, Integrative Wirtschaftsethik. Grundlagen einer
lebensdienlichen Okonomie, 3. Aufl., Wien 2001; Vgl. L. Heidbrink, Wie moralisch sind Unternehmen?, ,,Aus
der Politik und Zeitgeschichte” 2008/31, S. 3.

3 Siehe hierzu H.R. Bowen, Social responsibility of the businessman, New York 1953.

* I. Slezak-Gladzik, Corporate Social Responsibility (CSR) jako koncepcja porzqdkujgca relacje miedzy bizne-
sem a spoleczenistwem [CSR als ein die Beziehungen zwischen Wirtschaft und Gesellschaft ordnendes Kon-
zept], “Modern Management Review” XVIII/2 (2013), S. 113 (poln.).
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den die hinreichenden Bedingungen fiir eine richtige normative Wende zuerst in der
volkswirtschaftlichen, dann in der betriebswirtschaftlichen Praxis geschaffen.

Da bei CSR — unabhéngig vom gewéhlten Modell — menschliche Bediirfnisse, Interes-
sen und Interaktionen konstitutiv sind, wurde das in den USA Anfang der 1970er Jahre
entwickelte Stakeholder-Konzept zu einem wichtigen Bindeglied in der Evolution des
CSR-Paradigmas. Dieses Konzept, das auf Einbeziehung der Interessen aller Betroffenen
in die Entscheidungsfindung hinauslauft, entstand vor dem Hintergrund zivilgesellschaft-
licher Demokratisierungsprozesse, die zur Herausbildung von Biirgerorganisationsstruktu-
ren fiithrten, die als Gegengewicht zur Dominanz des politischen Establishments in der
Offentlichkeit und zur Hegemonie der GroBindustrie fungieren konnten. Das Stakeholder-
Konzept, erginzt um Uberlegungen zu einer neuen Kultur gesellschaftlicher Beteiligung
und konkreter partizipativer Modelle der Entscheidungsfindung, wurde in den Manage-
mentwissenschaften stark rezipiert® und priigte in Verbindung mit der umfassenden Um-
orientierung auf Nachhaltigkeit das neue, auf soziale Verantwortung orientierte Paradigma
der Unternehmensfiihrung.

Sicherlich gab es in der Wissenschaft bereits in der Antike Uberlegungen zur humanen
und gerechten Geschéftsfithrung und in den Wirtschaftseliten schon immer gute Men-
schen mit Sinn fiir Menschlichkeit, Gerechtigkeit, Solidaritdt und sonstige soziale Ange-
legenheiten, dennoch fiihrten die bestehenden wirtschaftlichen Umgebungsfaktoren oft zu
zahlreichen Sachzwinge (z.B. im Hinblick auf Konkurrenzfahigkeit), die ein umfassendes
soziales Engagement der Unternehmen verhinderten oder gar ausschlossen. Der gesell-
schaftliche Wandel, der nicht nur das Umfeld der Unternehmen, sondern auch zwischen-
menschliche Beziehungen, die bei den meisten Unternehmen den Kern ihrer Aktivititen
ausmachen, umfasste, brachte neue Chancen, auf die sozialorientierte Akteure der Wirt-
schaftswelt lange warteten. Neben fortschreitenden Demokratisierungsprozessen, die aus
dem Bedarf nach Beteiligung und Mitbestimmung hervorgingen, neben der weitergehen-
den Verbesserung der Organisationskultur der Zivilgesellschaft, dem wachsenden Be-
wusstsein und dem zunehmenden Druck seitens der Offentlichkeit trugen der steigende
Wohlstand der Bevolkerung und die immanenten Wirtschaftsprozesse wie Internationali-
sierung und Globalisierung sowie die sich durch enorme Steigerung der Qualitdt und
Effizienz infolge der wissenschaftlich-technischen Revolution spiirbar verschirfende
Konkurrenzlage® dazu bei, dass die Forderungen, die an Unternehmen heute gestellt wer-
den, umfangreiche soziale Verantwortung zu iibernehmen, weder von Wirtschaftstheoreti-
kern noch von Praktikern aus den Unternehmen selbst als uneinldsbar betrachtet werden.
Aus urspriinglichen ,,Sonntagsreden® wurde die CSR auf vielen Weltmérkten heutzutage
zu einer Alltagspraxis. Sie stellt einen komplexen Handlungszusammenhang dar, in den
unterschiedliche Akteure involviert sind, die sich im Handeln wechselseitig beeinflussen:
befordern wiebehindern. Die zunehmende Bedeutung und Popularitit von Initiativen im
Bereich der CSR verdanken sich einem Zusammenspiel ganz unterschiedlicher Faktoren,
wie steigende Forderungen der Kunden und Wirtschaftspartner (Dienstleister, Lieferanten,
Hindler etc.), steigende Erwartungen der Offentlichkeit und der lokalen Bevélkerung, die
in einer Branche oder auf einem Handlungsgebiet geltenden Wirtschaftstrends und Ver-
haltensstandards (Vorbilder anderer Firmen), Auswirkungen der staatlichen Wirtschafts-

® Siehe hierzu R.E. Freeman, Strategic management: A stakeholders approach, Boston 1984.
®\gl. N. Stehr, Die Moralisierung der Miirkte. Eine Gesellschaftstheorie, Frankfurt am Main 2007, S. 49ff.
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politik und deren konkrete Férderma3nahmen (Vorteile bei der Versteuerung, Préaferenzen
bei offentlicher Auftragsvergabe, Subventionen etc.), zunehmende Anerkennung der Be-
deutung von Mitarbeiterzufriedenheit, verstirkte Wahrnehmung der inneren und &dulleren
Kooperationsvorteile und —potenziale, aber auch die persénliche Haltung und Politik von
Fiihrungskriften und Top-Mitarbeitern, die sich aus ihren moralischen oder religidsen
Uberzeugungen sowie aus ihrem sozialen Engagements und ihrer zivilgesellschaftlichen
Aktivitdt ergeben.

Der Begriff von CSR wird heute sehr inflationdr verwendet, es vermischen sich recht-
liche, politische, 6konomische, soziologische, psychologische, dkologische und ethische
Gesichtspunkte, die in so unterschiedliche Richtungen wie nachhaltige Entwicklung, ge-
sellschaftlicher Status von Unternehmen (Corporative Citizenship), korporative und kol-
lektive Verantwortungsfahigkeit, soziale Gerechtigkeit, strategisches Management oder
Kommunikationskultur entwickelt werden. Uber alle diese Problemfelder wird z.Z. sehr
kontrovers diskutiert, was sich natiirlicherweise auf das Verstdndnis von CSR auswirkt.
Auf einzelne Fragen kann hier nicht eingegangen werden und hierfiir miissen entspre-
chende Literaturhinweise reichen.” Worin eine sozial verantwortliche Unternehmensfiih-
rung genau besteht, ist zum Teil heftig umstritten. In der Folge dieser semantischen Plura-
litdt und zunehmenden Willkiirlichkeit der Verwendung dieses Begriffs wird in der Dis-
kussion immer lauter gefordert, auf ihn ganz zu verzichten und ihn durch differenziertere
Bezeichnungen zu ersetzen.® Alle diese Umstinde haben dazu beigetragen, dass trotz
einer langen, tiber 50 Jahre dauernden Entwicklung des CSR-Konzeptes und dessen inten-
siver Popularisierung auf mehreren Ebenen soziale Verantwortung von Unternehmen
heute weitgehend ein theoretischer Begriff bleibt, der zum einen vielmehr mit einmaligen
spektakuldren Wohltitigkeitsakten als mit alltdglicher Geschiftsfilhrungskultur assoziiert
wird, zum anderen als etwas Unglaubwiirdiges, auf falscher Interessenlosigkeit Beruhen-
des angesehen wird.

2. DAS EIGENTLICHE ANLIEGEN DES CSR-KONZEPTS

Da die Begriffe ,,soziale Verantwortung der Wirtschaft” und ,,soziale Verantwortung
von Unternehmen® durch willkiirlichen Gebrauch und Missbrauch weitgehend verwischt
wurden, muss zundchst der Kern des Anliegens rekonstruiert werden, bevor man zu seiner
Legitimierung, Operationalisierung und Implementierung iibergehen kann. Der CSR-
Gedanke ergibt sich aus der allgemeinen Theorie sozialer Verantwortung, die sich im
gleichen Mafe auf das Handeln von Individuen wie auf das von juristischen Personen
bezieht und deren Geschichte auf die Urspriinge menschlicher Zivilisation zuriickgeht.
Das Prinzip sozialer Solidaritdt und gegenseitiger Verantwortung der Mitglieder einer
Uberlebensgemeinschaft fiireinander, das Sorge auch fiir diejenigen Angehdrigen in sich
einschlieft, die ihrerseits noch nicht oder nicht mehr fahig sind, die Verantwortung fiir
sich selbst und fiir andere zu iibernehmen, stellt den Kern der Soziallehre in den groflen

7 Siehe hierzu etwa in A. Lohr, Unternehmensethik und Betriebswirtschaftslehre. Untersuchungen zur theoreti-
schen Stiitzung der Unternehmenspraxis, Stuttgart 1991; M. Maring, Kollektive und korporative Verantwor-
tung: Begriffs- und Fallstudien aus Wirtschaft, Technik und Alltag, Miinster 2001; Wirtschafts- und Unter-
nehmensethik. Kritik einer neuen Generation. Zwischen Grundlagenreflexion und ékonomischer Indienstnah-
me, Hrsg. H.G. Nutzinger, Miinchen 1999; H. Steinmann, Unternehmensethik, 2. Aufl., Stuttgart 1991;
H. Steinmann, A. Lohr, Grundlagen der Unternehmensethik, 2. Aufl., Stuttgart 1994.

8 Vgl. I. Slezak-Gtadzik, op. cit., S. 115.
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Religionstraditionen aller Zeiten dar. Die drei ,.klassischen“ Typen von Gerechtigkeit: die
Tauschgerechtigkeit (lat. iustitia commutativa), die Verteilungsgerechtigkeit (lat. iustitia
distributiva) und die kooperative Gerechtigkeit (lat. iustitia legalis), die in allen Kulturen
und in allen Epochen als Fundament des menschlichen Zusammen- und Uberlebens sowie
als Garantie des sozialen Zusammenhalts, der gemeinschaftlichen und sozialen Sicherheit,
der zivilisatorischen Entwicklung und der Festigung oder Verbesserung der Position im
zivilisatorischen Wettbewerb galten und deren Befolgung durch zum Teil strenge Vor-
schriften und Sanktionen gemeinschaftlich abgesichert wurde, konnen als Ausdruck und
natiirliche Operationalisierung des Prinzips der Solidaritdt und der sozialen Verantwor-
tung verstanden werden.®

In diesem Sinne werden von einem sozial engagierten und verantwortlichen Unter-
nehmen, das sich zugleich als Individuum, Gemeinschaft und Mitglied noch groBerer
Gemeinschaften betrachtet, die finanziellen, materiellen, immateriellen und sonstigen
Ressourcen und Produkte zum Teil gegen Ressourcen und Produkte anderer Akteure
(Kunden, Zulieferer etc.) gerecht getauscht, zum Teil an die Gemeinschaft als Beitrag
zum Gemeinwohl gerecht abgegeben und die Uberschiisse werden unter allen ,,Angehdri-
gen“ (Aktiondre, Mitarbeiter) gerecht verteilt. Aus diesen operationalen Zusammenhéngen
ergeben sich fiir Unternehmen gegeniiber unterschiedlichen Stakeholdern unterschiedliche
Pflichten, die Gegenstand von CSR sind. Da jedes Unternehmen in einem bestimmten
gesellschaftlich-sozialen Umfeld agiert, in dem konkrete Verhaltensregeln und Hand-
lungsprinzipien gelten, miissen sich Unternehmen an diese Spielregeln halten, wenn sie
ihre ,,gesellschaftliche Lizenz*“ zum Handeln erhalten oder verldngern wollen. Unterneh-
men nehmen bestimmte gesellschaftliche Ressourcen in Anspruch, an deren Herstellungs-
kosten sie sich teilweise nicht beteiligen. Zu diesen Ressourcen gehdren in erster Linie gut
ausgebildete und sozialisierte Arbeitskrifte, viele dffentliche Giiter wie Eigentumsrechte,
Rechtsschutz und 6ffentliche Sicherheit, 6ffentliche Dienstleistungen, Infrastrukturen oder
die meisten Umweltgiiter. Unternehmen sind deshalb verpflichtet, sich an der Bereitstel-
lung oder Reproduktion dieser Ressourcen mindestens proportional zu ihrer eigenen Ver-
brauchsrate zu beteiligen. Unternehmen, besonders diejenigen aus dem Produktionsge-
werbe, sind in ihrem Wirtschaftshandeln in der Regel im grofleren Male als andere Ak-
teure von den meisten Umweltgiitern anhédngig und haben einen stérkeren Einfluss auf den
Umweltzustand. Das gilt sowohl fiir die starken Umweltfaktoren mit konventionellen
Wirtschaftsfunktionen wie Rohstofflager oder Aufnahmekapazitéten fiir Emissionen oder
Abfille als auch fir die schwachen Umweltfaktoren wie Landschaft und Naturisthetik,
Biodiversitit, Luftqualitit, Larm- oder Radiationspegel etc., die fiir Identitdtsbildung,
Prestigepflege oder schlicht fiir die Verbesserung des Arbeitsklimas und des Wohlbefin-
dens von Mitarbeitern und Kunden zunehmend genutzt werden. Viele dieser immer mehr
geschitzten Umweltgiiter sind in ihrem Bestehen ernsthaft bedroht, und ihre Aufrechter-
haltung und Vermehrung erfordert eine umfangreiche aktive und koordinierte Mitwirkung
vieler gesellschaftlicher Akteure. Da sich Unternehmen dank ihrer Organisation und Ko-
operationskultur auf Mehrwerterzeugung spezialisieren und iiber viele Uberschiisse verfii-
gen, konnen sie fiir die Absicherung empfindlicher Umweltgiiter einen entscheidenden
Beitrag leisten, indem sie sich aktiv an den gesellschaftlichen Maflnahmen im Bereich der

® vgl. J. Stecko, Zaufanie a spoleczna odpowiedzialnosé biznesu [Vertrauen und soziale Verantwortung der
Wirtschaft], ,.Zeszyty Naukowe Politechniki Rzeszowskiej. ,,Zarzadzanie i Marketing” [Wissenschaftliche
Hefte der Polytechnischen Hochschule Rzeszow. Management und Marketing] 19/285 (2012), S. 153.
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Umweltpolitik beteiligen und eigene Ressourcen und Wirkungspotenziale etwa fiir die
Fritherkennung und Losung von Umweltproblemen und sozialen Konflikten um die Um-
weltgiiter einsetzen. Dariiber hinaus kommen im Handlungsumfeld jedes Unternehmens
auf jedem Kontinent und in jedem Wirtschaftssystem eine Reihe von gesellschaftlichen
und sozialen Problemen und Defiziten vor, deren Losung oder zumindest erkennbare
Milderung alleine mit Hilfe administrativer Maflnahmen des ersten Sektors oft nicht mog-
lich ist. Das gilt nicht nur fiir arme Entwicklungsldnder, sondern auch fiir die fithrenden
Industrielinder mit der hochsten Wachstumsrate und einer strikt liberalen Marktwirt-
schaft. Gerade in diesem Wirtschaftssystem fiithren einerseits die extremen Einkommens-
und Vermogensungleichheiten, andererseits der massive Zufluss illegaler Einwanderer zu
ernsthaften Bedrohungen fiir soziale Integration, 6ffentliche Sicherheit und gesellschaftli-
chen Zusammenhalt. Durch sehr verhaltene Steuerpolitik verfligt der ,,Nachtwéchter
Staat“ {iber bescheidene Re-Distributionsreserven, die meistens nicht ausreichend sind,
um soziale und dkonomische Exklusionen zu verhindern. Hier ist das soziale Engagement
der Unternehmen und der Organisationen des dritten Sektors (NGOs) im Rahmen der
intersektoralen Partnerschaften gefragt. Unternehmen, die sich fiir die Vorbeugung von
sozialen Krisenlagen in der Gesellschaft einsetzen, tun es zum Teil in ihrem eigenen Inte-
resse, denn viele gesellschaftliche Pathologien wirken sich sehr negativ auf die Bedingun-
gen des Wirtschaftens aus, erwéhnt seien hier etwa organisierte Kriminalitdt, Nachfrage-
liicken, Ressourcenschwund, Mangel an geeigneten Arbeitskraften etc. Im Rahmen ihres
sozialen Engagements kdnnen Unternehmen mit einem relativ geringen Aufwand grund-
legende Verbesserungen in ihrem gesellschaftlichen und sozialen Umfeld initiieren. Bevor
die Unternehmen eine richtige ,,soziale Offensive” mit spektakuldren Maflnahmen und
systematischen alltdglichen gesellschaftlichen Aktivititen entwickeln, kdnnen sie das gute
Leben lokaler Gemeinschaften mit recht einfachen Mitteln férdern, indem sie sich nur auf
human- und sozialvertraglichere Personal- und Beschiftigungspolitik oder faire Lohn-
und Preispolitik beschrinken. Was das konkret bedeutet, muss im Einzelfall erst prazisiert
werden. Dabei gelten einfache prozedurale Regeln wie Partizipation, Paritdt (proportiona-
le Vertretung), Gleichbehandlung unter gleichen Bedingungen, Transparenz, Beriicksich-
tigung von Interessen, die nicht repréisentiert werden, Schutz von Minderheiten, angemes-
sene Kompensation fiir Benachteiligte, Rotationsprinzip bei nicht teilbaren Privilegien,
mehr Rechte durch mehr Pflichten u.d. Selbstverstindlich kdnnen die Unternehmen viel
weiter gehen und aktive Programme sozialer Verantwortung auf mehreren Ebenen entwi-
ckeln, wie z.B. durch Informations- und Bildungsaktionen, intelligentes Sponsoring,
Schirmherrschaft oder Mizenatentum zur Verbesserung der Gesellschaftsqualitit beitra-
gen oder durch sparsamen Umgang mit Ressourcen Uberschiisse an Rohstoffen, Produkti-
onsmitteln, Erzeugnissen oder Finanzmitteln freisetzen, die dann an bediirftige oder von
sozialer Exklusion bedrohte Bevolkerungsgruppen verteilt werden konnen. Damit ver-
edeln die Unternehmen nicht nur ihre eigene Reputation in der Gesellschaft und bauen
sich in ihrem Umfeld ein gesellschaftliches Vertrauenskapital auf, sondern tragen auch
wesentlich zur Steigerung der gesellschaftlichen Vertrauenswiirdigkeit von Wirtschaftsor-
ganisationen iiberhaupt bei.l® Diese letzte Dimension der sozialen Verantwortung von
Unternehmen (solidarische Verantwortung fiir andere Unternehmen und fiir ihr Ansehen
in der Gesellschaft, die Unternehmen zur gegenseitigen Mobilisierung und Unterstiitzung

0 vgl. R.W. Griffin, Podstawy zarzqdzania organizacjami [Grundlagen des Organisationsmanagement]. War-
szawa 2004, S. 120f. (poln.); L. Slezak-Gtadzik, op. cit., S. 118f.



Corporate Social Responsibility — ein Schritt zu einer Kultur der Nachhaltigkeit 65

bei ihren sozialen Aktivititen verpflichtet) wird in der Diskussion um die CSR leider oft
vernachléssigt.

Dass durch wirtschaftliche Aktivititen eines Unternehmens auf einem bestimmten Ge-
biet nicht nur Waren und Dienstleistungen erzeugt werden, sondern auch (Un-
)Zufriedenheit, Vertrauen(-slosigkeit), (Un-)Recht, (Un-)Gerechtigkeit, Hoffnung(-
slosigkeit), positive wie negative Gefiihle und Abwehrreaktionen bei einzelnen Menschen,
bei menschlichen Gemeinschaften und gesellschaftlichen Organisationen, die im unmit-
telbaren Umfeld jedes Unternehmens agieren, ist mittlerweile fast allen Unternehmen klar.
Dennoch nehmen heute nur sehr wenige Unternehmen die uneingeschrénkte Verantwor-
tung fiir ihre Handlungsfolgen fiir die Mitarbeiter und alle Betroffenen in ihrem Um-
feld(Kunden, Kooperationspartner, lokale Bevolkerung, Gemeinschaften, Gesellschaft
und Menschheit als Ganzes) wahr. Dabei handelt es sich um eine aktive, prospektive und
umfangreiche Verantwortungsiibernahme sowohl fiir unmittelbare primére und sofort
auftretende Handlungsfolgen als auch fiir indirekte, sekundére und tertiére, zeitlich ver-
schobene, synergetische und kumulative Effekte, die in irgendeinem kausalen Zusam-
menhang mit dem Handeln von Unternehmen stehen. Eine solche verantwortungsbewuss-
te Haltung eines Unternchmens soll sich aus dem Streben ergeben, guter und zuverlédssiger
Arbeitgeber, Partner, Nachbar und Biirger zu werden und sich die damit zusammenhén-
gende gesellschaftliche Anerkennung und die gesellschaftliche Handlungsgenehmigung
(den gesellschaftlichen Handlungsauftrag; engl. licence-to-operate) nachhaltig zu si-
chern.1t

Zu den zentralen Grundsétzen der CSR-Philosophie gehort der Respekt gegeniiber al-
len Stakeholdern des Unternehmens, der zur Beriicksichtigung ihrer Interessen bei der
Gestaltung der Unternehmensstrategien verpflichtet. Die urspriinglich iiberwiegend an die
organisierten aktiven externen Stakeholder mit viel Einfluss wie lokale Biirgerbewegun-
gen und Interessengruppen (starke Stakeholder) orientierte Unternehmensverantwortung
wurde allmdhlich um Akteure ohne organisierte Interessen erweitert (schwache Stakehol-
der), seit einiger Zeit werden auch Subjekte wie Gewerkschaften, einzelne Mitarbeiter-
gruppen und ihre Vertretungen, Minderheiten und Einzelpersonen, die innerhalb der Un-
ternchmen agieren, immer stérker in die CSR-Programme einbezogen. Manche CSR-
Theoretiker schrinken die CSR gar auf die Qualititen der interpersonalen Relationen im
Unternehmen ein.?

Zusammenfassend konnen die folgenden Handlungsprinzipien zum Pflichtrepertoire
einer umfassenden, langfristigen, an Nachhaltigkeitskultur und sozialer Verantwortung
orientierten systemischen Managementstrategie gezahlt werden:

- ldentifikation von Stakeholdern, ihren Interessen und potenziellen Konfliktfeldern;

- Aufhahme der Kommunikation mit allen Stakeholdern und gesellschaftliche Kon-
sensbildung;

- Suche nach konfliktfreien Losungen, die fiir alle Betroffenen giinstig sind;

- Aufbau von transparenten und respektvollen Beziehungen mit allen Stakeholdern;

- Einbeziehung dieser Stakeholder in die diskursive Programmierung der Unterneh-
mensstrategien und in gesellschaftlich bedeutsame Entscheidungsprozesse;

1 vgl. P. Drucker, Spofeczeristwo prokapitalistyczne [Prokapitalistische Gesellschaft], Warszawa 1999, S. 86f.
(poln.).

2 vgl. A. Rudnicka, CSR — doskonalenie relacji spotecznych w firmie [Die CSR — Verbesserung der sozialen
Relationen in der Firma], Warszawa 2012, S. 50f. (poln.).
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- stiindige Pflege der Transparenz des eigenen Wirtschaftshandelns fiir alle Betroffe-
nen;

- Verbesserung der Lebensqualitit der Gesellschaft durch soziales Engagement, das
iiber die gesetzlich festgelegten Pflichten weit hinausreicht;

- aktive Beteiligung an allen Mafinahmen zur Umsetzung der nachhaltigen Entwick-
lung, etwa durch Erzeugung ausschlieBlich sozial- und umweltvertraglicher Produkte;

- Verbreitung und Forderung einer sozial- und umweltverantwortlichen Wirtschafts-
kultur durch vorbildliche Geschéftspraktiken, wie faire Vertragsabwicklung, vollstindige
Pflichterfiillung und faires Konkurrenzverhalten;

- Unterstiitzung anderer Akteure bei dhnlichen Aktivitéten;

- SchlieBen von Partnerschaften und aktive Beteiligung an allen moglichen Initiati-
ven zur Forderung eines sozial-verantwortlichen Wirtschaftens und zur Stirkung der ethi-
schen Kultur in Unternehmen;

- stidndige Aktualisierung der eigenen Informationsbasis zu internationalen und nati-
onalen CSR-Standards und Anpassung eigener Handlungsstrategien an diesen normativen
Rahmen.

Bei vollstdndiger Einhaltung dieser Handlungsregeln kann die CSR alle postulierten
Zwecke erfiillen und den volks- wie betriebswirtschaftlichen Mehrwert des Unterneh-
menshandelns optimieren. Trotz zahlreicher Beispiele fiir einige gesamtgesellschaftlich
wie einzelwirtschaftlich durchaus gelungene CSR-Initiativen wird die Rolle der CSR
sowohl in der sozialen wie auch in der liberalen Marktwirtschaft vielfach in Frage gestellt.

3. KONTROVERSEN UM CSR

Gegentiber jeglichen gesellschafts- und sozialorientierten Aktivitdten von Unterneh-
men, die iiber die gesetzlich vorgeschriebenen Pflichten gegeniiber allen Vertragsparteien
(Kunden und Auftraggeber, Zulieferer und Kooperationspartner, Aktionédre, Mitarbeiter)
und den staatlichen Aufsichtsbehdrden hinausgehen, herrschten in der klassischen Oko-
nomie und Betriebswirtschaftslehre bislang eine Reihe von Vorbehalten, dhnlich wie
gegeniiber Unternehmensethik im allgemeinen.'* Jede Form sozialer Verantwortungs-
tibernahme durch Unternehmen und deren freiwillige Selbstverpflichtung zu zuséitzlichen
Leistungen zugunsten eigener Mitarbeiter, Verbraucher, Kontrahenten, lokaler Bevolke-
rung und lokaler Gemeinschaften, gemeinniitziger Vereine, der gesamten Gesellschaft, der
Menschheit inklusive zukiinftiger Generationen oder der Umwelt wird als unwirtschaft-
lich und 6konomisch irrational angesehen, denn diesbeziigliche Kosten werden als viel zu
hoch im Vergleich zu den zu erwartenden Eigenvorteilen eingeschitzt. Die Vorbehalte
fungierten trotz der folgenden selbstverstindlichen Paradoxie: Einerseits wird eine ver-
starkte Liberalisierung des Marktes und ein weitgehender Verzicht des Staates auf jegli-
chen Interventionismus und auf jegliche Regulationen postuliert. Durch den Riickzug des
Staates sollen auf dem Markt die natiirlichen (im Darwinschen Sinne) Selbststeuerungs-

B yagl. I. Slezak-Gtadzik, op. cit., S. 116; B. Rok, Odpowiedzialny biznes w nieodpowiedzialnym $wiecie [Ver-
antwortungsvolles Wirtschaften in einer verantwortungslosen Welt], Akademia Rozwoju Filantropii w Polsce,
Forum Odpowiedzialnego Biznesu [Akademie fiir Philanthropieentwicklung in Polen. Forum Verantwortli-
chen Wirtschaftens], Warszawa 2004, S. 18f. (poln.), http://www.ae.krakow.pl/~gap/doki/23sympozjum/
odpbiz.pdf.

14 Siehe hierzu in J. Brewing, Kritik der Unternehmensethik. An den Grenzen konsensual-kommunikativ orien-
tierter Unternehmensethik, Bern 1995.
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mechanismen erst zur Entfaltung kommen. Der Riickzug des Staates und die natiirlichen
Prozesse der Marktregulierung bedeuten zugleich eine Minimierung der Kosten aller
Wirtschaftstitigkeiten durch eine radikale Senkung von Steuern und eine radikale Verein-
fachung aller Verfahren im Hinblick auf Beschaftigung, Umweltnutzung und Vertrieb von
Waren und Dienstleistungen. Andererseits wird vom Staat erwartet, dass er den Wirt-
schaftsunternchmen umfangreiche offentliche Giiter und umfangreiche Leistungen wie
duBerer Schutz und innere Sicherheit, faire Konkurrenzbedingungen, geeignete Rechts-
ordnung und Rechtsprechung, Zugang zu den fiir die wirtschaftlichen Zwecke notwendi-
gen Natur- und Gesellschaftsressourcen wie Rohstoffe, Infrastrukturen, Technologien und
Wissensbestidnden sowie stdndigen Zufluss entsprechend qualifizierter und sozialisierter
Arbeitskrifte zur Verfiigung stellt. Dabei wird jegliche soziale Verantwortung des Wirt-
schaftsunternehmens fiir das gute Leben der Gesellschaft geleugnet und ebenfalls auf den
Staat und auf die Organisationen der Zivilgesellschaft abgewélzt. Unter diesen Umstinden
miisste man sich schon entscheiden, wer in erster Linie fiir die Qualitét des gesellschaftli-
chen Lebens auf den einzelnen Ebenen zustdndig ist und wer die (Mit-)Verantwortung fiir
die Erhaltung von menschenwiirdigen Lebensbedingungen, fiir den sozialen Zusammen-
halt und Ausgleich sowie fiir die Befriedigung wichtiger menschlicher Bediirfnisse, die
sich kommerziell mit marktwirtschaftlichen Mitteln sehr schwer befriedigen lassen
(Hochkultur, Naturschutz, Erhaltung des kulturellen Erbes der Vergangenheit, nicht-
kommerzielle und nicht-kommerzialisierbare Forschung, Vorbeugung von sozialen Ex-
klusionen etc.), auf sich nehmen sollte.

Die Idee der CSR stoBt unvermeidlich gegen die in der Wirtschaftsethik mittlerweile
klassische Kontroverse, worin letztendlich der gesellschaftliche Auftrag der Unternehmen
bestehe: In der Gewinnmaximierung oder in der Verbesserung des allgemeinen Wohl-
stands? So widerspiegeln die gegensitzlichen Positionen, die sich heute in der Diskussion
um die CSR bilden, ungefihr die Landschaft der klassischen Diskussion um die Rechtfer-
tigung der Wirtschaftsethik. Auf der einen Seite berufen sich die Ultraminimalisten auf
ihren prominenten Vorldufer, den Nobelpreistrager Milton Friedman, der Unternehmens-
handeln als alleine den Grundsédtzen der Rentabilitdt, Legalitit und Gewinnerzeugung
gesellschaftlich verpflichtet erklirt.’®> Der Gegenstand der sozialen Verantwortung der
Manager sei die Deckung der gesellschaftlichen Nachfrage an Waren und Dienstleistun-
gen, die Sicherung hochstmoglicher Renditen fiir Aktionére, die Sicherung der Arbeits-
platze und der Einkommen von Mitarbeitern und die Sicherung der Steuereinnahmen des
Staates durch Gewinnmaximierung. Auf der anderen Seite berufen sich radikale Maxima-
listen auf eine lange Tradition der an Gemeinwohl orientierten Marktwirtschaft, in der zu
den fundamentalen gesellschaftlichen Verpflichtungen von Unternehmen ein umfangrei-
ches soziales und dkologisches Engagement gezihlt wird. Die diesbeziiglichen Pflichten
ergeben sich aus der spezifischen Biirgerschaft der Unternehmen und erstrecken sich auf
Aktivititen wie Geldspenden und Subventionen an Schulen und Bildungseinrichtungen,
Krankenhduser, Sportvereine, Kultureinrichtungen und zivilgesellschaftliche Umwelt-
schutzorganisationen sowie an einzelne Veranstaltungen im Bereich der Kultur und Un-
terhaltung, die Stimulierung der eigenen Mitarbeiter zu ehrenamtlichem Engagement fiir
Gesellschaft und Umwelt wie auch zu politischen und zivilgesellschaftlichen Initiativen,
die Unterstiitzung der Mitarbeiter bei diesen Aktivititen, die Beteiligung an der gesell-

Mehr dazu in M. Friedman, The social responsibility of business is to increase its profits, ,,New York Times
Magazine” 13.09.1970.
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schaftlichen Losung sozialer Probleme durch angemessene Offentlichkeitsarbeit, soziale
Dienstleistungen fiir Mitarbeiter und lokale Bevolkerung (wie etwa Betreiben eines eige-
nen Kindergartens, familienfreundliche Gestaltung von Arbeitsbedingungen und —zeiten,
sozialer Wohnungsbau oder Hilfe bei Naturkatastrophen) sowie Mobilisierung anderer
Akteure zur Mitwirkung an derartigen Aktivititen. Zwischen diesen beiden Polen liegen
viele geméBigte Positionen, die die Reichweite und den Umfang sozialer Verpflichtungen
unterschiedlich definieren. Dieser Divergenz auf der Ebene der theoretischen Diskussion
entsprechen vier unterschiedliche Grundhaltungen gegeniiber der CSR auf der Ebene der
Wirtschaftspraxis von Unternehmen:

- Aversion und Obstruktionismus bestehen in der Vermeidung jeglicher Form ge-
sellschaftlichen Engagements oder im Vortduschen einer Besorgtheit um soziale Proble-
me. Unternehmen mit solcher Einstellung haben kein Problem damit, gegen universelle
wirtschaftsethische Standards oder sogar gegen das Gesetz zu verstofSen und, wenn sie
dabei ,,erwischt* werden, diese Fakten zu vertuschen versuchen sowie ihre Verantwortung
dafiir zu leugnen, auch wenn das menschliche Leben auf dem Spiel steht. Unter diesen
Umsténden kann von sozialer Verantwortung gar keine Rede sein.

- Zuriickhaltung, Minimalismus und Passivitdt. Unternehmen mit solch passiver
Einstellung beschrinken sich in ihrem Wirtschaftshandeln nur auf die absolut notwendi-
gen Aktivititen, die im Rahmen der jeweils in dem unmittelbaren Umfeld geltenden CSR-
Standards analog zu ,,politischer Korrektheit™ geboten sind: Befolgung elementarer Fair-
ness- und Gerechtigkeitsregeln;ansonsten gemeinwohlorientiertes Engagement nur dann,
wenn die strategischen Zwecke des Eigeninteresses und der Selbsterhaltung es erforder-
lich machen.

- Adaptation, Kooperation und reaktives Verhalten. Unternehmen mit dieser
Grundhaltung haben prinzipiell die Bereitschaft, sich umfangreich an breiteren Aktionen
in Richtung CSR zu beteiligen und ihre Ressourcen fiir gemeinniitzige Zwecke zu ver-
wenden. Sie ergreifen jedoch sehr ungerne selber die Initiative, ahmen gerne gute und
gelungene Maflnahmen nach und kopieren bewahrte Verhaltensmuster aus dem CSR-
Bereich.

- Aktive Offensivhaltung und Maximalismus. Unternehmen mit dieser Einstellung
suchen aktiv nach neuen Mdglichkeiten, sich fiir das Gemeinwohl einzusetzen und bemii-
hen sich stdndig darum, ihre Vorreiterposition auf diesem Feld zu festigen. Diese Unter-
nehmen nutzen moglichst alle Chancen, sich als freundlicher und gefragter Arbeitgeber,
Hersteller, Kooperationspartner, Nachbar und Biirger zu etablieren. Damit verkorpern sie
das Ideal einer sozial und gesellschaftlich verantwortlichen und zuverldssigen Wirt-
schaftsorganisation.

Auf der Ebene der beiderseitigen, gesellschaftlichen wie unternehmerischen Vorteile
aus dem sozialen Engagement der Unternehmen erwecken besonders die letzteren zum
Teil starke Kontroversen. Zu den moglichen Profiten fiir Unternehmen werden Reputati-
onsvorteile und die sich daraus ergebenden Aussichten auf zusitzliche Umsitze und Ge-
winne, die mit gesellschaftlicher Vertrauenssteigerung und Herausbildung von inneren
und duBeren Loyalitdten zusammenhéngende Absicherung der fiir die Marktposition und
den wirtschaftlichen Erfolg grundlegenden Prozesse, Steigerung der Leistungsfdhigkeit
und Arbeitseffektivitat durch Verbreitung entsprechender, auf Ehrlichkeit, Solidaritat und

16 Vgl. 1. Slezak-Gtadzik, op. cit., S. 117; siehe auch R. W. Griffin, op. cit., S. 122-125.
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gegenseitigem Engagement wie zusétzlichen positiven emotionalen Motivationen aufge-
bauter Kultur, positiver Einfluss eines neuen, sozial gerechteren Managementstils und der
Verbesserung von sozialen Kompetenzen der Mitarbeiter auf die ,,Gesundheit der Organi-
sation®, auf Atmosphére im Unternehmen und auf den Teamgeist, Personalvorteile aus der
Prestigeerh6hung und Steigerung der Attraktivitdt des Unternehmens fiir hochklassige
Arbeitskréfte sowie aus der Einschrankung der Personalfluktuation und Verstirkung der
Anziehungskraft fiir gute Wirtschaftspartner gezihlt.}” Allerdings ist es bis jetzt im Rech-
nungswesen nicht gelungen, systematische Kalkulationsmethoden zur Bilanzierung des
sozialen Engagements von Unternehmen zu erarbeiten, und es konnten keine festen wirt-
schaftswissenschaftlichen Beweise erbracht werden, in wie weit ,,ethische® Investitionen
eines Unternehmens zur Steigerung des Unternehmenswertes und seiner Aktienpreise
beitragen.'8

Dadurch bestehen sowohl seitens der Unternehmen als auch seitens der Gesellschaft
Bedenken, Vorurteile und umfangreiche Vertrauensdefizite. Es wird zum einen darauf
verwiesen, dass die Wirtschaftsorganisationen keine moralischen Subjekte sind und keine
ethische Entscheidungs- und Handlungsfahigkeit besitzen, wodurch sie prinzipiell nicht
wie Privatpersonen fiir humanitidre Akte gesellschaftlich beauftragt sein konnen. Als auf
Gewinnbringung gesetzlich vorprogrammierte Organisationen haben Unternehmen auch
als juristische Personen keine Féhigkeit, sich an Losungen sozialer Probleme der Gesell-
schaft zu beteiligen. Derartige Eingriffe der Unternehmen in Sphéren, die weit auB3erhalb
ihres eigentlichen, im gesellschaftlichen Auftrag festgelegten Kompetenzbereichs liegen,
konnten als Einmischen in die Politik, Untergraben der Autoritit des Staates, Verletzung
der Regeln fairer Konkurrenz, Stiftung sozialer Interessenskonflikte, Generierung unnoti-
ger Zusatzkosten, die im Endeffekt sowieso auf den Verbraucher abgewilzt werden, Vor-
tauschen einer falschen Besorgtheit um das Schicksal der Welt, um sich nur gesellschaft-
liches Alibi zu verschaffen und Straflosigkeit billig zu erkaufen oder Uberforderung der
Mitarbeiter mit unndtigen zusitzlichen Aufgaben und Pflichten, die iiber die normalen
wirtschaftlichen Anforderungen weit hinausgehen, kurz gesagt: als Missbrauch und etwas
Unglaubwiirdiges betrachtet werden.*®

4. HERAUSFORDERUNGEN UND ERFOLGSFAKTOREN. EIN AUSBLICK

Es gibt keine universellen Losungen, die fiir alle Wirtschaftsbereiche, Erdteile und
Zeiten einheitliche Vorgaben hinsichtlich der Ebenen, Formen, Reichweite und Intensitét
eines optimalen sozialen Engagements von Unternehmen beinhalten wiirden. Unter den
Bedingungen des jeweiligen Wirtschaftssystems und im konkreten sozio-kulturellen Kon-
text hingt die Bestimmung des im Hinblick auf gesellschaftliche Legitimierung, Operati-
onalisierung und Implementierung geeigneten CSR-Modells von vielen regionalen und
Standort-Faktoren ab. Die soziale Aktivitit des Staates (Sozialmodell), die gesellschaft-
lich eingeforderten ethischen Standards und die zivilgesellschaftliche Organisationskultur
sowie der Grad der Bediirfnisbefriedigung und die sozialen Schichtungen in der Gesell-

17 Mehr dazu in G. Bartkowiak, Spoleczna odpowiedzialnosé biznesu w aspekcie teoretycznym i empirycznym
[Soziale Verantwortung der Wirtschaft aus theoretischer und empirischer Sicht], Warszawa 2011, S. 77
(poln.).

8 vgl. D. Vogel, The market of virtue. The potentials and limits of corporate social responsibility, Washington
2006, p. 16ff.

1 Mehr dazu in 1. Slezak-Gtadzik, op. cit., S. 119.
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schaft sind im gleichen Mafle von entscheidender Bedeutung. Die notwendige innere
Bedingung ist ein entsprechendes unternehmensinternes sozial-moralisches Budget. Fiir
eine erfolgreiche Umsetzung ist das aber alleine nicht ausreichend und muss von giinsti-
gen Umgebungsbedingungen ergidnzt werden. Es wird viel leichter fallen, die Unterneh-
men zu CSR-Aktivititen zu bewegen, wenn diese dadurch bestimmte Vorteile gewinnen,
die solche Aktivitdten auch noch 6konomisch rechtfertigen.

Wie die unterschiedlichen Erfolgsfaktoren zusammenwirken, kann man am Beispiel
der aktuellen Situation in der siidostpolnischen Region Karpatenvorland verfolgen. Bei
einer im Jahr 2012 an einer umfangreichen Stichprobe durchgefiihrten Befragung erklér-
ten weniger als 40 % der Befragten die Kenntnis des CSR-Begriffs, davon war mehr als
die Halfte nicht in der Lage, die Bedeutung dieses Begriffes zu erklaren. Dabei &duflerten
weniger als jeder zehnte den Wunsch, sein Wissen iiber die CSR zu erweitern. Von den
Befragten, die den Begriff der CSR kannten, konnte jeder dritte indes keine Beispiele von
sozial engagierten Firmen nennen.?° Diejenigen aber, die solche Beispiele nannten, lagen
damit nicht ganz falsch. Es hat sich herausgestellt, dass die meisten der von den Befragten
genannten Firmen im aktuellen nationalen Ranking der sozial verantwortlichen Unter-
nehmen?! tatsiichlich weit vorne rangierten. Das zeigt, dass Initiativen, mit denen Unter-
nehmen ihre soziale Verantwortung manifestieren, von der Bevdlkerung zwar noch nicht
vollstdndig wahrgenommen, aber dafiir meistens korrekt eingeordnet werden. Die genann-
te Studie brachte aber auch andere ganz interessante Ergebnisse. Die Befragten wurden
gebeten, einige in Polen agierende Firmen zu nennen, die sich ihres Vertrauens erfreuen.
Auch hier wurde meistens auf Unternehmen hingewiesen, die in demselben CSR-Ranking
hoch rangieren. Diese iiberzeugende Ubereinstimmung zeigt, dass CSR-Initiativen von
Unternehmen in der Gesellschaft gut ankommen und die beabsichtigten Nebeneffekte auf
der Ebene der gesellschaftlichen Vertrauenshildung erzielen.

Auf der anderen Seite ist es viel schwieriger, ein gesellschaftliches Uberwachungssys-
tem Uber tatsdchliche CSR-Aktivitdten der Unternehmen zu installieren, um einschétzen
zu konnen, in wie weit die Deklarationen iiber die soziale Verantwortungsiibernahme mit
tatsdchlichen Handlungen in diesem Bereich korrespondieren. Hier werden unterschiedli-
che methodische Schwierigkeiten avisiert: erstens haufige pragmatische Inkonsistenzen
im Unternehmenshandeln, die eine Gesamtbeurteilung weitgehend erschweren; zweitens
die Abneigung seitens der Unternehmen, Betriebsinformationen der Offentlichkeit zur
Verfligung zu stellen; drittens eine zu starke Diversifizierung der CSR-Aktivititen sowie
ein Mangel an evaluativen Verfahren, um die heterogenen qualitativen Datenstrome auf
einen ,,gemeinsamen Nenner“ bringen zu kénnen.??> Abgesehen von diesen Schwierigkei-
ten wurden in Polen landesweit Untersuchungen durchgefiihrt, die auf Verénderungen in
der Wahrnehmung der CSR-Philosophie durch Unternehmen ausgerichtet waren. Die
Befragungen umfassten mehr als 500 auf den hiesigen Mérkten agierende Unternechmen
und lieferten interessante Ergebnisse, die zumindest eine generelle Orientierung vermit-
teln: mehr als zwei Drittel der befragten Firmen kennt die CSR gar nicht; von denjenigen

2 \/gl. J. Stecko, op. cit., S. 157.

2 vgl. http://odpowiedzialnybiznes.pl/public/files/Ranking_Odpowiedzialnych_Firm_2012-1335517208.pdf
(20.11.2012).

22 \gl. J. Stec-Rusiecka, Wphw spolecznej odpowiedzialnosci na poprawe jakosci Zycia spoleczernstwa
[Auswirkungen der CSR auf die Verbesserung gesellschaftlicher Lebensqualitit], ,,Modern Management
Review” XVI111/2 (2013), S. 90 (poln.); G. Bartkowiak, op. cit., S. 79.
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Firmen, denen CSR-Philosophie nicht ganz fremd ist, setzen wieder nur zwei Drittel in
ihrem Handeln entsprechende Grundséitze um; nur etwa 20 % Unternehmen, die in Polen
ihren Hauptsitz haben, kennen aktuelle nationale und internationale Richtlinien und Stan-
dards zur Umsetzung der CSR-Grundsatze; unter Firmen, die CSR in irgendeiner Form
praktizieren, hat weniger als jede fiinfte ein eigenes CSR-Programm und die damit zu-
sammenhédngenden internen Strukturen und Satzungen. Die meisten Firmen (ca. 70 %),
die CSR in ihre Wirtschaftsstrategien integrieren, sind Grofunternehmen; von den sieben
zentralen CSR-Referenzbereichen, die in der Norm 1SO 26000 bestimmt wurden, riu-
men polnische Unternehmen den Relationen mit Kunden (74 %) und mit Mitarbeitern (72
%) das Primat ein; relativ wenige Firmen halten Respekt vor Menschenrechten (20 %),
Umweltschutzaktivititen (20 %) und Engagement fiir die Bevolkerung (11 %) als wichtig
fiir ihre eigene Entwicklung. Zu den wichtigsten Barrieren, die polnische Unternehmen
am Aufnehmen von CSR-Aktivititen hindern, gehdren zu hoher finanzieller Aufwand und
Mangel an erforderlichen freien Mitteln (38 %), Zeitmangel (33 %), zu groBe Komplexitét
dieser MaBnahmen, die die organisatorischen Potenziale des Unternchmens iiberfordert
(32 %) sowie Mangel an einschldgigem Wissen und erforderlichen Handlungskompeten-
zen (30 %).2* Die angefiihrten Ergebnisse der beiden Erhebungen zeigen, dass sowohl die
Unternehmer und Manager als auch ihre Kunden bis jetzt noch nicht richtig verstanden
haben, was die CSR ist, welche Moglichkeiten sie erdffnet und welchen Nutzen sie bringt.
Im Rahmen der bisherigen Forschungsarbeiten, die auf dem Feld der CSR-Entwicklung in
Polen durchgefiihrt wurden, konnten einige Schwéichen der auf nationaler Ebene unter-
nommenen Aktivitidten sowie wichtige Gefahren fiir die Stirkung der CSR in der Zukunft
identifiziert werden. Zu den entscheidenden Schwichen der CSR-Entwicklung in Polen
gehoren

- eine offensichtliche Dominanz von defensiven, minimalistischen Einstellungen
seitens der Unternehmen und ein besonders unter groBen und einflussreichen Unterneh-
men mit fremdem Kapital verbreitetes strategisches Verstdndnis von CSR (Erkldrungen
und Manifestationen sozialen Engagements alleine um Reputationsgewinne und Konkur-
renzvorteile willen);

- geringes Bewusstsein der Unternehmen iiber unterschiedliche Vorteilsdimensio-
nen und Nutzungspotenziale von stirkerem sozialem Engagement;

- auf Seiten der KMU und der 6ffentlicher Verwaltung bestehende Probleme eines
mangelnden Wissens iiber die aktuellen internationalen und nationalen CSR-Standards,
tiber ausldndische Erfahrungen und bewéhrte Losungen in der Umsetzung dieser Stan-
dards;

- geringes Bewusstsein der Verbraucher tiber die Pflichten der Unternehmen und
eigene Rechte (etwa im Hinblick auf Produktkennzeichnung, Abwicklung von Reklamati-
onen oder Kundenbedienung), die sich aus den geltenden internationalen und nationalen
CSR-Standards ergeben;

2 \/gl. Guidance on social responsibility, 1SO 26000:2010.

2 Vgl. PARP [Polnische Agentur fiir Unternehmensforderung], Ocena stanu wdrazania standardéw spolecznej
odpowiedzialnosci biznesu wraz z opracowaniem zestawu wskaznikow spotecznej odpowiedzialnosci w mikro,
matych, srednich i duzych przedsigbiorstwach [Bewertung der Fortschritte bei der Umsetzung von CSR-
Standards einschlieBlich der Erarbeitung von Indikatorensets fiir die CSR-Aktivitéiten in kleinen, mittleren und
grofen  Unternehmen], Warszawa 2012 (poln.), https://www.parp.gov.pl/files/74/75/77/13078.pdf
(22.09.2014).
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- die bestehenden biirokratischen Barrieren und Uberregulierungen auf dem
Markt.?

Doch das steigende Interesse an der CSR-Problematik auf der internationalen Ebene,
dessen Ausdruck etwa die Normungsinitiativen wie 1ISO 26000 sind, wird im Rahmen der
gleichzeitig fortschreitenden Integrationsprozesse Polens in die EU-Strukturen und das
globale Wirtschaftssystem, die umfangreiche AnpassungsmafBnahmen erzwingen, zu einer
immer stirkeren Absorption der internationalen CSR-Standards fiihren. Eine ganz ent-
scheidende Rolle wird dabei auch der Generationswechsel im Unternehmenspersonal
spielen. Der Arbeitsmarkt fir Okonomen und Manager wird heute zunehmend vom
Nachwuchs ,,gestiirmt®, der auf der Grundlage neuer Trends zur Internationalisierung und
neuer, die Wirtschaft humanisierender und sozialisierender Inhalte ausgebildet wurde. Das
Eindringen dieser neuen Professionalitét in die Unternechmen wird den CSR-ldeen und der
Nachhaltigkeitskultur den Weg ins polnischen Wirtschaftsleben bahnen. Ein entscheiden-
der duBerer Erfolgsfaktor fiir die Verbreitung und Umsetzung der CSR in Polen bleibt
nach wie vor das Bewusstsein des Durchschnittsverbrauchers und dessen zivilgesell-
schaftliche Aktivitidt. Davon hdngt in erster Linie ab, welche Erwartungen und Anforde-
rungen ,,von unten® an die Unternehmen direkt oder iiber die politischen Prozesse gestellt
werden und mit welcher Entschlossenheit. Wird der gesellschaftliche Druck grofBer, wer-
den die Unternehmen rasch ihre Politik modifizieren. Auf der Ebene der gesellschaftli-
chen Einwirkungen auf die Wirtschaftskultur ist auch das Verhalten der Medien, die gera-
de in Polen einen sehr starken Einfluss auf die 6ffentliche Meinungsbildung haben, von
groBer Bedeutung. Man darf aber auch viele Barrieren und Gefahren nicht aus den Augen
verlieren. In erster Linie sind hier die heutigen Auswirkungen der nicht weit zuriicklie-
genden wirtschaftlichen Riickstindigkeit Polens und die zeitversetzten negativen Neben-
folgen der aktuellen Transformationsprozesse, die einerseits die Umstellung der zentrali-
sierten staatlichen Planwirtschaft auf die freie Marktwirtschaft und andererseits die fort-
schreitende wirtschaftspolitische Integration mit Westeuropa umfassen, gemeint. Dazu
kommt die anhaltende Unsicherheit, die durch die von allen Seiten proklamierte Weltfi-
nanzkrise erzeugt wird. So braucht man sich nicht zu wundern, dass die meisten Firmen
unter diesen Umstdnden auf sehr vorsichtige, defensive und minimalistische Handlungs-
strategien zuriickgreifen und von umfangreichen, aufwendigen CSR-Aktivititen absehen.
Aber auch durch die bisher eingeleiteten Malinahmen zur CSR-Popularisierung wurde
eine Reihe von negativen Effekten hervorgerufen, die eine breitere Aneignung der CSR-
Grundsitze durch Unternehmen spiirbar erschweren. Der Grund dafiir waren vor allem die
mangelnde Konsistenz, Kohérenz und Ubersichtlichkeit der einschligigen Initiativen, die
von unterschiedlichen Akteuren aus unterschiedlichen Feldern und zu unterschiedlichen
Zwecken ,auf eigene Faust™ unternommen wurden. Immer noch mangelt es auch an er-
fahrenen Firmen und Organisationen, die gutwillige Unternehmen bei der Einbeziehung
der CSR in ihre Operationsprogramme beraten und die Prozesse auditieren konnten. 28Auf
der Grundlage der bisherigen Erfahrungen mit der Verbreitung und Umsetzung der CSR-
Philosophie in Polen kann dariiber hinaus auf einige sonstige Bedingungen und Erfolgs-

% Vgl. Ministerstwo Gospodarki [Wirtschaftsministerium], Rekomendacje w zakresie wdrazania zatozen kon-
cepcji Spotecznej Odpowiedzialnosci Przedsigbiorstw w Polsce [Empfehlungen fiir die Implementierung von
CSR-Grundsitzen in Polen], Warszawa 2013, S. 8f. (poln.) http://www.mg.gov.pl/files/upload/13678/ Reko-
mendacje_w_zakresie_wdrazania_zalozen_koncepcji_CSR_w_Polsce.pdf (07.03.2013).

% \/gl. Ibidem; mehr dazu in 1. Slezak-Gtadzik, op. cit., S. 122.
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faktoren der CSR zusammenfassend hingewiesen werden: statt abstrakter Slogans sollten
moglichst klare und flir jedermann verstindliche Formulierungen der CSR-
Anforderungen, bei Bedarf einschligige detaillierte Begriffsklarungen und Anweisungen
der Offentlichkeit geliefert werden, statt Diskussionen auf der Ebene der ékonomischen
Rechtfertigung sollte mehr Aufmerksamkeit der jeweils bereichsspezifischen Operationa-
lisierung der CSR und ihrer Implementierbarkeit gewidmet werden, die CSR-Normen und
—grundsitze miissen mit den aktuellen in der Gesellschaft dominierenden Wertvorstellun-
gen kompatibel sein und die CSR muss mit geeigneten politisch-rechtlichen Instrumenten
gefestigt werden, die eine schnellere, alle relevanten Akteure, wie Gesetzgeber und Ent-
scheider in der Verwaltung, Unternchmer, Investoren, Fiihrungskrifte, Arbeitnehmer,
Verbraucher, staatliche Kontrolleure, Vertreter und Aktivisten zivilgesellschaftlicher
Organisationen etc., umfassende Umorientierung in der Gesellschaft und auf dem Markt
stimulieren wiirden. Besonders gefragt sind Instrumente, die Unternehmen zuséitzliche
Anregungen zur Ubernahme sozialer Verantwortung geben, die Personen fordern, die sich
fir die Verwirklichung der CSR-Grundsétze in ihrem Unternchmen einsetzen und diesen
Personen Schutz sichern, wenn sie dadurch in Konflikte mit ihren Arbeitgebern, Vorge-
setzten oder anderen Akteuren geraten. Dariiber hinaus miissen auf der Ebene der Offent-
lichkeit ein storfreier Informationsfluss und eine moglichst gute Informationsverbreitung
durch fairen Zugang zu Massenmedien sowie eine externe, gesellschaftlich glaubwiirdige
und zuverlissige Uberwachung etwa durch Branchenvereinigungen, Verbraucher(-schutz-
)organisationen oder andere zivilgesellschaftliche Strukturen gesichert werden. Doch die
fundamentale Bedingung des Gelingens der geforderten generellen Umorientierung der
Wirtschaft auf allgemeingesellschaftlichen Mehrwert, Solidaritit und soziale Verantwor-
tung ist, dass sich alle Beteiligten an dem gesamten Wirtschaftsgeschehen an die gleichen
Spielregeln halten — so miissten die selben Forderungen, von egoistischer Eigenniitzigkeit
abzusehen und sich in den Dienst an Menschlichkeit und Gemeinschaft zu stellen, im
gleichen MafBe an juristische Personen aus Politik, Verwaltung, Wirtschaft und Zivilge-
sellschaft wie an Privatpersonen als politische Leader, gesellschaftliche Entscheider, Lei-
ter von Verwaltungseinheiten, Geschiftsleute, Manager, soziale Gruppenfiihrer, einzelne
Arbeitnehmer, Kunden und Konsumenten, Biirger und Anlieger (Nachbarn) von Unter-
nehmen gestellt werden.
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CORPORATE SOCIAL RESPONSIBILITY — KROK KU KULTURZE
ZROWNOWAZONOSCI

Realizacja zréwnowazonego rozwoju wymaga — obok wlasciwych politycznych scena-
riuszy i odgérnych, mozliwie precyzyjnych spotecznych wymagan oraz odpowiednich spe-
cyficznych sektorowych operacjonalizacji i rozwigzan techniczno-organizacyjnych — fun-
damentalnych, totalnych, wielkoskalowych, przekrojowych i wzajemnie zharmonizowa-
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nych transformacji kulturowych, obejmujacych wszystkie relewantne plaszczyzny zycia
jednostki i spoteczenstwa. W warunkach postgpujacej ekonomizacji spoteczenstwa i wzra-
stajacej politycznej i spolecznej roli biznesu szczegdlnego znaczenia dla powodzenia zrow-
nowazonego rozwoju nabiera kultura przedsigbiorstw. Wspolczesnie filarem kultury zrow-
nowazonosci w wielu przedsigbiorstwach staje si¢ filozofia spotecznej odpowiedzialnosci i
spotecznego zaangazowania biznesu (Corporate Social Responsibility, CSR). Migdzynaro-
dowe programy zréwnowazonego rozwoju wskazuja aktualne potrzeby na plaszczyznie
spolecznego zaangazowania biznesu na poziomie ponadnarodowym, zwiazane z dostoso-
wywaniem obecnych modeli spoteczno-gospodarczych do globalnych wyzwan zréwnowa-
zonego rozwoju. W ten sposob programy te z jednej strony wyznaczaja ramy odniesienia
dla krajowych polityk gospodarczych oddziatujacych na biznes na zasadzie ,,gora-dot”, z
drugiej ksztattuja migdzynarodowe standardy biznesowe, ktdre pod wplywem postepujacej
gospodarczej integracji $wiata, coraz szybszego obiegu informacji oraz rozwoju spoteczen-
stwa obywatelskiego przenikaja do biznesu horyzontalnie i diagonalnie. Przedlozony arty-
kut omawia gldwne zatozenia filozofii CSR oraz wskazuje potencjaty wykorzystania CSR
dla budowania kultury zréwnowazonos$ci w przedsigbiorstwie i wokot przedsigbiorstwa. Na
tle gtéwnych spotecznych, makro- i mikroekonomicznych funkcji CSR zwraca uwagg na
kilka kontrowersji wokot jej naukowej legitymizacji oraz na niektore zagrozenia, wyzwania
i warunki powodzenia zwiazane z rozwijaniem nowej zréwnowazonej kultury zarzadzania
opartej na odpowiedzialno$ci oraz spolecznym i §rodowiskowym zaangazowaniu przedsig-
biorstw.

Stowa kluczowe: zroéwnowazony rozwoj, kultura przedsigbiorczosci, spoteczna odpo-
wiedzialno$¢ przedsigbiorstwa, spoteczne zaangazowanie, etyka przedsigbiorstwa.

CORPORATE SOCIAL RESPONSIBILITY — A STEP TOWARDS
THE CULTURE OF SUSTAINABILITY

The implementation of the concept of sustainable development requires basic, compre-
hensive and coordinated cultural transformations that permeate all relevant levels of indi-
vidual and social life. In conditions of the progressive commodification of society and the
increasing political and social power of modern business organizations, the importance of
the corporate culture increases. Currently, the philosophy and ethics of social engagement
and social responsibility Corporate Social Responsibility (CSR) is the cornerstone of a cul-
ture of the sustainability culture in many companies. Some international sustainability pro-
grams refer to current needs at the level of social engagement of companies in the suprana-
tional level, associated with an adaptation of existing socio-economic models to global chal-
lenges related of the concept of sustainable development. In this way, these programs on the
one hand provide a reference frameworks for national economic policies which affect the
actions of companies in the form of a top-down, on the other hand international standards
shape the business, which, under the influence of progressive economic integration of the
world, faster flow of information and the development of civil society penetrate business
horizontally and diagonally. Submitted article discusses the main objectives of the philoso-
phy of CSR and indicates the potential use CSR for building a culture of sustainability in
the company and around the company. On the background of major social, macro- and mi-
croeconomic functions CSR points out a few controversies over her scientific legitimization
and to some threats, challenges and conditions of the success tied with developing the new
balanced culture of the management based on the responsibility and public and environmen-
tal engagement of companies.

Keywords: sustainable development, culture of enterprise, corporate social responsibil-
ity, social engagement, business ethics.
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ORGANISATIONAL CLIMATE AS AN IMAGE
OF ORGANISATIONAL CULTURE (IN THE LIGHT
OF RESEARCH ON POLISH ORGANISATIONSYS)

The article is an attempt to scientifically represent the specificity of organisational culture
of Polish companies, but also the differences within the scope of developing the attributes of
cultures of state and market organisations, with the use of empirical evaluation of attitudes of
their members in relation to the organisational climate prevailing in them. Organisational cli-
mate is understood here as visualisation (demonstration, materialisation) of ,,subconscious”,
profound and hidden from the organisation’s environment (but also in a way from itself) val-
ues, norms and artefacts. The phenomenon of organisational climate is so interesting from a
scientific point of view, that it may be subject to empirical verification in the workers’ atti-
tudes due to its volitional (the members of an organisation have a will), cognitive (the mem-
bers have an intellectual ability), emotional (the members are willing) and psychomotor (the
members have technical competence) nature. It is also relatively easily attainable source of
data, which raises its practical value and lowers the cost of research. Organisational climate is
— according to the authors’ analytical convention — a logical, intuitive, generalised and extrap-
olated form of perceiving and expression by the community (an individual, group, and team)
of an organisation — in the form of feelings, opinions as well as the behaviour of its partici-
pants — of the culture which characterises it. The purpose of the research was thus a diacritical
analysis of organisational climate of bureaucracy and adhocracy (according to the authors, or-
ganisational climate is a synthetic and integral equivalent of organisational culture, considered
synonymously as part of the adopted paradigm), developing in Polish organisations.

Keywords: organisational climate, human capital, organisational culture

1. INTRODUCTION

Organisational climate is understood here as visualisation (demonstration, materialisa-
tion) of ,,subconscious”, profound and hidden from the organisation’s environment (but
also in a way from itself) values, norms and artefacts. It needs to be emphasised strongly
that they are not realised, are difficult to formulate and thus comprehend judiciously or at
the same time have practical applications in the organisation’s operational departments.
This phenomenon affects all levels of management as well as its various techniques.

Analysis of climate shortens decision making processes, thus reducing the costs con-
nected with long-lasting, expensive and difficult to evaluate process of examining organi-
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sational culture. On the basis of such a formulated implicite assumption, a hypothesis on
theoretical, pragmatical as well as economic methods of this competitiveness compared
with methods used in science, has been suggested.

The phenomenon of organisational climate is so interesting from a scientific point of
view, that it may be subject to empirical verification in the workers’ attitudes due to its
volitional (the members of an organisation have a will), cognitive (the members have an
intellectual ability), emotional (the members are willing) and psychomotor (the members
have technical competence) nature. It is also relatively easily attainable source of data,
which raises its practical value and lowers the cost of research. It seems equally handy in
praxeological respect, as opposed to laborious and long-lasting analytical procedure in
diagnosing organisational culture, which was suggested by Cameron and Quinn*.

The process of studying organisational culture on the basis of the implicite inference
(inference based on the assessment of organisational climate) is subject to remarkable
reduction, thus giving a chance to increase the effectiveness of decision making within the
line of managers in both tactical and operational management. The authors’ research con-
cept, defined in this article, ought to be understood as an alternative analysis method of
psychosocial determinants of an organisation’s activity.

2. CULTURE AND ORGANISATIONAL CLIMATE

In the Anglo-Saxon theory, organisational culture was commonly described as: ,,a
model of values, norms, beliefs, attitudes and assumptions, which do not have to be for-
malised, but which shape human behaviour and ways of realising tasks’°. Organisational
culture is: ,,commonly accepted (in an organisation, authors’ note) beliefs, attitudes and
values existing in an organisation”®, which also ,,helps to eliminate uncertainty, provid-
ing all members of an organisation with one system of interpretation, creates social order
through clear definition of what is expected from people, guarantees continuity which lies
in next generations of members holding the same basic values and following the same
rules, establishes group identity and joint commitment by forming bonds and also facili-
tates creating the vision of the future”’’. Popularly, it takes the form of a four-dimensional
model®.

Human capital reflects the role of intellectual resources of an organisation, that is atti-
tudes, values held by them, motivation, knowledge, predispositions, abilities as well as
work skills. It is a combination of intelligence, capability and competence, which consti-
tute a distinct character of an organisation. The human element is such that it is able to
learn, change, introduce innovations, act creatively, and that will guarantee long-lasting
existence of an organisation when well motivated. Unlike the other resources it does not

4 K.S. Cameron, R.E., Quinn Kultura organizacyjna — diagnoza i zmiana. Model wartosci konkurujgcych, Ofi-
cyna Ekonomiczna, Krakow 2003.

5 M. Armstrong, Zarzqdzanie zasobami ludzkimi, Oficyna Ekonomiczna, Krakéw 2005, p. 248.
® A. Furnham, B. Gunter, Corporate Assessment, Routledge, London 1993, p. 34.
" K.S. Cameron, R.E., Quinn, op. cit.

8 Compare R. Harrison, Understanding your organizations character, Harvard Business Review, 1972, 5,
pp.119-128; C. Handy, Understanding Organizations, Penguin, Harmondsworth 1981, E.H. Schein, Organiza-
tion Culture and Leadership, Jossey-Bass, New York 1985; A. Williams, P. Dobson, M. Walters, Changing
Culture: New organizational approaches, IPA, London 1989.
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belong to the organization®. Human capital is the most important component of intellectu-
al capital, which consists of knowledge, acquired in the organisation and spread through-
out it, and belongs to immaterial resources, which along with the material resources
(money and fixed assets) create a market or total value of the organisation®®.

Organisational climate is: ,,a relatively permanent set of observations of organisation
members, relating to the features and quality of organisational culture”'*. Organisational
culture reaches a deep and partly unenlightened organisational structure which determines
its fundamental principles and rules, whereas organizational climate shows currently per-
ceived and realised aspects of an organisation’s activity. In light of the above it may be
said that organizational climate is a catalogue of current observations, views and beliefs
of members of an organisation regarding norms, values, principles, as well as rules of
conduct which develop in it, but also an expression of opinions about the performed role
in developing an organisation, thus influencing the nature and shade of interpersonal
relations and general atmosphere at work, which is expressed in the actions of individuals
and teams.

3. THEORETICAL INSPIRATION FOR THE RESEARCH

In the authors’ study of organisational climate, whose results are included in the pre-
sented article, a bit forgotten concept of George Litwin and Robert Stringer? has provided
a source of inspiration. The aforementioned authors in their monograph entitled:
,,Motivation and Organisational Climate”, presented a model questionnaire used in em-
pirical measurement of organisational climate®?, in which they included eight categories of
variables, characterising a particular organisation, and among them dimensions as fol-
lows':

e Structure — understood as observations on barriers and autonomy of action, but al-

so a degree of formalising and hierarchisation of organisational processes etc.

¢ Responsibility — perceiving oneself as treated with respect and trust in situations of

delegating powers to do important tasks etc.

e Risk — perceiving organisational activities as dangerous and risky, in which the

emphasis is on taking calculated risk, as well as preference for safe behaviour, etc.

o Warmth — existence of informal and friendly interpersonal relations, inducting
the atmosphere of teamwork, developing and supporting decentralised bonds
etc.

° D. Klak, Organizational dimension of management of human capital selection process, Pragmata tes Oiko-
nomias — VIII, Wydawnictwo Akademii im. Jana Diugosza w Czgstochowie, Czgstochowa 2014.

10 B, Ktak, D. Klak, Kapital intelektualny w ksztattowaniu wartosci przedsiebiorstwa, [w:] Galata S. (red.),
Uwarunkowania strategii zarzqdzania nowoczesnymi organizacjami, Wydawnictwo Naukowo - Dydaktyczne
PWSZ w Jarostawiu, Jarostaw 2008, p. 94.

W L. French, F.E. Kast, J.E. Rosenzweig, Understanding Human Behaviour in Organizations, Harper & Row,
New York 1985, p. 82.

12 G H. Litwin, R.A. Stringer, Motivation and Organizational Climate, Harvard University Press, Boston 1968.

13 (Original name of the questionnaire: ,,Organizational Climate Questionnaire” - LSOCQ)

# Giving a feature the form of dimension denotes that its structure is founded on a vector with average intensity
of the analysed phenomenon, whereas in both research and assessment one acknowledges the fact of potential
occurrence of extremes of intensity (characterises entirely or does not characterise at all). In this case, the sub-
ject features function as attributes, based on internalised as a result of organisational socialisation norms, en-
coded in the catalogue of organisational roles and regulations (scripts) on fulfilling them.
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e Support — noticeable help from management, superiors and co-workers, empha-
sis on cooperation, kindness, etc.

e Standards — existence of standardised rules and criteria of control, grasped by
human resources meaning of aims and standards of actions, emphasis on
achieving personal and team goals, etc.

e Conflict — the feeling that the board, superiors and co-workers avoid settlements
and conceal problems by ignoring or underestimating and reducing their real
meaning (repression) etc.

o ldentity — the sense of belonging to the organisation, team, group, loyalty to-
wards other participants, perceiving oneself as a valuable resource, experienc-
ing affiliation as well as respect and recognition from others, etc.

In all types of organisations, effective and skilfull managers and specialists, whether
they hold the post of state enterprise directors or manage market companies, whether are
administrators in civil service or consultants within organisations, need to acquire an abil-
ity, or even proficiency in the art — as referred to by Gareth Morgan®® — ,,of deciphering
situations in which they attempt to manage something or organise something”. This skill,
deriving from inborn predispositions and talents, most frequently develops as a natural
process as part of routine activities and actions, which appears to be an intuitive process,
and decisions made within this process were taken subconsciously. Besides, often without
rational justification, we ascribe almost supernatural powers to the most effective manag-
ers, believing that people able to solve difficult problems bring this gift with themselves
into the world, moreover, they are in possession of some sort of magical power, enabling
them to understand and transform situations they face.

The authors of this study, however, take the opposing view, claiming that the ability to
perceive, identify and evaluate the organisation along with its surroundings in the light of
their mutual interactions and the context of this feedback, is a result of arduously acquired
thorough knowledge, but also systematically gained valuable experience, obtained during
social processes by the optimally configured personality of the decision-maker. In a model
in which the decision-maker plays fundamental yet not the only role, other people and
values on which they build groups, teams and organisations, formed on the basis of the
established norms, get substantial meaning. It is worth looking at and getting to know
their views in order to gain another piece of interdisciplinary knowledge, which may turn
out useful in the process of managing the organisation, still remembering that social con-
struction of reality is a categorical and universal conditioning. Regardless of what one
thinks about the theory of Karl Weick, it cannot be definitely contested, and therefore a
compromise ought to be reached. An optimal solution to the emerging dilemma: ,,whether
to believe in observations as a base for solid knowledge about social and economic reali-
ty, or not to believe in them”, becomes understanding and assessing cognitive processes of
people who form organisations and perform (within their formal-legal frameworks) rou-
tine roles and occupational functions, in the face of which they adopt specific attitudes
expressed in the voiced opinions and preferred activities or behaviour styles.

In light of the above-mentioned deliberations, a few research questions have been
raised, namely:

5 G. Morgan, Obrazy organizacji, PWN, Warszawa 2005, p. 9.
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e What are the characteristics of a phenomenon which makes the members of a
particular organisation see it in an identical way, interpret processes existing in it
in a consistent way and feel the overwhelming necessity to act in accordance
with the created within the organisation axio-normative construction?

e Are there any determinants of developing organisational behaviour and what
characterises their relationship with ethos and atmosphere prevailing in the whole
organisation?

e Are there any theoretical and logical premises to imply about such subjects as or-
ganisational culture on the basis of the research on workers’ attitudes? If so, can
the climate prevailing in it be regarded as a designation of organisational culture,
expressed in the form of beliefs, emotional reactions and behaviour of people
who work within its structures?

Do types of organisations attract individuals of similar and consistent attitudes, or is it
coherence and cohesion of their conduct which lead to the development and maturation of
uniform organisational culture? Are various types of organisations characterised by spe-
cific types of organisational cultures? Can adhocracy and bureaucracy be regarded as an
example of antagonised organisational cultures and what characterises the attitudes of
their members?

4. METHODOLOGY OF AUTHORS’ RESEARCH

In order to provide answers to the raised research questions, a nomothetic approach
has been used, in the light of which no efforts have been spared to show the characteristics
of organisational cultures of adhocracy and bureaucracy in attitudes towards organisation-
al climate.

4.1. The logic of research model and research group

Taking the considered research issues into account, a methodological convention in
the area of social sciences and studies on management has been used. The statistical sur-
vey, carried out as part of it, was conducted at the turn of the year 2009. The sample was
taken among the general population of state-owned and municipal enterprises and civil
service workers as well as the workers of private and market enterprises of the Subcarpa-
thian Voivodship. In the used empirical model, bureaucracy became the designation of
state organisations, whereas adhocracy demonstrates processes of market organisations
and reflects the traits of its participants. In order to compare the characterisation of atti-
tude of the members of adhocracy and bureaucracy with organisational climate prevailing
in their organisations, the sample was divided into two homogeneous fractions. The re-
search group (group A) consisted of 120 members of adhocracy, whereas the control
group (group B) consisted of 120 members of bureaucracy. Collection of the sample as
well as its division were of controlled nature, since it has been an aim to achieve such a
state in which the influence of uncontrolled variables on variables under observation
would be standardised as far as possible in both groups. Because of the representative
sample size, analysis of the differences within the scope of characterisation of the ana-
lysed variables was based on the structure of percentage distribution with the reservation
that the noticed differences could not be assessed in terms of statistical significance.
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4.2. Research tool and hypotheses

Comparative analysis, referred to as diacritical, for its purpose is to show and describe
differences in the area of the observed variables — features (categories) of organisational
climate, has been carried out by way of the authors’ questionnaire form entitled Inwentarz
Dobrej Roboty (An Inventory of Good Work) (KMIDR)®. It consists of five dimensions,
intended for measuring and assessing the qualities of factors which in total create the
syndrome of organisational climate. The scale which evaluates the nature of organisation-
al culture is formed by five sets of questions of diverse diagnostic structure, adjusted to
the content of the analysed dependent variables. Each of the eight categories of the afore-
mentioned Litwin&Stringer’s model corresponded with a certain catalogue of survey
questions, included in the KMIDR tool.

In connection with the raised research questions, the following hypotheses have been
discussed:
e itis assumed that organisational culture, manifested in organisational climate, is
in fact visible in the attitudes of organisation members,
e it is assumed that in terms of attitudes towards organisational climate, differ-
ences of views between the members of adhocracy and bureaucracy will appear.

5. ORGANISATIONAL CLIMATE IN THE LIGHT OF EMPIRICAL RESEARCH

As a result of the conducted research a few regularities have been noticed in the area of
developing subjects’ attitudes from research group (group A) and control group (group B).

5.1. Motivation factors in the spectrum of organisational climate

Obtained research results show that the main motivation factor differentiating work
satisfaction in groups A and B is the level of pay, which is more often described as satis-
factory in the opinion of state administration workers (referred to as bureaucracy) than in
the group of market organisation members. It confirms the popular opinion that working
in the public sector guarantees financial stability and secures basic existential and social
needs. There are no clear differences in opinions of the two groups when it comes to eval-
uation of the level of kindness in human relations in a team, possibilities of further career
development and the possibility to make decisions about the performed work (see Fig.
1AB, below).

% The questionnaire is found in the collections of research tools of the Institute of Physical Culture and Sport
Management at the Academy of Physical Education in Katowice and is an authors’ paper, intended for scien-
tific research.
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Fig. 1A. Distribution of attitudes towards motivation factors in group A
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Fig. 1B. Distribution of attitudes towards motivation factors in group B

In relation to the results of the whole research a few alarming conclusions might be
drawn, namely:

e every third subject believes that in his/her team there are hostile human relations
and problems with creating an atmosphere of shared kindness,

e aconsiderable percentage of the subjects believe that they do not have any deci-
sion making influence on their work,

e in case of group A, almost 60% of subjects is dissatisfied with the level of re-
ceived pay, every fifth subject from a market company performs his/her work
out of necessity.

5.2. Management in the spectrum of an organisational climate
The analysis of attitudes of members of the two groups A and B towards the activities
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of personnel managers demonstrated in the form of: listening to employees’ remarks and
opinions about working conditions, taking care of employees’ further career development,
objectivity and rationality in the process of promotion, the use of financial methods of
motivation and encouraging work effectiveness, as well as systematically informing its
personnel about organisation’s plans of development, has not shown any evident differ-
ences (please see Fig. 2AB). However, it should be emphasised that the above-mentioned
factors of organisational climate have been evaluated in an ambivalent way, not to say
negative, regardless of the organisation type in which they are used as a managing instru-
ment.
In the light of the obtained results it has been anxiously discovered that:

e every second subject believes that his/her organisation does not take into con-
sideration one’s opinions and ideas, almost 30% of the subjects is of the opinion
that their career development is not being taken care of,

e promotion, in the opinion of almost half of the interviewed, is still given due to
favouritism and nepotism, ways of pay, according to 30% of subjects, do not en-
courage work efficiency.

The management willingly listens to different
employees’ remarks and opinions

The management takes care of its employees’
further career development
[ disagree
Promotion is given due to
knowledge and professional skills

@ slightly disagree
m slightly agree

[ agree

Ways of pay motivate

to better work efficiency

The are regularly and

informed about the company's situation and
plans of its development

0% 10% 20% 30% 40% 50% 60%

Fig. 2A. Distribution of attitudes towards personnel managers and supervisors in group A
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Fig. 2B. Distribution of attitudes towards personnel managers and supervisors in group B
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5.3. Information in the spectrum of organisational climate

The analysis of opinions about the methods of information management in the organi-
sation has shown that formal channels of information transfer are used more often in bu-
reaucracy (from management’s announcements, from the supervisor, from team repre-
sentative) than in market organisations where, in turn, informal oral information transfer is
more predominant (Fig. 3AB, below). In both types of organisations traditional technolo-
gies and styles of communication play a predominant role and ,hierarchical band” of
official channels comes to the fore.

@ From management's
announcements

B From direct supervisor

5% 5% 1% 18%
8% .
O From trade union
representatives
O From colleagues
m From chosen
24% | © ¢ tati
310 eam representative
8%

@ From the press, radio,
TV, the internet

¥ From company’s media

@ No information reaches me

Fig. 3A. Distribution of attitudes towards information management in organisation in group A
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B From company’s media

@ No information reaches me

Fig. 3B. Distribution of attitudes towards information management in organisation in group B

5.4. Stressogenic factors in the spectrum of organisational climate
The analysis Factors which cause stress in adhocracies — enumerated in a descending

order of importance — are: | — overworking, overstrain (16%), Il — burdensome working
conditions (13%), 111 — favouritism as far as differences in pay and giving promotion are
concerned (10%) and also 11l — unexpected changes and sudden turns, changes of deci-

sion, IV — poor work organisation (9%), V — low self-esteem in the eyes of supervisors,
VI — supervisors’ subjective evaluation of work (7%), VI — the lack of possibility to open-
ly express ideas, VI — the lack of support from the team representative (7%) as well as VI
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— the lack of support in problematic situations (6%) (see Fig. 4AB, below).

@ Burdensome working conditions

B Work overload

O supervisors do not take my opinion into consideration

7% % 13%

01 am unjustly evaluated at work

B Supervisors favour others as far as level of pay
is concerned and promotion through nepotism is present

O poor work organisation

9% 10% 7% B | am too often surprised without prior information with
o different matters, changes, decisions

01 cannot express my opinions freely
about the company

B When | have a problem | do not know who to turn to

B There is no team representative in the company
who would protect my interests

Olam with or
company bankruptcy

Fig. 4A. Distribution of attitudes towards stressogenic factors in organisation in group A
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Fig. 4B. Distribution of attitudes towards stressogenic factors in organisation in group B

In case of the analysis of attitudes of employees from public companies, the leading
stressogenic factor (importance 1) is poor work organisation (15%), then the following
(importance I11) is the lack of ability to express ideas freely (14%) and supervisors not
taking into account their subordinates’ opinions (importance |11, 13%). Whereas on the
next consecutive positions are: 1V — the lack of trusted supervisor or co-worker (11%) and
work overload (11%), V — unexpected changes and surprising turns (10%) as well as lack
of representative of employees’ interests (10%), VI — unjust evaluation (9%), and finally
the least important: the lack of appreciation in the supervisor’s eyes (VII, 4%) and bur-
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densome working conditions (VI11, 3%).

The oddity of the analysed distribution of attitudes is demonstrated in the fact that in
bureaucracies, there is a complete lack of favouritism and nepotism as far as giving pro-
motions and differences in pay are concerned, which is surprising enough and puts into
question not only the common belief (that nepotism is widespread in public sector) but
even the theories describing social occurrences shown in broad subject literature. What is
also surprising is the fact that subjects from group B positively evaluate their supervisors
in terms of taking into account their employees’ opinions (compare Fig. 4AB, above).

It has been noticed that the most important difference in developing attitudes and opin-
ions of the members of bureaucracy and adhocracy is based on the fact that the first group
(bureaucracy) state that everyday working conditions are not burdensome for them, while
the company employees claim the complete opposite — that they work in difficult condi-
tions under time constraints, physical obstructions and are overworked. It should be men-
tioned that this kind of situation leads to, according to Tadeusz Tomaszewski’s theory
(theory of action), overstrain and psychophysical exhaustion, whose results can be damag-
ing and very often irreversible (job burnout syndrome) for employee’s work efficiency.

5.5. Direct supervisor in the spectrum of organisational climate

The analysis Over half of the subjects from group A believe that their supervisor is not
able to infect them with enthusiasm and what makes the matter worse, in the eyes of their
subordinates, he/she is rather a poor specialist (see Fig. 5AB).

Most of the time he/she does not take into consideration one’s subordinates’ opinions
and makes decisions regardless of their arguments, dividing unjustly bonuses and rewards.
In his/her actions a supervisor is goal-oriented, authoritative and uncompromising in goal
pursuit, ignoring one’s subordinates’ opinions (almost 75%).

Apart from the above-mentioned pejorative features, in the opinion of subjects from
group A: a supervisor is good at work organisation (c. 65%) and resolving problems with-
in the team (58%), offering at the same time clear and sufficient information (71%) and
engaging employees (about 65%).

In relation to attitudes of group B members, the research results are slightly different,
in particular in terms of the evaluation of supervisor’s professionalism whose competenc-
es not only leave no doubts but on the contrary distinguish him/her as a top class specialist
(c.70%).

It should also be emphasised that in majority, the evaluations of management skills of
direct supervisors in group B are positive. In most cases, the supervisor justly divides
bonuses (61%) and takes into account employees’ opinions (c.55%), which differentiates
him/her from the supervisor from group A.

In light of the attitudes of all the subjects, among the characteristic features of man-
agement of the direct supervisor’s, the same features are mentioned, being referents of
autocratic style of management whose accelerator is the realisation of organisational
goals.

It should be added that the direct supervisor in the opinion of bureaucracy and adhoc-
racy workers has been, nevertheless, much higher noted than the organisation’s manage-
ment (see Fig. 2AB).
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She/he can inspire and infect employees with enthusiasm 6%
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Fig. 5A. Distribution of attitudes towards the style of supervisor’s management in group A
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Fig. 5B. Distribution of attitudes towards the style of supervisor’s management in group B

5.6. Decision making rights in the spectrum of organisation climate

One of the questions asked to the workers of both public and market companies, was
,,which type of situation would satisfy you the most as a team member? . It was a multiple
choice type of question and subjects could choose from seven options. As a result of the
conducted research the following distribution of answers has been obtained in both
groups. Twice as often adhocracy workers (c.20%), in comparison to their colleagues
from bureaucracy (10%), have pointed as satisfactory the situation of limited influence on
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their supervisor’s decision who, although consults the decision with his/her team, also
accepts any consequences herself/himself.

Reversed situation can be noticed when dealing with a situation in which the supervi-
sor arbitrarily makes decisions informing her/his subordinates about them and requiring
unguestioning obedience. Situation of this type has been satisfactory twice as often to the
members of group B, which confirms the ,,internalised hierarchy syndrome” and ,,learned
helplessness”— characterising bureaucracy.

= \When your supervisor makes decisions individually
and arbitrarily and do not ask for your opinion, and you
do not take any responsibility

mWhen your supervisor makes decisions and informs
about them her/his subordinates (including you)
and you, in turn, should take into consideration

0 7% these information and adequately prepare to them

0When your supervisor makes decisions and asks

her/his subordinates (including you) about their opinion
B17% | and you take partial responsibility for these decisions
(but lesser than your supervisor)

0When your supervisor talks about a problem openly,
makes decisions together with the team (including you)
and you are equally responsible for the consequences.
of these decisions

m13% B When your supervisor confidently gives her/his
employees (including you) the right to make a decision
0119% | and he himself concentrates on preparing suitable
condiions for its implementation and you together
with the team make the decision and are fully
responsible for it

022% B When your supervisor avoids to make a decision and
leaves the team with the problem and is not interested
in problem solving or final effects

mWhen your supervisor defines a problem, sets the goal

and deadiine leaving the choice of methods and
measures to resolve it to the team members, and
evaluates its final effects

Fig. 6A. Distribution of attitudes towards participation in the decision making processes in group A
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Fig. 6B. Distribution of attitudes towards participation in the decision making processes in group B
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From the point of view of the sample from bureaucracy and adhocracy members, the
following have been regarded as the most satisfactory decision making situations: co-
decision and joint decision making responsibility (every fifth subject) and total decision
making responsibility (preferred by every fifth interviewed), therefore, it may be conclud-
ed that almost 70% of the analysed members of organisational cultures prefer conditions
in which they would influence organisational decision making without fearing the conse-
guences and taking responsibility for them.

5.7. Loyalty in the spectrum of organisational climate

The research results demonstrate that predominant factor in making a decision to leave
a company and start working for a rival company is the level of pay. The age of the sub-
jects, their family situation, education background and time left to retirement etc. have
been omitted. These data could, in some way, change the obtained results, nevertheless,
observed attitudes are not at variance with documented thesis about motivation and exis-
tential influence of salary. Majority of the interviewed from both groups A and B (over
60%) would change their jobs, if the rate of pay rose considerably. Group B members
(8%) more rarely would be inclined to do so, if they were offered lower basic salaries and
performance-based bonuses, than subjects from group A (12%). Curiously, when offer-
ing subjects from group B to raise their salaries by half (over 20%) and doubling it (40%),
an increased interest in rival companies is noticed. Bureaucratic loyalty has, therefore, a
high price but is hardly realistic. In case of both groups of subjects there is a certain, sta-
ble — in terms of loyalty towards the company — group of workers, which in case of group
B is only insignificantly bigger. Taking into consideration the previous research results,
which show that bureaucracy workers are more content with the work environment as
well as working conditions and rates of pay, the loyalty level as far as they are concerned
is surprisingly low.

5.8. Employment stability in the spectrum of organisational climate

In the table shown below, which is taken from one of the scales of KMIDR question-
naire, a simulation of certain work situation is included and subjects from groups A and B
were asked to choose alternative answers (Table 1, below). The content of the task reads
as follows: ,,let’s assume that you are currently looking for a job. You have received a few
job offers. Please choose one answer from each of the 6 pairs of job offers given (please
mark your answers by putting ,,x” in the box, each time marking only one box) ”.

Table 1. Alternative answers in the set of multiple choice questions in the KMIDR questionnaire

Content of the offer X
Genesis Inc. offers competitive rates of pay but does not guarantee employment
stability
Museo Rosenbach Company offers rather low pay but guarantees long term
employment stability
Banco del Mutuo offers competitive pay but do not offer any training possibili-
ties

Premiata Forneria offers rather low pay but offers a lot of training opportunities

NI b P
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Yes Inc. offers attractive pay but at the same time employees do not influence
decision making concerning their work (work organisation, distribution of bo-
nuses, working conditions)

Jethro Tull Inc. offers rather low pay but at the same time employees influence
decision making concerning their work (work organisation, distribution of bo-
nuses, working conditions)

Nazareth Corporation guarantees long term employment stability but does not
offer any training

Carravan Inc. does not offer long term employment stability but offers, on the
other hand, a lot of training opportunities

Omega LLC. guarantees long term employment stability but simultaneously
employees do not influence decision making concerning their work (work organ-
isation, distribution of bonuses, working conditions)

Rush LLC does not guarantee long term employment stability but employees
influence decision making concerning their work (work organisation, distribution
of bonuses, working conditions)

Pink Floyd Inc. offers its employees a lot of training opportunities but simultane-
ously employees do not influence decision making concerning their work (work
organisation, distribution of bonuses, working conditions)

Led Zeppelin Inc. does not offer its employees any training but employees, on
the other hand, influence decision making concerning their work (work organisa-
tion, distribution of bonuses, working conditions)

>w

>0 WAP>A Dw

W on

>o

» o

In the light of the obtained findings, it appears that the members of group A most
willingly would choose the following job offers: ,,Banco del Mutuo offers a very competi-
tive rate of pay but does not offer any training possibilities” (c.70%) and ,,Museo Resen-
bach Company offers rather low pay but it guarantees, on the other hand, employment
stability” (53%) and ,,Yes Inc. offers attractive pay but at the same time employees do not
influence decision making concerning their work (work organisation, distribution of bo-
nuses, working conditions)” (55%); the remaining alternative offers have been treated
with moderate optimism and the attitudes towards them have been distributed evenly. It
means that half of the employed in adhocracies appreciate non- financial components of
pay and their motivation is based not only on Herzberg’s hygiene factors but also encom-
passes satisfaction factors.

Attitudes of group B members are slightly different; they tend to choose offers by
Banco del Mutuo (68%), Museo Rosenbach (62%) and Yes Inc. (52%) more willingly
than members of group A. They also highly evaluated another job offer: ,,Nazareth Cor-
poration guarantees long term employment stability but does not offer any training”
(c.70%) and ,,Omega LLC guarantees long term employment stability but simultaneously
employees do not influence decision making concerning their work (work organisation,
distribution of bonuses, working conditions)” (61%). A diacritical model of attitudes
towards financial and non-financial components of pay takes its extreme form in relation
to the following job offer: ,,Led Zeppelin Inc. does not offer its employees any training but
employees, on the other hand, influence decision making concerning their work (work
organisation, distribution of bonuses, working conditions) ”, which would be interesting to
almost all the subjects from group B (c.85%).

They would ignore, however, the following job offer ,,Pink Floyd Inc. offers its em-
ployees a lot of training opportunities but simultaneously employees do not have any
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influence on decisions concerning their work (work organisation, distribution of bonuses,
working conditions) ” (71%). Members of group B working in formal organisations prefer
to influence decision-making concerning social factors, bonuses, division of labour, level
of pay, significantly neglecting at the same time the need and will for their further profes-
sional development. It confirms the existence of the ,,learned helplessness” syndrome in
bureaucracy. Attitudes of this type are reinforced by the present among bureaucracy
members mechanisms of social influence with group thinking as well as the truths pro-
claimed at the front. Tendencies to possess power have also been revealed.
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Fig. 7A. Distribution of attitudes towards employment stability and level of pay in group A
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Fig. 7B. Distribution of attitudes towards employment stability and level of pay in group B

6. Verification of research hypotheses and conclusions

In light of the conducted research, it has been noted that organisational climate ex-
pressed in the form of workers’ attitude in a diacritical model of adhocracy and bureau-
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cracy, is characterised by the existence of certain specific views, feelings and behaviours.
Description of predominant values, norms and bundles of behaviours is presented by the
Diacritical Model of Organisational Climate of Bureaucracy and Adhocracy (see Table 2,

below).

Table 2. Diacritical Model of Organisational Climate of Bureaucracy and Adhocracy

Categories
of organisa- L L . L
el i Mechanistic organisation Organic organisation
in the concept (Dominant features of t_he climate (Dominant features c_)f the climate
LR of bureaucracy according to the of adhocracy according to the au-
& Stringer author’s research) thor’s research)
(1966)
aspiring to power & the need of | need of accomplishments and devel-
power, need of employment stabil- | opment, financial & non-financial
ity, recognition of authority, subor- | motivation, limited influence on
dination and admiration for one’s | decisions and organisational strate-
supervisor, allocation of decision | gies, management by way of aims,
rights at higher levels of manage- | physical & mental strain due to one’s
Structure ment, autocratic management style, | work, competition and tense interper-
centralisation, hierarchy of interper- | sonal relationships, neglecting opin-
sonal relationships, distanced & | ions of executive staff, nepotism, lack
hostile human relations, lack of | of rational criteria of awards and
incentive pay systems, lack of | promotion, lack of incentive pay
support, sense of alienation, poor | systems, unfair and biased judgement,
organisation of work, etc. etc.
Categories Mechanistic organisation Organic organisation
of organisa- (Dominant features of the climate (Dominant features of the climate
tional climate of bureaucracy according to the of adhocracy according to the au-
(cont.) author’s research) thor’s research)

Responsibility

poor organisation of team work,
subordinates have a sense of obliga-
tion towards the organisation, but
do their work out of necessity;
workers’ loyalty has its price, they
would change the company, but
keep doing their work feeling un-
derpaid due to the fear of losing it,
they prefer situations in which they
have an opportunity to make deci-
sions in an autonomous way and be
responsible for them, etc.

poor organisation of team work,
subordinates have a sense of obliga-
tion towards the organisation, but do
their work out of necessity; they are
not entirely loyal towards their organ-
isation, consider themselves responsi-
ble for it, but feel threatened and
underappreciated, they are ready and
inclined to bear responsibility in
return for decision-making rights, etc.

Risk

need of professional stabilisation,
recognition of superiors & man-
agement’s competence, poor organ-
isation of work; they would choose
a job in which they would get a
bigger salary, without the need for
improving one’s skills, etc.

the feeling of threat, attitudes of
rivalry,  unfriendly interpersonal
relationships, stress caused by sudden
change and unexpected reversal of
situation, etc.
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Warmth

distanced interpersonal relation-
ships, fear of the lack of support
from one’s superiors etc.

relations based on rivalry, lack of
decision-making influence, sense of
obligation and excessive workload
etc.

Support

lack of involvement in subordi-
nates’ matters, centralisation, limit-
ing one’s influence on organisa-
tional processes etc.

lack of involvement in subordinates’
matters, centralisation, limiting one’s
influence on organisational processes,
trainings and development of one’s
professional competence etc.

Standards

norms are: certainty of employ-
ment, pessimism, trained helpless-
ness, attachment & priority for
comfortable working conditions,
apathy and reluctance to raise quali-
fications and develop professional-
ly, truths told about the significance
of the performed roles etc.

norms are: the feeling of helplessness,
lack of influence on the manage-
ment’s decisions & organisational
strategy, low self-esteem in the con-
text of being evaluated by one’s
supervisors, necessity of doing one’s
work, feeling the lack of support etc.

Conflict

superiors solve conflicts effectively,
exert influence with the use of
formal authority; in a hierarchical
organisation, the factor which
supports modelling behaviours is
the formalisation of processes, etc.

superiors solve conflicts effectively,
exert influence by way of directive
management style, using traditional
methods of reinforcement, award &
punishment; fear of losing one’s job
determines the type of relation, etc.

Identity

the work itself gives satisfaction,
but it may be done for another
employer, if he guarantees fairly
comfortable and very financially
attractive conditions etc.

the work done gives satisfaction, the
more so if it gives employees an
opportunity to meet existential, social
and dictated by ambition needs.

Obtained results seem to prove the proposed research hypotheses, since by way of the-
oretical and empirical analysis no grounds for rejecting them have been discerned. There-
fore, one ought to accept as true, in a spirit of Popper’s disproof of hypotheses, theses
proving that:

e organisational culture manifested in organisational climate is in fact visible in
characteristic attitudes of organisation members, expressed in the form of specif-
ic views and beliefs (element of knowledge), feelings (emotional element) and
behaviours (behavioural element),

e in an area of attitudes towards organisational climate, differences in beliefs
among the members of adhocracy and bureaucracy will appear,

which have been attempted to prove in the course of the presented findings and substanti-
ated in the attached tabular juxtaposition.

CONCLUSIONS

As a result of the carried out discourse along with its findings, it seems completely jus-
tified to arrive at some final conclusions, among which the following have been recog-
nised as entitled to be formulated:

e thesis one — organisational culture is expressed in specific attitudes of organisa-
tion members, which consist of three dimensions: knowledge, feelings and be-
haviours,
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e thesis two — characterisation of attitudes is created by the influence of social
mechanisms and the process of learning, which condition the forming of organi-
sational culture,

e thesis three — climate prevailing in the organisation, which displays the qualities
of culture present in the organisation, is expressed in attitudes,

e thesis four — organisation climate of state enterprises is different from the one
of market enterprises, since the dissonance in this aspect is evident in the atti-
tudes of their employees,

o thesis five — regardless of the type of organisation and the relevant culture, or-
ganisational climate of Polish companies both state and market does not express
the atmosphere of joint participation, commitment as well as co-decision. An
average market organisation ranked among achievement culture, in which inno-
vativeness, creativity and ambition are so to speak dogmatically supported, and
development in realities of Polish economy takes a degenerated form, which re-
sembles only this type of culture, because it is also characterised by the atmos-
phere of rivalry. One tends to forget about the ethnocentric principle of objective
and fair judgement, which in the face of the whole inconvenience of rules for
working in achievement culture (the rat race syndrome), is characterised by
simply stringent criteria of awarding and promoting. Protectionism excludes the
evolutionary process of improving organisational mechanisms and processes,
being the greatest enemy of progress based on progressive organisational cul-
ture. Civil service and state enterprises, ranked among role culture, in which
work is controlled by means of procedures and regulations, and tasks as well as
organisational aims are more significant than the person who fulfils them. Au-
thority is divided here between the leader and bureaucratic structure, roles are
clearly defined, and hierarchy, position and status acquire major significance.
Hence, one may find it strange that in formalised, legal and rational conditions,
members of this type of culture discern nepotism and organisational disorder,

e thesis six — the dominant method of development and improvement in organisa-
tional climate, and at the same time organisational culture, is investing in the
progression of knowledge and intellectual capital of the organisation, which cre-
ate favourable conditions to develop the right attitudes: innovativeness, creativi-
ty and resourcefulness.

A factor which diversifies organisations into various forms is the structure of their en-
vironment, and above all its stability, unpredictability and changeability’’. Behaviours of
the organisation in steady and predictable surroundings are characterised by monotony
and specialisation in doing routine activities in conditions of strict hierarchy of authorities,
and also explicitly and clearly determined job descriptions'®. A model of a machine with
specialised functions and high operating effectiveness becomes a metaphorical illustration
of the characteristics of structure and activity of the bureaucratic type of organisation®®.

1 K. Mrozowicz, Klastry przedsiebiorczosci w $wietle teorii organizacji, Nauka i Gospodarka, 2010/1, UE
w Krakowie, Krakéw 2010, p. 67.

18 M.J. Hatch, Teoria organizacji, PWN, Warszawa 2002, p. 88.
¥ G. Morgan, op. cit., pp. 17-33.
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In turbulent surroundings, subject to frequent and quick changes, which makes it for
the organisation a source of permanent uncertainty, they need much higher expression and
dynamics of action, elasticity of boundaries, structures, mechanisms and processes, also
including adaptive skills, manifested in the improvement in the quality of social potential,
as well as in the adaptation of technological processes in accordance with the demands of
the environment?. Allegorical models of living organisms, which similarly to living be-
ings flexibly adapt to the changing circumstances and environmental conditions, accom-
modating to situations and adjusting their build and functions to the possibilities existing
in the environment, are applied to adhocracy?*. Elasticity corresponding to organic organi-
sational forms (adhocracy, matrix, network, cluster etc.) increases creativity, innovative-
ness, adaptive and didactic abilities, and development of enterprise culture, based on mul-
tilateral, diverse and interdisciplinary management methods??. Logic and profitability of
mechanisation, specialisation, routine as well as standardisation of knowledge, beliefs and
behaviours may turn out more effective in monothematic, stable and hierarchical condi-
tions. Tom Burns and George Stalker proved in a convincing way that dissimilar condi-
tions of environment force the organisation to use distinct organisational activities, and
the most effective ones from them are conditioned each time by the complexity and
changeability of environment?s,

Finally, it is worth adding that the role of organisation does not restrict itself only to
reactions to limitations and conditions, which the environment imposes upon its actions
and the behaviour of their members, but includes active and innovative activity of its
social potential, management in particular, in using appropriate management methods in
order to facilitate its mechanisms adjusting it to unstable domination of environment.
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KLIMAT ORGANIZACYJNY JAKO OBRAZ KULTURY ORGANIZACJI
(W SWIETLE BADAN ORGANIZACJI POLSKICH)

Artykut jest proba naukowej reprezentacji specyfiki kultury organizacyjnej polskich
firm, a takze réznic w zakresie ksztaltowania si¢ atrybutow kultur organizacji panstwowych
oraz rynkowych, przy zastosowaniu empirycznej oceny postaw ich cztonkéw w stosunku do
panujacego w nich klimatu organizacyjnego.

Klimat organizacyjny rozumiany jest tutaj jako wizualizacja (unaocznienie, materializa-
cja) ,,podswiadomych”, gtebokich i ukrytych przed otoczeniem organizacji, a takze w pew-
nym sensie przed nig samg warto$ci, norm i artefaktow. Zjawisko klimatu organizacyjnego
jest o tyle interesujace z naukowego punktu widzenia, ze moze ono ze wzgledu na swdj wo-
licjonalny (cztonkowie organizacji maja moznosc¢), kongwistyczny (cztonkowie maja zdol-
no$¢ intelektualng), emocjonalny (cztonkowie sa sktonni) i psychomotoryczny (cztonkowie
posiadaja kompetencje techniczne) charakter zosta¢ poddane empirycznej weryfikacji w po-
stawach pracowniczych. Jest tez stosunkowo tatwo osiagalnym zrédlem danych, co podnosi
jego warto$¢ praktyczna i obniza koszty badan. Klimat organizacyjny stanowi - w przyjetej
przez autoréw artykutlu konwencji analitycznej - logiczna, intuicyjna, uogoélniong i zgenera-
lizowang forme postrzegania oraz wyrazania przez spotecznos¢ (jednostke, grupe, zespot)
organizacji — w postaci odczué, opinii oraz zachowan jej uczestnikow — cechujacej jg kultury.

Celem badan uczyniono przeto analiz¢ diakrytyczna klimatu organizacyjnego biurokra-
¢cji i adhokracji (klimat organizacyjny w uznaniu autorow jest syntetycznym oraz integral-
nym odpowiednikiem kultury organizacji, traktowanym w ramach przyjetego paradygmatu
synonimicznie), ksztattujacych si¢ w polskich organizacjach.

Stowa kluczowe: kultura organizacyjna, kapitat ludzki, klimat organizacyjny
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Jroammia MYPKOBHY'!

PA3BBUTHUE ®OPM YUYACTUSA HACEJIEHUSA
B PEHIEHNHU BOITPOCOB MECTHOI'O 3HAYEHUA :
PETPOCHEKTHUBHBIN AHAJIN3

B crartbe mpencraBieH aHANM3 COBPEMEHHBIX W CHOPMHPOBAHHBIX B IIP OLLIOM
TEHJCHIUI OTHOCHUTENILHO y4acTHs HACEICHHSI B PEIICHHU BOIPOCOB MECTHOTO 3HAYCHHUS .
PaccmarpuBaercs cyImHOCTE M OCOOSHHOCTH TEpPHUTOPHAIBHOM OOMMHBI Kak cCyOBeKTa
MECTHOTO  CaMOYTIPaBJIEHMS] COTJIACHO YKPAWHCKOMY 3aKOHOJATENbCTBY, BBIIEICHBI
OCHOBHBIE COZIep KaTelIbHbIE AaCHEKThl MECTHOI'O CaMOyIpaBJICHUs IIPUMEHHUTENbHO K
JTAHHOMY HKCCIICIOBAHHUIO.

AHamM3  SBONIOLMM  OONIECTBEHHBIX TpaHchopMammii Ha YpOBHE MECTHOTO
caMOy TIpaBJIEHUs TIO3BOJMI CJIENaTh BBIBOJ O TOM, UYTO HIEH M MPAKTHKA CaMOy Ip aBJICHHS
UMeNd MecTo emé B TIyOOKOH ApeBHOCTH (0 BO3HMKHOBEHMS T'OCYJapCTBEHHOCTH),
TIp eNMY TIIECTBEHHOW (HOpMOii KOTOpOro ObLIM HAap OJHBIC COOpAHMS M COBETHI CTap CHIIHH,
MOJIy YMBIIME B JAIbHEHIIEM CTaTyC MOCTOSTHHBIX OPTaHOB yTIpaBieHus. PaccmarpuBaroTcs
0COOEHHOCTH BEUEBOW AEMOKpaThu Ha Tepputopud YKpauHbel. [lokazanel crnenmpuueckue
YEpThl BE€YA KaK BaXHOI'O HMHCTUTYyTa Pa3BUTHA MECTHOI'O CaMOYIIpaBJICHUS, CTaBLIErO
OJHMM W3 OPTaHOB TOCYJapCTBa, BJIACTh KOTOPOTO peEalM30BBIBANIACH ITyTEM COOp aHFs
HOJTHOTIP aBHBIX TPKAAH CTapIIero TOpoja 3eMIIM NPH yYacTHH HACENCHMS IIp eAMECTHH.
[Toxa3zanbl 0COOCHHOCTH CO3BIBA, TP OBEICHHS BE€Ya U IP UHATHS P CIICHHUI.

BblieneHsl NpHYMHBL  OBICTPOrO  pacHpOCTpaHeHWss Marae0yprcKoro mpasa  Ha
Teppuropur YKpaussl. [IpoBen€H XpOHONOTHYECKNH aHAIN3 MOJTy YeHHs Marie0y prekoro
IpaBa yKpanHCKAMH TOP OJlaMH, YTO MO3BOJIIIIO BRIIEIUTH TPH KaTerop MM TaKHX T'OP O/I0B, &
TaK)Ke€ pa3feNuTh TakWe TOpoJa B 3aBUCHMOCTH OT uX craryca. IlpencTraBiieHB
0COOEHHOCTH CaMOY IIp aBJICHHsI HACEJICHHSI TOp OJIOB Ha Marnae0y prckoM mpase, B YaCTHOCTH
CIpYKTypa OpTraHOB MeCTHOW BIIACTH, MNpOLEAypa MECTHBIX BEIOOPOB, NpOOJEMBI B
OCy LIECTBJICHUM HA Y KPauHCKOH Tep p UTOp UU.

[IpoBenéunplii B cTaThe aHAIN3 MO3BOJIIII CHETIATh BHIBOA O (POPMHpPOBAHUHM MHCTUTY Ta
y4acTHsi WICHOB TEPPUTOPHAIbHOM OOLIMHBI B CTPYKTYypP€ MECTHOTO CaMOyIpaBJEHUs B
pELIeHUH BOIPOCOB MECTHOTO 3HAYEHMs KaK OMpeenEHHOI cHUCTeMbl, KOTopas sIBJseTcs
COBOKYITHOCTHIO OPTaHM3AIMOHHEIX (OPM M HHCTHTYTOB HPSIMOTO CaMOYIIPaBJICHHS, C
MOMOIIBI0 KOTOP BIX P €aJIM3Y I0TCS TP MHIMIEI M ()Y HKIIMM MECTHOTO CaMOYy Ip aBJICHIIS.

KiroueBble cj10Ba: MECTHOE CaMOY IIp aBJICHHE, UCTOP MUECKUIA aHANU3, BJIACTh, OPTaHbI
yIpaBJieHus, Beye, Maraedy prckoe rnpaso, y4acTue KUTeseil.

1. BBEIEHUE

B ycnoBusX yCOBEpLIEHCTBOBaHMS OCYIIECTBICHHs MyOJMYHON BIAcTH B YKpawHe
MOSIBUJACh YPE3BBIYAMHO ClOXKHAs MpobieMa pehopMUPOBAHHUS MECTHOTO YIpaBICHUS,

! Tomvmma MypKOBHY Marucrp o rocy1ap CTBEHHOMY yIIPaBICHHUIO, COUCKATEb Kadeapbl roCyIapCTBEHHOT O
yHpaBlIeHHs ¥ MECTHOTO CaMOy ITpaBJieHNs J{HeMPOIEeTpoBCKOro perioHatbHOr 0 MHCTUTYTAT 0 CyapcTBEHHOTO
ynpasieHuss HanuoHanpHOI akaJeMuu TrocyIapCTBEHHOTO yrpasieHus npu [IpesuzpeHte YKpauHsl,
snekrpoHHast moura: albinal9murkovich@gmail.com
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COBEPIIEHCTBOBAHUS (OPM M METOJOB €r0 ocymecTBieHus. [[puHUMast BO BHUMaHUE 3T0,
pa3BUTHE WHCTUTYTa MECTHOTO CaMOYTpPAaBJIEHUS SBISETCS BaXXHBIM [IarOM B
JajdbHEWIIe JeMOKpaTH3aluud OOIIECTBEHHOW JKM3HH. BakHOCTP 3TOTO mpolecca
00ycnoBIeHa U TeM, YTO CaMO MECTHOE CaMOyIpaBJCHHUE BBHICTYIAeT B Kaue€CTBE BAKHON
COCTaBJLIIOLICH MEeXaHW3Ma peallM3ally MpaB YeIoBeKa Ha MECTHOM YPOBHE.

HenoctaTtouHoe ocCBelieHHE TEOPETHUECKUX U MPHUKIAJHBIX ACHEKTOB Y4YacTHA
TEPPUTOPHUAIBLHBIX OOIIMH U 00Pa30BaHHBIX UMU OPTaHOB CAMOOPTaHHU3AIMH HACCICHUS B
pelIeHnH BOMPOCOB MECTHOTO 3HAUEHHs B HayKe TOCYJApCTBEHHOTO YIPaBICHUS
MpENONpEeNeNIICT  BAXHOCTh  pa3pabOTKM  HOBBIX  KOHIENTYyalbHBIX  IMOIXOJOB
OTHOCHTEJIbHO YCOBEPIICHCTBOBAHUSI (OPM HEMOCPEACTBEHHOHN JEMOKpPATHH HA MECTHOM
ypoBHe. BakHBIM Tarke sBISICTCS pa3paboTka HOBBIX MEXAaHHM3MOB peajM3aliy MpaBa
rpakaaH Ha MECTHOE CaMOYIpaBJIieHHE C LEbI0 HaJaKUBAaHHUS CHCTEMHOTO IMyOJHMYHOTO
Janora MeXJIy BIACTHI0O M HACEIICHHEM.

KoHcTHTYIMOHHOE 3aKperyieHHe 3a TepPHUTOPUATLHON OONIMHON cTaTyca MepBHYHOTO
CyObEeKTa MECTHOTO CaMOYyTIPABIICHHS 3HAYHT, UTO €& WICHBI TAKKE SBIISIFOTCS YYaCTHUKAM U
YIIPpaBJICHUYECKOTO IIpoliecca Ha JIOKaJbHOM YypoBHe. COBpPEMEHHBIM 3Tam pa3BUTUS
MECTHOW JEMOKpaTHH B YKpaWHe XapakKTepU3yeTcsl TIOBBIIICHUEM pOJIM YJICHOB
TCPPUTOPHUAIBHOTO  OOIIecTBa B TPOLECCe  NPHHATHS  OpraHaMHd  MECTHOTO
CaMOYIIpaBJICHUsS YIPABICHUYECKUX PelIeHn. MeCTHbIE COBETHI IBITAIOTCS HATaXUBATH
COTPYIHHYECTBO C 4YJCEHAMH TEPPUTOPHAIBHBIX OOIIMH, MPHBIEKATh HX K OOIIMM
MEpPOTPUATASIM C IENbI0 pEeIleHUs] HEOTIOXKHBIX mpobyieM. JlanbHelInee pa3BHUTHE
napTHEPCTBA OPraHOB MECTHOTO CaMOYIPABICHHUS C HACEJIEHUEM JOJDKHO CTaTh 3aJI0TOM
peleHns HanboJiee aKTyalbHBIX BOMPOCOB, KOTOPHIE BOJHYIOT JKUTEIEH.

B nccnenoBannu obecnedeHns pa3BuTHS GOpM ydacTusl TCPPUTOPHANTBHOTO 00IIecTBa
B PpCEIIEHUWH BOIPOCOB MECTHOTO 3HAUYEHHs 0c000€ 3HadeHHe MpuolOpeTaeT Hay4yHO-
TEOPETUIECKOE OTPENENICHNEeN XapaKTepUCTHKAa TeX IOHATHH, KOTOpPBIE COCTABISIOT
HEMOCPEICTBEHHOE TMpeIMETHOE TIoJie JaHHOTO HccienoBaHus. lIpenoctaBieHue
CYIIHOCTHOW XapaKTepUCTUKA OCHOBHBIX MOHATHI TpeOyeT MpoBeACHHUS dMIHPUIECKOTO,
9JIeMEHTAPHO-TEOPETUUECKOTO U UCTOPHUYECKOTO aHANM3a, KOTOPBIM MMO3BOJUT BBIJICIHUTH
XapaKTepHbIE KauecTBa HCCIIELyEeMOTO SBJICHUS.

2. DBOJIIOIIUAI  ®OPMHUPOBAHMS MECTHOM  HEINOCPEICTBEHHOI
JEMOKPATUM HA TEPPUTOPHUM YKPAHUHbBI

B cootBerctBuu co cT. 140 Koncmuryuuun VYkpaunsl u cT. 3 3axkoHa Ykpaussl «O
MECTHOM  CaMOYIIpaBI€HUM B  YKpaumHe» TIpaxJaHe, KOTOpble OTHOCSTICS K
COOTBETCTBYIOIIMM TEPPUTOPUAIBHBIM OOIIMHAM , HIMEIOT IIPAaBO PEaM30BBIBATH IIPABO HA
ydacTue B OCYILECTBICHUU MECTHOTO CaMOYINpPaBICHUS KaK HENOCPEACTBEHHO, TaK U
yepes CelbCKUE, MOCEIKOBbIE, TOPOACKUE COBETHl U UX UCIOJHUTEIILHBIE OPIaHbl, a TAKKE
4yepe3 paloHHBIE M OOJACTHBIE COBETHI, KOTOPBIE IPEACTABILIOT OOINME HHTEPECH!
TEPPHUTOPHUATBLHEIX OOIIUH CENI, OCENKOB, TOPOIOB2.

IlockompKy MOHATHE «MECTHOE CaMOYIpPAaBICHHE» OTOOpaxaeT KOMIUICKCHOE U
pasHOOOpa3HOEe SBICHHE, TO €r0 pealn3anus IMOPOXKAAeT pa3lHYHble MOIXOJBl K
HCCIICIOBAaHUIO YYacTUs WICHOB TEPPHUTOPHAIBHOTO OOINECTBA B PELICHHH BOIPOCOB

2 Komcrutyis YKpairu : mpuiteaTa Ha 1 aTiit cecii Bepxosroi Pamr Vpairu 28 aeps. 1996 p. — Pexam
nocryiy : http://zakon4.rada.gov.ua/laws/show/254%D0%BA/96 -%D0%B2%D1%80., C.9.
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MECTHOTO 3HadeHus. B mpepenax JaHHOTO IPEIMETHOTO IOJII CJIEAYeT BBIICIUTH TaKHe
coJiep KaTeIbHbIC aCHEKThl MECTHOTO CAMOYIPABICHHS !

— TpaBO TEPPUTOPHANBLHOM OOMMHBI, KaK HAceIeHHS COOTBETCTBYIOIIEH
TEPPUTOPHUH, HA CAMOCTOATEIbHOE pa3pelIeHne MECTHBIX Jell (3TO MpeayCMaTpUBaeT co
CTOPOHBI TOCYJapCTBa MpPHU3HAHHE AaBTOHOMHOCTH MECTHOTO CaMOYHpAaBIEHHS, €To
CaMOCTOSATETIbHOCTH B TMpeJenax ONpeAeNéHHBIX 3aKOHOM, a Takke 00543aTelbCTBO
roCyJapcTBa OTHOCHUTENBHO CO3/aHUS HEOOXOIUMMBIX YCIOBUI I €ro OCyILECTBICHUS,
obecnieueHus cyJeOHOM 3alMTON U IPYTUMU TapaHTUsIMK);

— ¢GopMBl U crOCOOBl OCYLIECTBICHUS] TEPPUTOPUANBHON OOIIMHON BIACTH Ha
MECTHOM YypPOBHE, KTOpbleé O00ECIEeYHBAIOT CAMOCTOSATENbHOE pEIIEHHE TIpakJaHaMU
BOIPOCOB MECTHOM JKU3HU C YIETOM UCTOPHUECKHUX U APYTUX MECTHBIX TPaJULU.

OnHON M3 OCHOBHBIX (DYHKIMH MECTHOTO CaMOYIIPABICHHUS SBISCTCS OOecredeHue
yd4acTHs HaceleHHs B PpEHIEHHH MECTHBIX BONpPOCOB. MecTHoe caMoympaBleHHE
CIOCOOCTBYET MPHUOMIKEHUIO BIACTH K HApOJy, CO3JaHNIO THOKOTO MEXaHH3Ma MECTHOTO
yIpaBlIeHUsI C MEHbIIEH OIOpOKpaTued, 4YeM IpHh UEHTPaAIM30BaAaHHON CHUCTeMe
yOpaBiIeHus. DTO IpeayCMaTpUBaeT Pa3BUTHE HETOCPEICTBEHHON NeMOKPAaTHH, CO3aHu e
YCIOBHH U1 CaMOCTOSATEIFHOTO pCEHICHHS HAceJleHHEeM JeJ1 MECTHOTO 3HAdeHHS,
IOJIeP KKy MHHITMATHB U CAMOJCSTEIFHOCTH TPaXk[aaH, pa3HBIX (GopM caMoyIpaBIeHHS.

DBOJOIMSA OOIIECTBEHHBIX TpaHCGOpPMannii CBUACTENHCTBYET O TOM, YTO BO BCE
BpeMeEHa JIOJM CaMOOPTAHW3OBHIBAIMCHE W OOBEIMHSINCH B pPAa3HBIC KOJUIGKTHBBI JUIL
CaMOCTOSITEJIFHOTO PEMICHNS CBOMX HEOTIOXKHBIX MpoOieM, obecriedeHnss cOOCTBEHHOM
KU3HEACATEIFHOCTH M HHTepecoB. OOIMIECTBEHHOE CaMOyIpaBlIeHHE OBUIO U SBIACTCS
MIPOSIBJICHUEM AaKTHBHOCTH TpakaaH, (OpPMBI KOJUICKTHBHOTO OOBEIWHEHHS IHOJICH, C
TTOMOIIBIO KOTOPEIX  OHH JOOPOBOJIBHO u 0€3BO3ME3HO  Y4acTBYIOT
B paspelIeHNH KOHKPETHBIX Jel MECTHBIX cooOmects. OHO ABISETCS CHCTEMOIt
yOpaBIeHUA OOINECTBCHHBIMH JEJlaMM, MOCTPOCHHOM Ha OCHOBE CaMOOpPTaHM3AIlNH,
CaMOJIeSITeTIbHOCTH
u camoperyaupoBaHus. O0IIecTBeHHOE CaMOYIIPaBIeHHe — 3TO OJHA U3 Pa3HOBUAHOCTE
U TPOU3BOJHBIX HAPOIOBIACTHS, U B TO JK€ BPEMs BAXKHBIH (aKTOp €ro CTAaHOBICHUS U
pa3BHUTHS.

MupoBoe co00IIecTBO CeroaHs B IeoM (GOPMYJIUPYET OCHOBHBbIE TpeOOBaHHS K
OCYIIECTBICHUI0O MECTHOTO CaMOYIpaBIEHUs, KOTOpPble OTBEUAIOT 0A30BBIM HpU3HAKAM
JeMOKpaTHYeCKHX roCyAapcTB, HApaOOTaHHBIE B TeUEHUE MHOTHX BeKOB. Takue CTpaHbl U
UX aJMHUHUCTPATHBHO-TEPPUTOPHATBHBIE €IUHHLBI JOJDKHBI OBUIM pemaT BOMPOC
OTHOCHUTENIBHO TOTO, JOMYCKaTh JIM HAapoJ, KaK HEOCBEJOMIEHHYIO MAacCy, K YIIPaBICHUIO
WM u30paTh BapHaHT, KOTAA BCe MPOOJIEMBl HA MECTHOM YPOBHE JOJDKHBI pa3pellaTth
n30paHHBIC HACEICHMEM KOMIICTCHTHBIC IOJDKHOCTHBIE uma. Mcrtopus nokasana, 4To
Hanbosee >(G(EKTUBHBIM SBIsiCTCS HE NpuberaTh K KpalHOCTSIM, a BHIpabOTaTh TAaKyIo
MOJENb MECTHOTO CaMOYMpAaBIEHHs, KOTJa ONpEJeNsIeTcsl CTeNeHb y4acTHs HaceleHUs,
pa3pabaTeIBAaOTCd MEXAaHU3MBI M (DOPMBI B3aMMOJEHCTBAS BJacTM W HaceneHusS. Ha
Ka)XZIOM 3Tale HCTOPUYECKOTO Pa3BHTUS H3MEHSUICS Xapaklep M MaclITadbl MECTHOTO
camoympanieHus.  OnpenenéHHble  OOBEKTUBHBIE W CyOBEKTHBHBIC  NPUYHHBI
(YHKINOHMPOBAHUS HAPOJOBIACTHS CONCHCTBOBAIM POCTY MOJHUTUYECKOTO CO3HAHMS U

% 3a6oposa E. H. Yuacrue rpaxan B ynpasnerunroponom/ E. H. 3aGoposa// Corric. — 2002, — Ne2. —C. 23— 24,
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MOJIMTUYECKOH KyJIbType HAaCeNeHUs W KaK CIEICTBHE — MMEIH HPOAYKTHBHOE BIMSHHE
Ha yJIydIIeHHe OOIMMHHOTO CaMOyIPaBICHHS.

HcTtopuueckuil OMBIT Pa3HBIX 3TOX M HAPOJOB CBHIETENIHCTBYET O TOM, UYTO HIEU U
MpakTUKa CaMOYTMPAaBICHUS BOCXOMAT K TIIyOOKOW ApeBHOCTH, (aKTHUECKW HAYHMHAS C
HnepBOOBITHOOOIUHHOTO cTposi. OHM oOecnedynBamu CyIeCTBOBAaHHE Pa3HBIX COOOIIECTB
Ha MPHUHLMIAX CaMOOPTaHU3alUK, PAa3BUBAIMCH U oOoramamcs, npuodperast Bce O6oiee
CloXHble (OpPMBI Ha CICAYIOIIMX CTYNEHSIX HCTOPHUYECKOTO Iporpecca: oOT
POJOTIIEMEHHOTO YKJIaa, B KOTOPOM yIPaBieHHE OCYLIECTBILUIOCh HA OCHOBE MPHUHLIUIIA
NEepBOOBITHOM JEMOKpaTUH, K CJIOKHON OPTaHM3allMOHHOM CTPYKType YNpaBieHUs
rocygapctBoM. Takylo CBs3b MOXHO HpPOCIEIUTh Ha NPHUMEPE 3BOTIOLMU HAapOIHBIX
coOpaHuii W COBETOB CTapelIIMH, KOTOpble TMOJYYMIM B JajJbHEHIIEM cTaTyc
MOCTOSIHHBIX OPTAaHOB yIpaBIeHHs (HapOJHBIX COOPAaHUI «IAaHKY» y XCTXOB; KHTaWCKHX
coOpaHnii CBOOOJHBIX TPAXKIAH «TOXCHB»;, HHIAMHCKHUX HApOJHBIX COOpaHWi «cabxa»
WIH «CaMUTH»; BOCHHBIX CX0JOK HHIeHIeB CeBepHOW AMepukw; a@HHCKHX HAPOIHBIX
coOpaHuMii; PHUMCKHX KOMHIMH; HAapOJHBIX COOpaHWUM JpPEBHHX TEePMaHIICB;
CKaHIMHABCKUX «THHTOBY; IPEBHEPYCCKOTO Beuat,

MecTHOE caMOyTpaBiIeHHE B YKpanHe TakKe HMeeT JaBHIOI ncTopuio. Kak m MHOT e
IpyTHe OOIIECTBEHHO-TIOJIUTHYECKHE WHCTUTYTHl Hamled CTpaHbl, OHO Pa3BHBAJIOCH
JOCTAaTOYHO CaMOOBITHO W HE PaBHOMEPHO, €T0 Pe3yJhTaThl HE BCETAa W HE BO BCEM
COBMAJAIII CO CTAHOBJIEHHEM OJTOTO SBICHUS B JApyrux crtpaHax. OmHako, pes3koe
IIPOTHBOTIOCTABJICHHE OTCYECTBCHHOTO OIBITA 3apyOeXHOMY HE SBIIETCS BEPHBIM,
MOTOMY YTO TPUHOWIBI TPaXTAHCKOW AaKTHBHOCTH HACEJCHHsS, KOTOpPHIE OBLIM
peayM30BaHbl B JEMOKPATHYECKHX TOCYJapCTBaX M YKpaWHE IO COICPKAHHWIO ITOXOXKH,
OCOOCHHO YYHUTHIBas €BPOINEHCKOE BIMSHHSA HAa OCYIIECTBICHHE OTCUECTBEHHOTO
TOPOJCKOTO CaMOYIIPaBICHUS.

Cpemn BaKHEMIIMX OCOOEHHOCTEM YKPaMHCKOTO HCTOPHYECKOTO IIYTH CIIELYET
BBLJICTUTh TO, YTO CIPaHa HAa MPOTDKECHUH BEKOB Pa3BUBANACh B JOCTATOYHO CIOXKHON
TeOMNOJMTHIECKOH 00CTaHOBKe, OblIa OOBEKTOM MHOTOBEKOBOUM arpeccHy cHadajia co
CTOPOHBI KOYEBBIX HAapOJOB, a MOTOM JPYTHX CTPaH, YTO OTPA3UIOCh HAa 3BOIIOLUH
rocyJapcTBa M YCJOBUSX Pa3BUTHA MECTHOTO caMmoympapieHus. Hep3upas Ha 370,
OTE€UECTBEHHbIE TPAJULIMU MECTHOTO CaMOYIpPAaBJIECHUS HMEIOT IIyOOKHe KOPHH, YTO
00yCNOBIEHO 00BEKTUBHBIMU UCTOPUYECKUMHU MPUIUHAMHU.

Haubonee 3HaumMbiMu BexamMu (OPMHUPOBAHUS MECTHOH HEMOCPEICTBEHHON
JEeMOKpaTUM B YKpauHe cjeQyeT Ha3BaThb caMmoylpasieHue Ha Pycu B BuIe BeueBOid
JEMOKpATHH, a TAKKE BBEJCHHE U NEHCTBHE HOPM Marne0yprckKoro mpaea.

3. BEYEBAsI JEMOKPATUSA KAK ®OPMA YYACTUA HACEIEHUSI B
PEIIEHUHX BOIMPOCOB MECTHOI'O 3HAYEHHUSA

VYxe B Hadale CTaHOBICHHWA KHeBCKOro TrocyzapcTBa ONPENeIHCH OOIIME YepTh
MECTHOTO CaMOYIIPABJICHUs, €T0 OCHOBHBEIE ()OPMBI, IPU3HAKA U HEKOTOPBIE MapaMeTPhI
B3aUMOJEHCTBHA C 1LIGHTPAJbHON BIACTBIO; HENOCPEICTBEHHOE YudacTHe HapoJa B
MECTHOM CaMOYIPAaBICHUH; BHIOOPHOCTh JOJDKHOCTHBIX JIMI[; 3aBUCHUMOCTb OT
LEHTPaJIbHOM BIaCTM M MOJYMHEHHE €M IO OINPEACIEHHOMY KpPyry BOIPOCOB;

* Koganenxo H. E. MecTHOe camoynpaBiierre Kak popMa aeMokpaTii: yueb. mocooue / H. E. Kosanenxo. —
CII6. : u3n-Bo CIIGIYD®D, 2008. — C.55-56.
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CaMOCTOATEJIbHOCTh B pEIIEHMH  3aJaHuil  MecTHOro  3HaueHus.  Pa3Butuio
CaMOYTNpaBJICHUs COJICHCTBOBA TOT (PaKT, UTO KHSKECKas BJIACTh MMEJIa OTPaHUYCHHYIO
BO3MOXHOCTh IOCTAaBUTh TOJ KOHTPOJb JEIEHTPAIM30BAHHYIO 3€MJIEAEIbUECKYIO
nepudepuio, a pacceMBaHWe Ha OOJBIION TEPPUTOPUM HEOONBIIMX CeN  JeNao
BO3MOJKHBIM OCYIIECTBICHHE MPEUMYIIECTBEHHO QHUCKAIbHON ()YHKUIUH.

Ha Pycu Baxkneiimeii 0coO€HHOCTRIO TOPOJACKOTO CaMOYIIPaBIeHUs OBLI €T0 BEUYEBOM
xapaktep («Bede» OT CTAPOCIABSIHCKOTO «BET» — COBET). Ero MpoucxoKJeHHe HMeEeT
JorocymapcTBeHHbIH xapaktep. Kak otmeuan M. ['pymieBckuii, Beue OBLIO 3JEMEHTOM H
JaBHUM (MCXOJl M3 IUICMEHHOTO CaMOYIPABICHUS), ¥ HOBHIM (MpHOOpENo HOBYIO
MOJMTHYECKYIO OKPacKy II0J BO3JAEHCTBHEM KHSKECKO-IPYXKMHHOTO ykmama)®. C
JNOMCTOPUYECKUM MPOHCXOXkIeHHEM Beua (no [X Beka) cormamaercs M. Brnamumupckuii-
bynmanoB, naBas ero ompeneneHue Bo BpemMeHa KueBckoid Pycm kak oprana
TOCYJIapCTBEHHOW BIIACTH, KOTOpas peamm3yeTcs NyTéM CcOoOpaHus TOJHONPABHBIX
rpakaaH CTaplIero ropoaa semMmm®,

TakuM 00pa3oM, roCcyJapCTBEHHOE YIPAaBICHHE XapaKTCPU30BajOCh OMPEacIEHHBIM
JyaJli3MOM, KOTJ]a OJTHOBPEMEHHO CYIIECTBOBaJla KHsDKECKas BiacTh M Bede. [Ipu sTom
rpakJiaHe He OTHOCHJIMCH BPaXXJIcOHO K roCyJapCTBY M KHS30, BEUEBOM YKJIaJl IO3BOJISLI
UM CBOOOJHO OTHOCHTHCS K KHS310, KaK BBIPA3UTEII0 HAPOJHOW BOJIM. BepXOBEHCTBO U
TIEPBEHCTBO KHS3Sl 3aBHCENH OT €r0 WHIWMBUAYIHHBIX CIOCOOHOCTEH M KadectB. Ecim
HapoJi ObUT HEJIOBOJICH KHS3eM, TO MOT C IMOMOIIBIO BEUYEBOTO MOPSIKA MPH3BATh Ha
KHSKECKHM TIPECTOJI TOTO, KTO HE TOJIBKO MMeEJ POJIOBOE IIPABO €T0 3aHSATh, HO W Ka3aliCs
caMblM HWJCaNbHBIM IpaBuTesnieM. Bede 3akmoyano ¢ NPETEeHAEHTOM JIOTOBOP
OTHOCHUTENIbHO YIpPaBJeHUSA TOCYJAapCTBOM, a MPU HAPYILIECHUHU €r0 yCJIOBUU — yCTPaHSJIO
TAKOTO KHs34'. BO3MOXHO, MMEHHO C TAKMMH COOBITHSAMH CBA3BIBAIOT TOT (DAKT, 9TO
HanOoJbIlIee Pa3BUTHE HAa TEPPUTOPUH YKpauUHBI MPHOOPENIO KHEBCKOE Beue, B APYTHX
rOpoJax ero JAeATeNLHOCTh ObLIa HE TAKOH 3HAYMTENLHOMS.

Bede cocTosio w3 BceX MOJMHOMPABHBIX COBEPIIEHHOJETHUX TPa)KJaH CTapIlero
ropoja, yd4acTde JKHTeNiedl TMpeAMecTbsl Takke OBUI0 BO3MOXHBIM, IOTOMY YTO
CcoXpaHslach MJSsS BCEHAPOJHOTO ydacTHs B TakKux coOpaHmsx. B To ke BpeMs, oHa
MpaKTHYeCKH He Obljla peam30BaHa H3-3a TOro, YTO (haKTUYECKH COOpaTh BCEX JKHUTENCH
00JIbIION TeppUTOPUH B OAHOM MecTe OBbUIO HEBO3MOXKHBIM, MOTOMY TaKO€ ydyacTue
Obuio  ciayuaiiHbIM. PemieHuss Bewya IJIaBHOTO TopoJa ObuM 0Os3aTENbHBIMHM UL
NpeaMecTbs M CeNl’, KOTOPBIE COCTABIIM BOJIOCTh, MOCKOJBKY HMX JKUTEIM CUMTAIN cebst
MJIQIIUMKU OTHOCHUTEJBbHO TopoxaH. Cenbckass TepputopuanbHas obmmHa B XI — XII
BEKOB (MHp, 3a7pyra, BEpBb) couyeTaja B ce0e BJIEMEHThl COCEJICKOTO U CEeMEHHOTro
co00IIecTBa, KOTOPOE 3aHUMAJIOCh BOTIPOCAMHU Tepepacipeic/icH sl 3¢M eJIbHbIX HAJEIIOB,

® I'pymeschknit M. Icropis Yrpainn-Pyci: B 11 1./ M. I'pymescekuii. — K. : Haykosa aymka, 1991. — T. 3. —
C.209.

6 Bunagumup ckuii-bynanos M. @. O630p ucropun pycckoro npasa/ M. B. Biiamumupckuii-bynanos. — Pocros-na-
Jony: ®ennke, 1995. — C.74-75.

" T ucsaa poxis vinainchkoi cvemimsro-momiTnaroi nvmin; y 9 7. T. 1 / ynopsiz O. Crinymko; pezxor. T.
I'ynuak [Ta in.]. — K.: {ninpo, 2001. — C. 175-176.

8 I'pymeschknit M. Icropis Yxpainn-Pyci: B 11 1./ M. Ipywescekuii. — K. : Haykosa gymka, 1991. — T. 3. —
C.210.

B Yy6aruit M. Ormax icropii ykpaiHcekoro mpasa. IcTopis mkepen Ta aepskaBHOTO mpaBa 1y 2 4. Y. 1 —
MronxeH: [6.8.], 1947. — C.71.
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pemeHneM  (UCKAIBHBIX BONPOCOB, BEACHHEM CyICOHBIX TDKO H  CIOPOB,
paccieoBaHueM MPecTYIUIEHUH M OCyIllecTBIEHWeM Haka3aHui. VIMeHHO i pemeHus
BOIIPOCOB MECTHOTO YNIPAaBJIEHUs, KaK MPaBUJIO, MOTJIO COOUPATHCS BeUe B IPEAMECThE.

Ecmn Beue coOupanoch He Wil YCTpaHEHUS M TMPUIVIANICHUS HOBOTO KHA3S MyTEM
CO3bIBa 3BOHOM HJIHM KPUKaMHM, TO CaM KHS3b MOT €ro CO3bIBaTh U y4acTBOBATb B HEM
BMeCTe ¢ 0OApCKOM OyMOM M AyXOBHBIMH JIMIIAMH. Pelenns mpuHUMaIich GakTHIeCKu
MOJABIIIONUM OOJILIIMHCTBOM T0JIOCOB. TakuM oOpa3oMm, Bede HE OBUIO OpTraHOM
o7HOTO (TPOCTOHAPOJHOTO) Kiacca W MPEACTaBISIIO BIACTh 00IIe3eMCKyl0. B TeueHue
XI — XII BekoB BAMsAHUE Beya ObUIO 3HAUUTENLHBIM, IPUHUMAs BO BHUMAaHHE LIUPOTY €ro
IpaB B Pa3IMYHBIX Cepax: BEUEBOTO 3aKOHOIATEIBCTBA; BHEHIHEH IOJUTHKA U MUPA;
TOCYyJapCTBEHHOTO CTposi (NIpPUINAIIEHUWE W CMeEIleHUe KHs3el); cyneOHON BlacTu;
TEKYINEro yIpapieHHs (3amerneHue uynHOoBHHKOB)'®, Kak omvewan 4. Ilagox, sToT
paHHHH IEMOKpaTU3M OBUT OYEHb IIyOOKHMM W CHJIBHBIM, OPTAHWYHO CBSI3aHHBIM C
MHUPOBO33DEHNEM YKPAUHCKOTO UenoBekall,

B XII — nauanme XIII BexkoB MecTHast BJIacTb COCPEIOTOYMIACH HCKIIIOYUTEIHLHO B
pyKax KHs3el, KOTOpble TMepeaBajd CBOHM BJIACTHBIC MOJHOMOYHS W JIOJDKHOCTH IO
HacjeJACTBY. B 2TuxX yclnoBusX Ha OOJBIIMHCTBE TEPPUTOPHHA JAPEBHEPYCCKOTO
rocyJapctea o0beM MpaB W TOJHOMOYHHA OPTraHOB MECTHOTO CaMOYIPABICHHS OBLI
nepepacupencnéH B TOJB3Y KHA31 W ero JkeHol. [IpaBa Beda CYIMIECTBEHHO
OTpaHWYHBAJNCH, 0COOEHHO IPH CHIILHOM KHsI3€ ¥, HA00OPOT, BO3pPACTAJIN MPHU CIIa00OM.

B cBsi3u ¢ MOHTOJIO-TATAPCKUM HAIIECTBHEM CTapIIMe TOpoJa YTPaTWiM CBOE ObUIOE
3HaYE€HUE W TPAKTHYECKH OCIa0eNd, 4TO TMPUBENO0 K HCYEC3HOBEHUIO TAKOH (QOpPMBI
MECTHOH IeMOKpatun Kak Bede. OOLIMHEI MOTEPSUIM CBOIO POJIb CAMOYIIPABHBIX €MHMII,
MOCKOJIbKY TEPPUTOPHH OB dKOHOMHYECKH M TOJUTHYECKH MapalMi30BaHbl. JTHM
caMbIM B 3HAUMTEIPHOH cTemeHH OblTa AeOpMHpPOBaHHA OCHOBAa OOIIECTBAa, KOTOpas
MIPEACTABIIIA COCJOBHO-TIPEICTABUTENHCKYIO BIACTh, KOHIECHTPHPYIOIIASACS TJIABHBIM
00pa3oM B MOJIMTHKO-D)KOHOMHUECKHUX LIEHTPaxX TePPUTOPHIL.

O6muHHO-BeueBOH cTpoit Kuesckoit Pycu, kKoTopslif cTad pe3yIbTaToM 3BOMIOLUH
JaBHUX Hayal J>KU3HH CIABSHCKUX IUIEMEH, COOTBETCTBOBAN TAKMM K€ TEHIACHIUSIM
pa3BUTUS U APYTHX eBporneickux HaponoB. ChopMupoBaHHOe B pe3yibTaTe TOPOJACKOE
yhpaBieHue Obul0 ONMM3KMM K €BpONEHCKOMY, 4YTO CIOCOOCTBOBANO OBICTpOMY
pacIpoCTpaHEHUI0 MaraeOdyprckoro mnpaBa Ha TeppUTOpHUM YKpauHbl. [pyrumu
(axTopaMu ero pacnpocTpaHeHus OblIa HeMelKas KOJOHU3ALHs BOCTOUHOEBPOMEHCKUX
ctpan XII — XV BekoB, B TOM YHUCJIe U YKPaWHbI; COOTBETCTBUE HOPM MaraelyprcKoro
paBa COLMAJbHBIM M 3KOHOMHMYECKUM HOTPEOHOCTAM YKPAaMHCKUX TOpPOJOB, YTO
[03BOJIJIO  aIAlITUPOBAaTh OJUH M3 BapUaHTOB HEMELKOTO TOPOJCKOro IpaBa Ha
OTCUECTBEHHOH MOYBE; OJM30CTh YKPAUHIIEB K CBPOIICHCKON KyJIBType.

4. PEHENNIUA MAI'TEBYPI'CKOI'O IIPABA HA TEPPUTOPHUHN YKPAHHBI

Pacnipoctpanenne MarneOyprckoro mpaBa B YKPaWMHCKHX TOpoJax OblJIa MHPHOH, B
OTIMYKE OT MOJydeHHs KOMMYHAIbHBIX cBOOOD ropojaMu ctpaH 3amamHoii EBpomsl. B

1o Bnamgumupckuii-bynanos M. @. O630p ucropuu pycckoro nnpasa/ M. B. Biiagumu pekuii-bynanos. — P ocros-Ha-
Jony: ®ennke, 1995. — C.81-82.

M Tucsaa pokiB vknaiHCBKOT cveminpHO-omtHdHOT ovMkd; y 9 T. T. 1 / ymopsa. O. Chimynko; peako.
T. I'ynvak [ra in.]. — K.: duinpo, 2001. — C.175-176.
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ropojax, KOTOphle BXOIWIM B cOCTaB [ amimko-BoJbIHCKOTO TocymapcTBa, a HOTOM CO
cpemuabl XIV cr. Ilonbckoro kxoponesctBa, Bemukoro xuspkectBa JlutoBckoro, Peun
IocnmomToil, ropuaHYecKoe BOIUIONIEHHE Marae0yprckoro IpaBa OCYNIECTBISIOCH B
pe3yibTate YCHIMH TOCYJapCTBEHHOW BJIACTH W BIAJENBLEB TOPOJOB Uepe3 3aKIOYCHHUE
Marge6yprekKux rpaMoT M APYTHX aKToBlZ,

B wHay4yHO#l JuTepaType U3-3a HEJOCTATOYHOCTH HCTOPHUYECKHX HCTOYHHKOB
OTCYTCTByeT €IuHas TOYKa 3pEHUS  OTHOCHUTECNILHO  XPOHOJIOTHM  IOJy4eHHS
MaraeOypreKoro mnpaba yYKpauHCKMMU ropojgamu. HekoTopele JOKYMEHTHI YI0CTOBEPSIOT,
y1o emé BO BpeMeHa [ amuiko-BoJIBIHCKOTO KHSDKECTBa HEKOTOPBIE YKpaWHCKHE ropoja
HMeNM 4acThuyHoe Margedyprckoe mpaso. OIHUMHU U3 NEPBBIX FOPOJOB Ha ITHUYECKUX
3ana HO-yKPauHCKHX 3eMJIIX, KOTOpble MOJYYWJIM NPUBUIIETUIO HA CaMOYIpaBlICHHE IO
HEMeNKoMy TpaBy, Obm ropona Hoseiii Conu (1229/1294 r1.), JIsBoB (1287 T1.),
Brnagumup (1324 1), Jlynk (1287 1.)13. Hammuue rpaMoTsl O IpeAOCTABICHHU
Maraebyprckoro mpasa ropoay CsHok B 1339 I. 3aCBHACTENHCTBOBANIO OECIHPEKOCIOBHO
9TOT ()aKT, HO HE CTaJlo IMOATBEPIKACHUEM MEPBEHCTBA HTOTO TOPOJA B MOJIYYCHUU TAKOTO
paBa.

Hccnenosaremu HacuuTeiBatoT 10 400 roposoB, TOPOJKOB U Ce€Jl, KOTOPBIM B TeUEHHE
XIV — XVI BekoB OBUIO TMPENOCTABICHO CaMOYIPAaBICHWE Ha HEMEIKOM IpaBse.
JlocTaTouHO paHO TONYYWIM TAaKOe MpPaBO Topoja 3aKapHaths, KOTOPHIE BXOJWIN B
coctaB Benrpmn (Xyct, Bermkos, TsauB — ¢ 1329 1.). IlepBoif McTOpHYEcKOW maTow,
KOTOpas yKa3bIBae€T Ha PELENIHI0 HEMEIKOTO TpaBa Ha BOCTOYHO-YKPAaMHCKHX 3EMILIX,
SIBIICTCS NpHUBMIETHS Ha MargeOypruro mi Kamenen-Ilomonbckoro, mpemocTaBiIeHHAS
Bo BpeMeHa Bemkoro Kmspkectsa JlutoBckoro (B 1374 1.). 3HaumtenmsHO Ooiee
HHTCHCUBHO HEMENKOE MPAaBO CTAJO0 PACHPOCTIPAHATHCS B IEHTPAIBHON M BOCTOYHOI
gacTax Ykpaunsl ¢ XV Bexa (Kpemenen, XXutomup, Kues, Koseins, Ilepescrnas, Yurupus,
Kanes). Ipyrum ropogam (Crapoay0y, Hexuny, UepHHIOBY) OHO OBLIO IPEJOCTABICHO
TOJIbKO B mepBoii nmojosuHe XVII Beka.

XpoHonorudeckuil aHaau3 MO3BOJIET BCe TOpoja MaraeOyprckoro mpasa B YKpauHe
pazmemuTts Ha Tpu  Kateropun. K TepBoil oTHOcATCA TOpoAa TNPEUMYIIECTBEHHO
IIpaBoOepexHolt YKpauHbI, KOTOpbIE MOJYyYHJIM TaKO€ MPaBO OT JIMTOBCKUX KH3ei,
MOJILCKUX M BEHTEPCKUX Koposieil. Bo BTOpYyIO KaTteropuio BXOJMIM TOPOJa, KOTOpbIE
MOJyYMJIM TPUBWIETUIO Ha YCTPOMCTBO IO HEMELUKOMY TMpaBy OT HX BJaJejblLeEB
(nampumep, ropoaa Jloxsuua, JIyGusl, [Tupstun, [punyku nosyunmu ero B XVI cT. oT
KHs3e BumiHeBelkux), KOTopoe MODIO OBITb HM3MEHEHO WM oTMeHeHo. K Tperbeit
KaTerOpHU TPHHAIC)KATIA TOpOoJa, KOTOPBIM MaraeOyprckoe IpaBo OBUIO  JaHO
rpaMoTaMy IeTMaHOB IOCJe NPUCOEAMHEHNs YKpauHbl K MOCKOBCKOMY TroCyaapcTBy (B
1752 r. TonraBe Takoe mpaBo ObLIO MmojapeHo retManoMm K. Pazymosckum). Jlo KoHIa
XVIII Beka wMarneOyprckoe TMpaBo TOJYYHJIM TMOYTA Bce ropoja JleBoOepexxHou
Ykpausbl. ['paMOTBl Te€TMaHOB MNPEUMYINECTBEHHO IOATBEPKAAIM IIpaBa TOPOJOB
VYKpauHBI Ha caMOyHIpaBJieHHE, KOTOPOES OHHM ITOJIyUHIIH, HAXOICH eIIE IO JNTOBCKAM H
MIOJIbCKUM TOCIIOJCTBOM.

12 Tpymescrkuii M. Icropis Ykpainu-Pyci: 8 11 1./ M. [pymescskuii. — K. : Haykosa aymxa, 1991. — T. 5. —
C.225, 227, 11.

13S{pquyK B. bonmapuyk f. Marnebyp3bke npaBo B OcTpo3i: €Bpomeiichki Tpaauii B ykpaiHCbKoMy . — P esxim
nocrymy: http://Ammw.day .kiev.ua/27245/. — Hasea 3 ekpany.- C.120.
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Hcxons u3 cratyca, yuéHble BBIICIAIOT JBE IPYMIIBI MaraeOyprcKuX ropoJioB: Topojaa
C TOJIHBIM MaraeOyprcKkuM mpaBoM — Maructparckue ropona (JIeBoB, Kamenern, Kues),
rge  GOpPMHUPOBAINCHE TOPOJICKHE MPEACTABUTENILCKHE OpraHbl BIACTH — COBET C
OyproMUCTpOM M JlaBa C BOUTOM, YTO COCTaBILUIM MAarucIpar; ropoja ¢ MOJHBIM
Marae0yprcKuM MpaBoM — PaTyIIHbIE TOPO/a (BCe OCTANbHBIE).

Topoja ¢ mMarmeGypreckuM mpaBoM MOJydYaid CaMOYIPaBlieHue, Y10 (KaKk OTMEYEHO B
Marae0yprckoii rpamote JIbBOBA) 3HAYHMIIO HCKIFOYCHHE €r0 H3-TIOJ IOPHCIUKIMH BCEX
aJIMUHUCTPATUBHBIX U CYJIEOHBIX OPraHOB IrOCYyJapCTBa, €ro 00ILEro 3aKOHOAATEIbCTBA U
nepenaqy Moj pykoBOACTBO BoiTal4. Marne6yprekoe paBo periaMeHTHPOBANIO HOPAIOK
n30paHus TOpOJCKOi BiacTH, €€ (YHKIMH, OCHOBHBIE HOPMBI TPaXIAHCKOTO H
YTOJOBHOTO IpaBa, MpaBWia CyJONPOU3BOACTBA U HAJOTOOOJIOKEHUS, OIPEIEesiIo
JEATCIBHOCTh KyIECUECKHX OOBEAMHCHHHA, PEMECICHHBIX LEXOB, MOPSIOK TOPTOBIH H
TOMY oi00HOE.

Ilomyuyenue ropogaMu IpaBa CcaMOYIpAaBICHUS MpPEBpaLlAI0o HX HKHUTeJNeH B
3aMKHYTO€, KOPHOpPATHBHOE COOOIIECTBO. MEImAHCTBO BBIACIIUIOCH B OTICIHHYIO
OOIIECTBEHHYIO TPYIIy, KOTOpas HMMeJlda CBOW COCJOBHBIE OPTaHbI CaMOYyIpaBICHHS.
TakuM opraHoM B KPYNHBIX TOpojaxX OBIT BBIOOPHBIH TOPOJICKOH COBET (MarucTpar),
KOTOPBIA, KaK TIPaBWJIO, COCTOSI M3 BOHTa (BO3IIABILIONIETO MAarucTpar), ero
MTOMOIMHUKOB (OyproMHCTPOB) M JABYX KOJUIETHH — COBeTa (WICHOB MAarmcIparta,
paTMaHOB, COBETHMKOB) M JaBbl (JIABHUKOB, 3acemartesieil). Maructpar wusbupasics
TOPOJICKHM HaceleHWeM (MHOTZa BOWT HasHA4yaiCcs TOCYNApCTBEHHON BIACTHIO).
KommgecTBo 4wieHOB MarmcTpaTa B 3aBHCHMOCTH OT pa3Mepa ropoja kojebanocs ot 6 10
24 mmn. W3 cBoero cocraBa UJEHBl Marmcrpata H30Mpamm OyproMmucTpa, KOTOPBIH
IpeJiceNIaTeIbCTBOBAI HA 3aCEJaHUU COBETA.

BrI16OpBEI OCYLIECTBISINCH €XETOJHO B 3apaHee ONIpENeN¢HHBIM AeHb. B BbIOOpax
y49acTBOBAIM BCE MeEIIaHe ropoja. i 4jIeHOB TOPOJCKOTO CaMOYIIPABICHUS B Pa3HBIX
ropoJax yCTaHABIMBAJCS BO3pacTHOH meH3 — oT 25 mo 70 net. TpeOoBaHus K KaHIMIATAM
B OpraHel TOPOJCKOTO CaMOYIMpPABICHUS KACAIUCh 3aXXKUTOUYHOCTH («U3 MeIaH
3HATHBIX..., HE U3JIHUIIHE OOTaThIX... U HE OYEHb CKYIHBIX»), OCEMIOCTH («IOMa BCeTaa
KHUTBY), JUYHBIX  KauecTB  (CIOCTOSIHHBIX,  COBECTIMBBIX,  PacCCyAUTEIbHBIX,
JOOPOHPABHBIX M TJ€ MOTYT OBITh yYE€HBIX.., HE POCTOBUIMKOBY»), TPAKIAHCTBA («HE
MHOBEPHBIX M HE HHOCTPAHHLIX)'® 1 ToMy momo6HOE.

IIpakTnuecku, 0AHO U3 IIABHBIX MTOJIOKEHUH MaraeOyprecKoro npasa o0 TOJ0BOM CPOKE
npeObIBaHUs B COCTaBE COBETa B YKPAaMHCKUX ropojax He cobmopanochk. Ha gomkHoCTH
TOPOJCKUX TPAaBHUTEJILCTBCHHBIX YHHOBHHKOB IIOMAJAM caMble Ooratble IKHTENH,
MMO3TOMY B COCTaBE COBETa OBUIM NPEJCTABUTCIM OJHUX M TeX ke OoraTeix cemeil B
TCUCHHE JECATKOB JIET. 3JOYNOTPeOJCHUs BIACTBIO B BHJAC DPA3NMYHBIX HapYIICHHH,
MIPUTECHEHUH U BBEJEHUS OTPAHMYEHHUH BBI3BIBAIM BO3MYIIEHHE CO CTOPOHBI MELIaH U
4acTO NPHUBOJMIM K BOOPY>XEHHBIM CTOJIKHOBEHHMSM M BOCCTAaHUSIM HPOTHB CTapOCT U
BoeBoJ (Hampumep, B Uepkaccax u Kanee B 1536 rony, B Bunnunie n bpamyase B 1541
rogy). B Takux ciyudasx, B OTIEJIbHBIX TIOpPOJAX CO3JABAINCh YUYPEXKICHUSA C
KOHTPOJBHBIMA ~ QyHKIusMHu. Hampumep, cormacHo mnpuBmiernn xopoist Credana

1 Tpymerchkuit M. Icropist Ypainu-Pyci: B 11 1./ M. Ipymerckuii. — K.: Haykosa aymka, 1991. —T. 5.— C.232.

!5 Msmruenko B. A. Hapucu cycrinbHo-onituusoro ycrporo Jliso6epexuoi Yipainu kinms XVII — mouatky
XVIII ct. — K.: BHO-BO AkazeMii Hayk Ykpaincekoi PCP, 1959. — C. 284.
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Batopus B 1577 1. Bo JIpBOBe ObLTa O0Opa3oBaHHa «koyuleTHS 40 Myxei», KyJa BXOIUIH
HATOJOBHHY KYMIBl U PEMECICHHUKH, KOTOPBIX N30Upam Moxu3HeHHO. be3 eé cormacus
MarucTpaT He UMell [IpaBa MPOBOAUTH KaKue-TMOO OMepalny ¢ HaJloTaMU U PacxoJaMHu.

B nauane BBeaeHHs HOPM MaraeOyprckoro mpaBa UMM MOTJM MOJIb30BATHCS TOJBKO
PHUMO-KaTOJMKH, MOCKOJBbKY YKPAaWHCKOE MPAaBOCIaBHOE HacelieHHe ObUI0 OTCTPaHEHO OT
y4acTis B opraHax camoympasinenus roponosl®. Bo JIesose, JporoGerde, Ilepempbliie,
Kamenke u npyrux ropojax mpaBocCiiaBHbIE YKpPauHIbI JOJDKHBI ObUIM MPOKUBATh TOJBKO
B OJHOI yYacTH ropoja, Bce MeEIIaHe-yKpauHIbl HE MMEJH NpaBa y4yacTBOBAThb B JKU3HHU
ropoja mo wmargeOyprckomy mnpaBy. OOpaleHue JBBOBCKMX MeEIAaH ¢ XaloOoi Ha
HallMOHAJbHbIE W PEJIMIHO3HbIE TOHEHHs K Kopomo CHUTH3MYyHIy 3TOTO IOJIOXKEHUS
Bellel He M3MEHWIO, KOPOJIEBCKash IpaMOTa OCTABWJIA BCE MPEIbIAYIIUE MPUTECHEHUS
YKPaWHCKOTO HaCeJeHUs B CHie. B To ke BpeMs, OBIIM MHBIC TPEICICHTHI, B YACTHOCTU B
Kuese B 1506 T., xoTma KHEBCKHE MeIIaHe AOOWIMCH OTMEHBI mTpada 3a 3a)KUraHue
HOYbIO CBEY.

B magame XIX cT. MarmeOyprckoe mpaBO MPakTHYECKA TPEKPATHIO CBOE
cymectBoBaHue. OpHako, BHOCS  OIpeElENEHHbIE YepThl  3alaJHOEBPOIEIHCKOro
TOPOJACKOTO YyKJIaJa B OPraHU3allMI0O CaMOYIPaBJICHUsS YKPaMHCKUX TOPOJOB, JaHHOE
MPaBO CTAJI0 OJITHAM M3 BaXKHBIX (pakTopoB cOMMKEHMs YKpanHbl ¢ 3anaaHoi EBpormoii.

5. BBIBOJbI

PetpocniekTuBHBIA ~ aHamM3  MOKa3bIBAaeT, YTO  MHCTATYT  y4YacTUs  YJICHOB
TEpPUTOPHUATBHON OOLIMHBI B PEUICHHHM BOMNPOCOB MECTHOTO 3HAYEHHUS] NpEICTaBIsIeT
co00il onpenenéHHYI0 CHCTEMY, SBISIFONIYIOCS COBOKYITHOCTBIO OpPraHH3alUOHHBIX GOpM
1 UHCTUTYTOB HPSIMOTO CaMOYIIPABJIEHUs, C IOMOILBIO KOTOPBIX PeaIu3yI0TCs IPUHIUITBI
n  (GYHKIMH MECTHOTO caMOympaBieHHs. Takas JACATCIBHOCTh JOJDKHA  OBITh
OpTaHU3AIIMOHHO o0ecledeHa KOMIUICKCOM METOJIOB U Mep KacaTelbHO B3aWMOICHCTBUS
YJICHOB TEPPHUTOPHAIBHON OOMIMHBI MeXIy co00H, a Takke C OpraHaMH MECTHOTO
caMOYIIpaBJIeHUs] U MECTHBIMU OpraHaMH HCIOJHUTEIbHOH BJIACTU B MPOLIECCE PEILEHUs
BOIIPOCOB MECTHOrO 3HaueHus. Kpome Toro, takoe yudactue BO3MOSKHO IPHU YCJIOBUHU
HOPMATHBHOTO  3aKpeIUIeHWs YETKO OYEepUYCHHBIX OpPraHM3alMOHHBIX (GopM Ha
3aKOHOJATEIbHOM YPOBHE, HAJEJIEHUS MECTHBIX OPTaHOB BJACTH COOTBETCTBYIOIIMMH
MIOJIHOMOYMSIMU OTHOCHUTENILHO NPUBJICYEHHS HACEICHUS K HEIIOCPEACTBEHHOMY yYaCTHIO
B Mpoleccax MECTHOM AEMOKpaTUu.
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DEVELOPMENT OF THE POPULATION PARTICIPATION FORMS
IN DECISION MAKING ISSUES OF THE LOCAL CHARACTER:
RETROSPECTIVE ANALYSIS

The article deals with the analysis of modern and formed earlier tendencies as to popu-
lation participation in decision making issues of the local character. The essence and peculi-
arities of the territorial community as a subject of local self-government in accordance with
Ukrainian legislation are considered, the main substantive aspects of local self-government
in relation to this study are distinguished. The analysis of the evolution of the social trans-
formations at the local government level allows to make conclusions that the ideas and prac-
tice of self-government occurred in ancient history (before statehood), the predominant
forms of which were the people's assembly and the councils of elders, which received the
status of the permanent government bodies. The peculiarities of the Veche (popular assem-
bly) democracy in Ukraine are considered. The peculiarities of the convocation, holding
Veche and decision-making are shown. The reasons for the rapid spread of the M agdeburg
Law in the territory of Ukraine are distinguished. The chronological analysis of the Magde-
burg Law, which allowed the Ukrainian cities to identify three categories of such cities, as
well as separate cities depending on their status, is made. The peculiarities of urban self-
government on the Magdeburg Law are represented. The analysis, made in the article, al-
lows to conclude of the formation of the institute community members' participation in the
structure of local self-government in decision making of issues of local significance as a
system, which is a combination of organizational forms and institutions of direct self-
government that help implement the principles and functions of local self-government.

Keywords: local self-government, historical analysis, power, administration organs, the
Veche, the Magdeburg law, the participation of inhabitants.
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IMPROVING LABOR MARKET ASA STRATEGIC
FACTOR IN ECONOMIC GROWTH

The article focuses on the labor market of the Wleand the meaning of human re-
sources for economic growth.

The article deals with the effect of unemploymevttich in the Ukraine is not only part
of the market economy, but also the result of djgepblitical and economic factors. The
article deals with the content of research laborketaon the brink of social, economic and
psychological aspects. Proposed methodology whiliedd to determine the emotional
state of the individual and the model of monetaxip on the coverage of mental and emo-
tional mood of social groups or society as a whaélih increasing polarization in society is
an urgent social justice and protection of the patnn and the demand for labor as the
main source of income is the primary desire and gba time. According to the duality
theory of mathematical programming (as a way oémeihg the relationship between em-
ployers and workers), improving the labor markea ipriority task, because according to
parameters of official salary and assessment degsmnal knowledge and skills mathe-
matical problem has not the solution, has no compmints. Therefore the national econo-
my should be developed according to economic lawspite of existing imbalances in the
national economy, the people of the Ukraine desadequate assessment of their
knowledge and skills and, therefore, have posgibit exercise their moral and material
needs. Proved that the most important measureocidlseconomic policy of Ukraine is the
formation of a qualitatively new economy, the basfisvhich is the humane, rational, effi-
cient use of labor resources.

Keywords: economics, increase, labour force, duality theory.

RAISING THE QUESTION

Economic growth is the main indicator of developtremd prosperity of any country,
one of the chief macroeconomic objectives. It se@sial to achieve accelerated growth of
national income compared to the amount of popuiatio

Socio-labour relations are the cornerstone of titeeesystem of relations in the soci-
ety. Improving utilization of human resources issthtegic importance for further devel-
opment of the global and national economies.

The labour market is the most difficult elementted market economy, which not only
links the interests of workers and employers it@for the services provided and work-
ing conditions, but also shows the socio-econorhamges. The labour market performs
both general and specific functions, presents trestation between supply and demand
of labour force and reflects current state of affai the industry.

! Associate professor of the Department of Econd®yisernetics, Faculty of Computer Sciences and Homo
Cybernetics, National University of Life and Enviroental Sciences of Ukraine, Kyiv, Heroiv Oborory.,S
10a, Room 112, e-mail: poprozman@ukr.net
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Thus, the concept of human development is basedadnility to make social progress
equal to growing income: economy exists for peaptivelopment, and not vice versa

The aim of the article is to study the problem$ooiation of the national labour mar-
ket and of harmonization of socio-labour relations.

ANALYSISOF RECENT RESEARCH AND PUBLICATIONS

The issue of labour force has always been of gnéatest among national and foreign
scientists. The following researchers paid theterdaion to this problem: S. Bandur,
V. Geyets, V. Inozemtsev, V. Goyko, A. Klepach,Kalot, Yu.Krasnov, B. Danylyshyn,
L. Pashko, B. Bilobrova, V. Vasylchenko, S. ZlupkB, Paskhaver, D. Bogynya,
V. Kutsenko, L. Semiv, E. Libanova, S. Pyrozhkdvdetrova and others.

However, despite the significant achievements @rdists in the study of this topic, it
still requires further research because of itseawmér complexity.

UNSOLVED ASPECTSOF THE PROBLEM

The twenty-first century is the century of the imf@tion society, which implies in-
creasing importance of science, education, infoomatinnovative technologies, and
human intelligence in general that is highly maakét and, therefore, has a number of
specific properties. This non-material product tzea material basis of economic activity
and serves as an important factor for economic tirow

However, often the ideas generated in Ukraine ateout into practice in this country
and, therefore, benefit some other foreign econmsigad of the national one.

THE RESEARCH RESULTS

The state of socio-labour relations is influencgdhe unemployment rate, which is a
component of the market economy and is one ofétgative consequences. It should be
noted that the unemployment rate in the Ukrainkvger than in the European Union,
where in the T quarter of 2013 the average unemployment rate ataduto 11%, in
particular, in Greece and Spain — 27%, in Croatid Bortugal — 18%, Ireland — 14%,
Latvia — 129%. Youth unemployment is one of the most acute nwis| as its rate is the
highest as compared to the rate among other agpgralthough this is a global tendency
as well. Moreover, the process of employment ofngpspecialists requires significant
improvement.

High unemployment rate causes increased socio-etionstratification, lower in-
come, deskilling of the labour force, under-utitiza of manpower, which, in turn, means
a loss of potential production of goods and sesyigesychological trauma and social
conflicts. Vacant positions, existing along witheamployment, not only reflect under-
utilization of labour force, but also show irrat@rutilization of the main means of pro-
duction. There are numerous reasons that caussitilédion, among them low salaries for
these vacancies, poor working conditions, highrisity of work, imbalance between

2 The concept of humanitarian development of Ukrdarethe period until 2020 (2011), available attpkt
/ldocs.google/ com/viewe?url=http //www.kulturaualimages/doks/koncepciya_hum_rozvytku.pdf.

3 M.V. LazebnaQuality of employment of people should be in ttst filace “Rynok pratsi ta zajniatist' nase-
lennia” 2013/3, p. 3.
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demand and supply of jobs, which results in sigaiit economic and social distortions
and losses

The complex study of economic, social and psychobd@spects of the labour market
is extremely important and topical.

When making effective decisions agents of the miagkenomy pay more and more
attention to the emotional component of an indigidwhich sometimes can form the
opinion of not only a separate specialist, but oédain social group.

Mental and emotional aspects and their impact bauaproductivity are investigated
by many scientists, including V. Vitlinskjywho indicates the existence of problems
related to internal and external adjustments oividdals to risks.

Thus, external adjustment to risk (introversioslin an attempt to modify external
conditions, whilst internal adjustment to risk f@xtersion) is characteristic of those indi-
viduals, who do not believe in control over extériecumstances or in the possibility to
influence them.

Stress caused by unemployment can result in @fi$és (it has been proved that eve-
ryone has a predisposition to it), but attitudehis situation varies depending on individ-
ual, inherited or acquired, internal resoufces

Psychological tests show that the level of stressed by a job loss is the same as the
level of stress caused by the death of a dear plerso

This approach helps to distinguish a vector ofvilial condition, which provides
quantitative assessment of the state of an ind@igua given period of time defined by a
new event that changes the coordinates of the rvecto

The vector of individual condition (VIC) containalues of emotional and rational in-
dividual experience. Coordinates of the vectorraedements that show positive emotions
at this exact moment (or those saved in memanyglements that denote negative emo-
tions, p element that stands for rationality correspondmghe existing practical experi-
ence about a changing event analement that defines theoretical knowledge of this
individuaP.

Thus, the vector of individual condition of a persaking a decision is as follows:

VIC = (€01, &2 +++s G o1y Ep20--+1 Eomy Er En),

where the firsin elements of the vector and the last two elemexks values 0 or 1
depending on the availability of this emotion nowim memory, the followingn ele-
ments may take values 0, -1, -2, depending on ¢lgges of negative emotions. The dif-

4 A.M. Kolot, Sotsial'no-trudova sfera: stan vidnosyn, novi vigkltendentsii rozvytkiSocio-labour sector: the
state of relations, challenges and trends], Kyid¥atsional'nyj ekonomichnyy universytet im. V.Heéna,
Kyiv 2010,p. 45; L.M. Yemel'ianenk&otsial'no-ekonomichni dominanty liuds'koho i tekbhichnoho roz-
vytku Ukrainy[Social and economic dominants of human and tdolgizal development of Ukraine], NAN
Ukrainy, Kyiv 2009, p. 34.

V.V. Vitlins'kyj, P.l. Verchenko,Analiz, modeliuvannia ta upravlinnia ekonomichnyyaykom[Analysis,
modelling and management of economic risk], KNElivk000, p. 12.

T.M. Tytarenko,Zhyttievyj svit osobystosti u mezhakh i za mezHaudgnnostiThe life of an individual
within and beyond ordinary], Lybid’, Kyiv 2003, p6.

" I.M. Liashenko, I.M. Korobova, I.A. Horitsyndlodeliuvannia ekonomichnykh, ekolohichnykh i stisikh
protsesiv[Modelling of economic, environmental and sociabgesses], Vydavnycho-polihrafichnyj tsentr
,Kyivs'kyj universytet”, Kyiv 2010, p. 163.

N.V. Apatova,Formation of the vector of individual condition afi economic agent'Sbornik nauchnikh
trudov V Mezhdunarodnoj shkoly-simpoziuma AMUR” 20TNU im. V.l.Vernadskogo, Ukraine, p. 16.
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ference in the range of positive and negative emetican be even larger, which is ex-
plained by the fact that negative emotions arengeo and stay for a longer period of time
in the memory of an individual. Leading psycholégistate that negative emotions re-
main in the memory 3-4 times longer that the pesitines (ratio 80/20).

The methodology shows that the sum of coordinateseovector of individual condi-
tion is the actual state of an individual at a givmoment of time. It is obvious that as
soon as an individual receives new external sigrihks quantitative assessment of the
vector will change and will serve as the charasties of the individual under given cir-
cumstances for the corresponding period of time.

It should be mentioned that the psycho-emotionatesof the population is always
taken into account when creating the model of cunygpanic.

Panic is characterized as an avalanche, chain ggobesocio-economic terms this ef-
fect on population can be caused by exchange padigrtising, sales, state of affairs at
the real estate market or market of precious med#dstions, revolutions etc.

As for the model of currency panic, let us assuna¢ the amount of money owners is
big. We can say that people willing to change tlmnay to currency are ‘contaminated’
with a panic virus, if they communicate their desio exchange money to other money
owners who can be ‘contaminated’ or ‘uncontaminafEde downside of this approach is
multiple records of people who were ‘contaminateel/eral times because they got mes-
sages from other individuals at the same time

This approach provides an opportunity to efficigrtéckle the issue of mood changes
in the social groups, relieve social tension of plo@ulation and achieve harmonious mi-
croclimate in the company. It will not only improtlee quality of decision-making, but
also will affect moral satisfaction the employeessaive from their work, and hence in-
crease productivity and allow performing more aateirsocio-economic forecasts for
growth and development of the economic system.

Work is considered to be ideal when it brings marad material fulfilment of human
needs, but if it doesn't, it can cause discomfdepression or social tension among the
staff or the society as a whole. It should be naled the issue of harmonization of rela-
tions between employers and workers is the mo#§tudiif issue at the labour market and
in the society in general.

From 2001 to 2012 the number of religious orgaiizret increased from 24311 to
34586, in addition, there were approximately 19mdegistered religious organizatidfis
Respect and tolerance serve as the basis for healtoclimate and diligent attitude to
work. However, there is a thought that the amotisiuch organisations is also dependent
on the socio-economic decrease of living standards.

Key aspects of quality of life include economicgisdy political, demographic and in-
tellectual development of the country.

Rising unemployment makes the poverty issue moueaand, therefore, the role of
social policy as a set of social and economic #igs/aimed at overall development of

9 T.S. Klebanova, N.A. Dubrovina, 0.J. Poljakovapdelirovanie jekonomicheskoj dinamivodelling of
economic dynamics], 2 ed., Izdatel'skij dom ,INZKJeKharkiv 2005, p. 35.

10 statistical Yearbook of Ukraine for 201Ryiv 2013, p. 56.
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people and insuring appropriate quality of lifeciabjustice and protection significantly
increases.

Human development is treated as a criterion ofaqebgress, as a means of increas-
ing income, and is valuable only then when it seatipacts people's welfare

The demand for labour as the chief source of incamethe labour supply affect the
amount of income received as wages or salariesh&onain issue under discussion be-
tween a worker and an employer is a price for sameunt of work to be done. This
price defines both themcomethe worker will obtain and theostthe employer will pay
for the work.

Such duality can also be observed in the factahzgrson is ananufacturerof all ma-
terial goods and services and simultaneoustomsumerof these goods and services.
Depending on the above given definitions, it carstaged that humanization should be the
basis for labour relations, but in fact it is notays so.

Using the duality theory (the relations betweenkeos and employers are of dual na-
ture) allows to produce the following mathematigkta

Z =CX +CX, + X +...+C X, — max
3y, tapX, tagX, to.taX, sb
Ay X A%, T AX +..+ 3, X, <D, 1)
a X ta, X, +a . X +..+a X, b,

X;20,j =12n,

wherex; ,— amount of the work of i-type done, units;

¢1..n— Wage/salary for the completed amount of worktgpe, currency units;
a; — time for completing the work of i-type, hours;

b — total amount of time for completing the work df/pe, hours.

Let us consider another task. Let us suppose hieae tis an employer that wants to
hire manpower for satisfying the needs of his gmise and who has a sufficient amount
of material resources and money. Both the emplay&r the worker face the question
about the amount of money the employer is williagpay and the worker wants to obtain.
If we denote the price of a corresponding labout asy;, then the employer's task is to
minimize costs for engaging manpower. However egiimployee will agree to perform the
task only if the amount of money received for cergyout professional activities is not

1 0.V. Zhadan Sotsial'no-trudovi vidnosyny v umovakh hlobaliatsioriia i praktyka derzhavnoho rehuliu-
vannia[Socio-labour relations in the context of globatian: theory and practice of state regulation]tshtm-
al'na akademija derzhavnoho upravlinnja pry Prezymlé Ukrainy, Kharkivs'kyj rehional'nyj instytutedz-
havnoho upravlinnia, Kharkiv 2012, p. 35.

12 E.M. Libanova, E.M. PalijRynok pratsi ta sotsial'nyj zakhyfsabour market and social security], Osnovy,

Kyiv 2004, p. 11.
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less than the amount of the expected income gadigeuburly work or/and running own
business. The mathematical form of this problenkdoms follows:

W= b.l.yl +b2y2 +b3y3 +"'+bmym - min
1Y tayuY, tagYs tetayy, 26 2
A,Y1 T &Y, Ay et &Y 26,

ainyl +a2ny2 +a3ny3 +"'+amnym 2 Cn
y, 20,i =1,2,m,

where vyis the price for performing the work of i-type, cemcy units.

These two tasks are well known and paradigmaticclearly reflect the meaning and
esszlr;ce of the employee's wage/salary regardlesedbrm of the employer’'s enter-
prise”.

Task 2 is double (dual) or conjugated to Task lickwlis called straight, starting or
given to Task 2.

The connection between the starting and dual tiesksn the fact that the solution of
one of these tasks can be obtained from the salofi@another one.

A well developed tool for mathematical programmiadpws using computational
procedures not only to elaborate the best planalag to make some meaningful eco-
nomic conclusions based on the properties of tlaé taisk.

The average wage under current conditions doematith moral or material expecta-
tions of employees. It is well known that the amoofone’s wage in the Ukraine is the
lowest in Europe. The share of wages in operatioggscper unit of output is also low and
does not meet the established European standardgnkral, this rate in the industry of
Ukraine is slightly higher than 9%, which is thitéaes lower than in the industries of the
European countries. It is also appropriate to tiode inter-sectoral wage differentiation —
up to 5.5 times — is unreasonable and contradigtptinciple of compliance of an em-
ployee’s wages with the level of his qualifications

CONCLUSIONSAND PROSPECTSFOR FURTHER RESEARCH IN THE FIELD

The main functions of the state social policy dgramisis are distributive and protec-
tive ones, i.e. they should guarantee a set ofnizgtional legal and economic measures
aimed at ensuring the well-being of every membehefsociety under specific economic
conditions.

According to recent research, wages as the maimpeonent of labour income does not
perform its essential functions, including insursagial security, as it remains very low.

Only sustainable economic growth can reduce povétbywever, poverty that results
in primitive culture, poor education, training aitidhealth is a barrier to growth, espe-

3 Matematicheskie metody optimizacii i jekonomichieskeorija [Mathematical methods of optimization and
economic theory], translated by G.I. Zhukova, A<d'man, Ajris-press, Moscow 2002, p. 15.
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cially during the formation of a qualitatively nes¢onomy based on a humane, rational
and efficient use of labour forces.

REFERENCES

[1] The concept of humanitarian development of Ukr&inehe period until 202@011, available
at: https /ldocs.google/ com/viewe?url=http [lnwantira.pl.ua/images/doks/
koncepciya_hum_rozvytku.pdf.

[2] Lazebna M.V.Quality of employment of people should be in tist filace “Rynok pratsi ta
zajniatist' naselennia”, 2013/3, p. 3.

[3] \Vitlins'kyj V.V., Verchenko P.l., Analiz, modeliuvannia ta upravlinnia ekonomichnym
ryzykom[Analysis, modelling and management of econonsik]fiKNEU, Kyiv 2000.

[4] Tytarenko T.M. ,Zhyttievyj svit osobystosti u mezhakh i za mezHardgnnost[The life of
an individual within and beyond ordinary], Lybidyiv 2003.

[5] Apatova N.V.Formation of the vector of individual conditionari economic agentSbornik
nauchnikh trudov V Mezhdunarodnoj shkoly-simpoziumdUR” 2011, TNU im.
V.l.Vernadskogo, Ukraine, p. 16.

[6] Kolot A.M., Sotsial'no-trudova sfera: stan vidnosyn, novi Wklytendentsii rozvytkiBocio-
labour sector: the state of relations, challengesl &rends], Kyivs'kyj Natsional'nyj
ekonomichnyy universytet im. V.Het'mana, Kyiv 2010.

[7]1 Yemelianenko L.M., Sotsial'no-ekonomichni dominanty liuds'koho i tekbhichnoho
rozvytku Ukrainy{Social and economic dominants of human and tdolgizal development
of Ukraine], NAN Ukrainy, Kyiv 2009.

[8] Statistical Yearbook of Ukraine for 201Ryiv 2013.

[9] Zhadan O.V.Sotsial'no-trudovi vidnosyny v umovakh hlobalizatsioriia i praktyka derz-
havnoho rehuliuvannigSocio-labour relations in the context of globatinn: theory and
practice of state regulation], Natsional'na akagemerzhavnoho upravlinnja pry Prezyden-
tovi Ukrainy, Kharkivs'kyj rehional'nyj instytut deghavnoho upravlinnia, Kharkiv 2012.

[10] Balanda A.L.,Sotsial'ni determinanty natsional'noi bezpeky UkydiSocial determinants of
national security of Ukraine], Instytut demohraéiisotsial'nykh doslidzhen’, Kyiv 2008.

[11] Matematicheskie metody optimizacii i jekonomichjgskeorija [Mathematical methods of
optimization and economic theory], translated by. Ghukova, F.Ja. Kel'man, Ajris-press,
Moscow 2002.

[12] Honcharov V.M., Riabokon’ M.V., Pozhydaiev A.Ye.Mekhanizm derzhavnoho
rehuliuvannia sotsial'no-trudovykh vidnosjMechanism of state regulation of socio-labour
relations], Noulidzh, Luhans’k 2012.

[13] Libanova E.M., Palij E.M.Rynok pratsi ta sotsial'nyj zakhygtabour market and social
security], Osnovy, Kyiv 2004.

[14] Liashenko I.M., Korobova I|.M., Horitsyna I.A.,Modeliuvannia ekonomichnykh,
ekolohichnykh i sotsial'nykh protsegModelling of economic, environmental and sociedp
cesses], Vydavnycho-polihrafichnyj tsentr ,Kyivg'kyiversytet”, Kyiv 2010.

[15] Klebanova T.S., Dubrovina N.A., Poljakova O.JMgdelirovanie jekonomicheskoj dinamiki
[Modelling of economic dynamics]"@ed., Izdatel'skij dom ,INZhJeK”, Kharkiv 2005.

COBEPIIEHCTBOBAHUE ®YHKIIUOHUPOBAHMUA PBIHKA TPYJJA KAK
CTPATEIT'MTYECKOI'O ®AKTOPA DKOHOMHUYECKOI'O POCTA

B crarbe akieHTHpyeTCs BHUMaHME Ha PbIHKE TpyJa YKpauHBI, 3HAYEHHU TPYIOBBIX
pecypcoB Ul 3KOHOMHUYECKOTO POCTa.

Hccnenosano BiusHHE 6e3paboTHIBI, KOTOpas B YKpaWHE SBISETCS HE TONBKO
COCTaBJISIONIEH PHIHOYHON SKOHOMHKH, HO U PE3yJIETaTOM BIIMSHUS OCOOBIX MOJUTHIECKHX



116 N.V. Poprozman

W DKOHOMHYECKUX (hakTopoB. PackprIBaeTcsl coepikaHue MCCIEJOBaHUHA pHIHKA Tpyna Ha
rpaHd COLUAIbHBIX, JKOHOMUYECKUX M IICHXOJIOTUYECKHX aclekToB. Mcnonb3oBaHa
METOJIMKA MO ONpPEAENEHUIO ICUXOIMOLMOHATBHOTO COCTOSHHS OTIENbHOH JIMYHOCTH H
MOZENb BaTIOTHOM MAHUKM, TI0 OCBEIIEHHIO MCHXO3MOIMOHAIBHOTO HACTPOEHHS
COIMANIBHON TPYIMBI MM 00miecTBa B LenoM. IIpu ycunenun monspusanuu B oOLIECTBE
CTaHOBHTCS HACYIIHON CIIPaBENIMBOCTD M 3aIIUIIEHHOCTh HACEIEHHMs, a CIIPOC Ha TPYJ Kak
OCHOBHOM HCTOYHUK JIOXOJOB SIBIICTCA IEPBOOYEPEAHBIM IKEIAHUEM M  3ajadei
OJHOBPEMEHHO.  YCTaHOBJIGHO, 4YTO  COIJIACHO  TCOPUU  JBOMCTBEHHOCTH IO
MaTeMaTHIeCKOMY IpOTrpaMMHPOBAHUIO, Kak croco0a ypaBHOBENIMBAaHUS OTHOIICHHI
MeXay paboromateneM M pPabOTHHKOM, COBEpIICHCTBOBAHHS PBIHKA Tpyla SBISETCS
MepBOOYEPEIHOM, TaK MaTeMaTH4eCKd 3ajada COIJIACHO IOoKazaTenel OQHUIHaIbHON
3apabOoTHOI! MIaThl U OLEHKU MPO(ECCHOHANBHBIX 3HAHUN U YMEHHI HE UMEeT PeIICHNs, He
uMeeT oOmux Touek. CleqoBaTelbHO HAI[MOHAIbHAS SKOHOMHUKA JOJDKHA PAa3sBUBATHCA
COTJIaCHO 3KOHOMUYECKHX 3aKOHOB, HECMOTPS Ha YTO MPOCMATPUBAIOTCS JUCIPONOPIUHU B
HALlMOHAJILHOM DKOHOMHKE, YTO HACEJICHUE YKpauHBI 3aCIYKUBACT aJCKBATHOM OLIEHKH
CBOUX 3HAHUHI U yMEHMH, U, COOTBETCTBEHHO, UMETh BO3MOXKHOCTh PEalIN30BbIBATH CBOU
MOpaJbHBIE M MaTepHaJbHBIE MOTPEeOHOCTH, J[0Ka3aHO, YTO BaKHBIM CTPATETHUECKUM
MEPOIPHUITHEM COLHAITEHO YKOHOMHYECKOH MONUTHKU YKpauHBI SBIsIETCs (POPMUPOBAHHE
KayeCTBEHHO HOBOM 3KOHOMHKH, OCHOBOH KOTOPOH SBII€TCA 'yMaHHOE, pallMOHAJIBHOE,
3¢ }eKTHBHOE HCIOIb30BaHUE TPYJOBBIX PECYPCOB.
KnroueBble c10Ba; 5KOHOMUKA, POCT, TPYAOBBIE PECYPCHI, TEOPUS JBOHCTBEHHOCTH
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YYACTHUE TEPPUTOPHUAJIBHON OBIIIUHBI
B MECTHOM ITIYBJIMYHOM YIIPABJIEHUMN:
HHPOBJIEMbBI U ITYTHU UX PEILNIEHUSA

B cratee paccmarpuBaroTcss mpoOJIeMbI HU3KOTO YPOBHS YYacTHs WICHOB CEJIbCKHX,
MOCETIKOBEIX, TOPOJACKHX TEPPHUTOPHAIBHEIX OOIMH B pENIEHNM BOIPOCOB MECTHOTO
3HaueHWs B YKpauHe U TPEMUIOKEHbl MyTH WX peleHus. Iloka3aHbl —IpOLECCh
UCTIOJIb30BAHKS Pa3JIMYHBIX MEXaHHM3MOB IPHUBICYEHHS TPaXAaH K YYacTHIO B MECTHOM
my OJIMYHOM YTIpaBJICHHMH B TOpoOJax YKpauHbl, OCHOBaHHbIE Ha M3y4YECHWH MHEHHS U
BBISIBJICHHH NP HOPUTETOB JUISl HACENCHHMsl KacaTelbHO MECTHOM JKH3HM My TEM HX ompoca U
NPOBENICHUS AHKETUPOBAHHS, OOBSABICHHS KOHKYPCOB M BBIIAYM TPAHTOB, y4YacTHsi B
IIporpamme pazsuruss OOH.AHammupyeTcs MOHATHE «COLMATHHOE Map THEP CTBO» MEKITY
Tep PUTOP UATBLHOM OOIMHON, MyHHIMNATbHBIME OpTaHaMU M OPTaHaMK TOCY Jap CTBEHHOI
BJIACTH,  IPEACTAaBHUTEISIMH  OW3HEC-CIPYKTYp, MNPEINPHATHIMHA  pasHeIX  (opM
cobcTBeHHOCTH.  ITOMYEPKHYTO, 4YTO  OTHOIICHUS MEXIY CyOBEKTaMH MECTHOTO
CaMOYIIPaBJICHUSI M TOCY Jap CTBEHHBIMH OPTaHAMH MOTYT OBbITh YPEryJupOBaHbI ITyTEM
nepeadyd TepPUTOpHAIbHEIM OOIMHAM OOJNBLIOT0 KOJIMYECTBA IIPAB M IIOJHOMOYHIA,
KOTOPBIMH BJIaJieeT rocynapcrBo. OmpemeneHo IpHOopHUTETHOE HaIp aBJICHHE COLMAIbHOTO
Hap THEPCTBA P E/CTABUTENBCKUX OPTAHOB TEPPUTOPHAIBHONW OOIIMHBI C JKHTEISIMH KaK
JESATebHOCTh OPTaHOB MECTHOTO CaMOYIIPaBJIEHHS B CTOPOHY OOECIEYEHHS MHTEPECOB M
HoTp eOHOCTEeH OOBIYHOTO YeIOBeKa, KOTOP bIi P 0XKMBAET Ha TEp P UTOP MU OOLINHBI.

Omnpepensiercss B&XKHOCT TaKOTO HAIpaBJICHHUS B3aHMOJEHCTBUS CyOBEKTOB B chepe
MECTHOTO ~CaMOYTIpaBJICHHsS, KOTOPOE OCYLIECTBISCTCS HA MApHUTETHOH OCHOBE ISt
BOBJICUCHUS HACENICHUs B TPOLECC OCYIIECTBICHHUS MECTHOTO Iy OJIMYHOTO yTpaBJICHHS B
Y CIOBUAX Peh)Op MUP OBaHHS MECTHOTO CaMOy IIpaBJIeHHs B Y KpauHe.

ITokazaHa 3HAYHUTEIHHOCTh WCIOIH30BAHMS OOIIECTBEHHBIX COBEIIATENLHBIX COBETOB
(KOMHTETOB) KaK HHCTPYMEHTa COTPY/JHHYECTBA IIPEACTABUTENCH TeppHUTOp HaTbHOM
OOILIMHBI U OPTaHOB MECTHOT'O CaMOYIIPaBJICHHS HA MOCTOSHHOM WM BpPEMEHHOHW OCHOBE.
BbinensitoTcss BONPOCHI, KOTOPBIMH JIOJDKHBI 33aHHMATbCSl IIOCTOSIHHBIE W BpPEMEHHbIE
OOIIECTBEHHBIE COBETHI, YTO MOXKET HWMETh 3HAa4eHWe /i1 MPaKTHIeCKOH pPaboTHI
OOIIECTBEHHOTO COBETA U NMOBJIMATEH Ha Pe3y IbTaTHBHOCTD €ro eI TeIbHOCTH.

OO0OCHOBBIBAETCS HEOOXOIUMOCTh MPOBEACHUS HMHCTUTY HIMOHAJIHHBIX HW3MEHEHHH B
OpraHax MECTHOTO CamOyIIpaBJICHHs M HOBBIICHNS YPOBHSA My HULMIAIBHOTO 00pa30BaHusA
JCITy TaTOB MECTHBIX COBETOB, NOJDKHOCTHBIX JIML MECTHOI'O CaMOYIIpaBJICHUS U I'paXIaH B
pamMKax pa3paboTaHHON OOIIEerocy JapCTBEHHOH MporpaMMbl 00pa3oBaHMS IO BOIpPOcaM
MECTHOTO caMoympaBlieHWH. Jlisi TpaxnaH Mpe;IaracTcs HCIOIb30BaHUE MECTHBIX

1
Vpuna lllymiseBa- KaHIMJAT HAyK II0 TOCYJAPCTBEHHOMY YIIPaBJICHUIO, JIOLECHT, JOLEHT Kadeapbl IpaBa U
eBpoTeiickoi nHTerparyn JIHeponeTpOBCKOr 0 PETHOHATBHOTO HHCTUTYTA FOCY JAPCTBEHHOTO YIIPABICHUS
HanonanbHO# akaieMUK o Cy JapCTBEHHOr 0 yipasiieHus pu [Ipesunente Y kpauntbl; COmmuna@yandex.ua
2 Lo
Omus JlucHeBckast - KaHIMAAT TTOJMTHYECKUX HAayK, NOLECHT Kadeaphl IpaBa ¥ €BPOIEHCKOIl HHTErpanuu

J{HEnp ONeTPOBCKOro pernoHATbHOr 0 HHCTUTYTA OCY AAPCTBEHHOT O yNpasnenns HaunonansHOH akaneMun
rocyaapCTBEeHHOTO yripasienus npu Ipesugente Ykpaunsr 0558855@mail.ru
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00pa3oBare’IbHBIX MPOTpaMM, OCHOBAHHBIX Ha MpHUHIMNAX I dep eHIMam 1 Tiep COHa-
JIM3aLHH.

KaroueBble cioBa: TeppuTOpHanbHas OOIIMHA, MECTHOE ITyOIMYHOE YIIpaBJICHHE,
MECTHOE CaMOYIIpaBJICHHE, y4acTHe >KUTEJNEeH, IpHBJICUCHHE HACEICHIs, pealn3aysl 1paBa
Ha MECTHOE caMoy IIp aBJICHHE.

1. BBEJIEHUE

MecTtHOE caMOyHpaBlCeHHE HE SBISETCS TOXKACCTBEHHBIM OOIECTBEHHOMY CaMOYIIpa-
BIICHUIO U, KaK JETUTUMHast )OpMa caM 0OpTaHU3aLNH MECTHBIX COOOIIECTB, XapaKTepU3y €Tcs
MTOJIMTHIECKAM, TPAXKJAHCKIM 1 IIPABOBBIM aCTIEKTAM 1, UM eeT MHCTUTYIHOHHY IO CTPYKTYPY,
TO €CTh SABIICTCS CHCTEMOH JesTeIbHOCTH MECTHBIX oOmmH B cdepe ympaBiIeHHS
00IIeCTBEHHBIMU M HEKOTOPBIMHU TOCYIapPCTBCHHBIMH JIETIAMH, aJalITUPYs UX K MECTHBIM
MOTPEeOHOCTAM U YCIIOBHSM XKHU3HHU HaceNeHUs. MecTHOe caMOoyIIpaBieHNe, KaK IepBUYHBINA
YPOBEHb Iy OIMYHON BIACTH M CHCTEMBI YIIPABJICHHUS B TOCYAapCTBE, B COBPEMEHHOM MUpeE
MIPU3HACTCS CIUHCTBEHHO BO3MOXHBIM JEMOKPATHIECKAM HWHCTHTYTOM YIIPABICHUS
MECTHBIM COOOIIECTBOM, KOTOPOE OMHPACTCS Ha MPAaBOBBIE HOPMBEI, a TAKXKE TPAIUINH,
00br4an 1 001IeCTBEHHOE MHEHNE UJIeHOB 00IMHEL. Takas popMa OCyIIecTBICHUS MECTHOH
BJIACTH HETIOCPEICTBEHHO MPUOIIMKEHA K KUTEIIM, UYTO Ja€T BOSMOXKHOCTh 00€CIIeunBaTh UX
MOTPeOHOCTH M HHTEPECHI, y4aCTBOBATh B PEIICHUU BOIIPOCOB MECTHOH JKU3HH.

B ycnoBusx pedopmMupoBaHHA MyOJMYHOTO YIpaBICHUS B YKpawHe OCOOEHHOTO
BHMMaHHs 3aCiy’KHUBaeT HEOOXOMMOCTb HCIOJB30BaHMS MOTECHIHANA CaMOOPraHH3aUN
HaceJeHUsI B MPOIECCEe PELICHUs MECTHBIX Ipobiem. HenoctatouHslil ypoBeHb y4acTus
HaceJICHUS B IPUHSATUH YIIPABJICHYECKUX PELICHHUI Ha JIOKAJIBHOM YPOBHE, 00y CIIOBICHHBIN
NPUYMHAMH OOBEKTHMBHOTO M CYyOBEKTHMBHOTO XapakTepa, aKTyaJM3UpyeT HpOBEICHHE
UCCIICIOBAHMH, ITOCBAIIEHHBIX TEOPETHYECKOMY OOOCHOBAHUIO HOBBIX HalpaBlICHHI
NIPUBJICYCHUS WICHOB TEPPUTOPUATEHON OOIIMHEI K MECTHOW Iy OJIMYHO JKH3HU, a TAKKe
pa3paboTKy Mep, HaNpaBlICHHBIX Ha IIOBBIICHUE POJM TEPPUTOPHAIBHON OOIIMHBI
B OCYIIECTBICHHH MECTHOTO CaMOYHPaBIICHUS.

B cBsi3u ¢ 3THM, 11€JIBIO CTATBU SBISETCS aHAM3 CYIHOCTH TEPPUTOPHAIHHBIX OOIIUH B
VYxpauHe, BBIICNICHHE HX CHENU()UISCKUX MPHU3HAKOB B 3aBUCHMOCTH OT OTIPEACIEHHOTO
YPOBHS, a TAKKE PaCCMOTPEHUE NMPOOIEMHBIX BOIPOCOB yUacTHs HACEICHUS B MECTHOM
CaMOYTIPaBJICHUN W BHECEHUS NPENIOKESHUH OTHOCHTENIHHO MOBHIIICHHUS YPOBHS yUaCTHS
HaCEeJICHUS B PEIICHIH BOIIPOCOB MECTHOTO 3HAYCHUS.

2. OBOBIIIEHME NOAXOJ0B OTHOCHUTEIbHO PEFAJIMBALIMN YJIEHAMU
TEPPUTOPUAJIbHOM OBIIUHBI IIPABA HA MECTHOE
CAMOYIIPABJIEHUE

MectHOE caMOyIpaBieHUe, KaK NePBUYHBIA yPOBEHb MyOJINYHON BIACTH MU CHCTEMBI
yIpaBJeHHs B rOCyJapcTBe, B COBPEMEHHOM MHpPE MPU3HACTCS €IMHCTBEHHO BO3MOXKHBIM
JEMOKPATHYECKHMM  HHCTUTYTOM  YIpaBICHUS MECTHBIM  COOOIECTBOM, KOTOpOeE
ONMpaeTCsl Ha IIPABOBbIE HOPMBI, a TAKXKE TPAIULIUH, 00bIYan M OOLIECTBCHHOE MHCHHUE
wieHoB oOmwmHbl. Takas Qopma ocylecTBICHHS MECTHOW BIACTH HENOCPEACTBEHHO
NpUOMKEHa K SKUTESIM, YTO Ja€T BO3MOXHOCTb YJOBIETBOPSTh MX HOTPEOHOCTH H
HHTEPECHI, Y4YacTBOBaTb B  PELUIEHHH BONPOCOB MECTHOM SKH3HHU. MecTHOe
CaMOYTIpaBIICHUE HE SIBIAETCS TOXKJIESCTBEHHBIM OOLIECTBEHHOMY CaMOYIpPABIECHHIO U, KaK
nerutuMHas  (opMa  CaMOOpraHW3alMM  MECTHBIX COOOINECTB, XapaKTepH3yeTcs
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NOJIMTUYECKUM, TIPaXJAHCKUM U IPABOBBIM AaCINEKTAMHU, HMEET HMHCTUTYLUOHHYIO
CTPYKTypy, TO €CTb SBISIETCS CHCTEMOW JeATeNbHOCTH MECTHBIX oOmmH B cdepe
yIpaBlIeHUs OOIECTBEHHBIMH M HEKOTOPBIMH TOCYNapCTBEHHBIMH JACNAMHU, aJalTHPY s UX
K MECTHBIM NMOTPEOHOCTSIM U yCJIOBUSIM JKU3HU HACENICHUS.

MectHOE caMOyIpaBieHHE, KaK HHCTUTYT Iy OJMYHON BIACTH, HMEET OOIIECTBEHHBIN
XapakTep M pacHpOCTPaHAETCs Ha BCEX WICHOB OOIIMHBI, B YACTHOCTH HA JKUTENIEH KaXkao i
aZIMHMHUCTPATUBHO-TeppUTOpHaNbHON eauHunbl. Kak 3ameuaer M. baiimypatos, mpu BceM
€IMHCTBE MyOJMYHON BIACTH MMEET MECTO M CYIIECTBCHHAs pa3HUIA B €€ CyOBEeKTHOM
coctase. [l My 6IM4HO-CaMOyIpaBIeHYECKON BIACTH XapaKTePHO, YTO OHA OCYIIECTBIAETCS
HE TOCYJapCTBOM, a CHEUHAIbHBIM CyOBEKTOM, KOTOPBIH HMMEEeT OCOOCHHBIH 00BEKT
YIIpaBIEHHs U APYTHE HMMAHEHTHBIE KAUECTBa, NpUCy e Takoi Bnactu®. M BeICTymaroT
HETIOCPE/ICTBEHHO JKHTEIN TOPOJIOB, IIOCEIKOB M Cell, 00beArH EHHbIC B MECTHBIC OOIIMHEI
WIM TPEACTABUTEIECKHE OpPTaHbl B JIMIE COBETOB, KOTOPBIE H30MPAIOTCA HKUTCIAMHU
U JeHCTBYIOT B HHTEpecax HaceleHUs COOTBETCTBYomled oOmmubel. Husossle
TepPPUTOPHAIBHEIE COOOIECTBA COCTaBIMIIOT Hanbojee OOIIYI0 CyOBEKTHYIO OCHOBY
MECTHOTO CaMOyIpapieHus. BHemHe# Gpopmoii nx popManbHOTO BEIpaKeHUS B YKpauHe
BBICTYIIAIOT TEPPUTOPHAIBHBIC OOITHHEL.

O06o00meHne pa3HBIX MMOJX0J0B OTHOCHTENHHO CYITHOCTH MECTHBIX OOIIMH ITO3BOJIIET
BBIJICTINTH BUJIBI TEPPUTOPHAILHBIXOOIIMH B 3aBHCHMOCTH OT UX ITPEIMETHOH JIeATeTbHOCTH,
HalpaBICHHON HA  YJIOBICTBOPEHHE ONPEICNEHHBIX MOTpeOHOCTeH  (MOoydeHne
Ka4eCTBEHHBIX YCITyT) B Ipe/ieIaX KOHKPETHOH TepPUTOPHH TP OKHUBAHIS )KUTE JIEH OOIINHEI.
Kax BumTCS, IepBBIN yPOBEHB IPEACTABIICH TEPPUTOPHAIBHBIMH OOITMHAMH CEJI, TIOCENIKOB
WU TOPOJIOB, KOTOPBIE OCYIIECTBAIOT CBOM IOJHOMOYMS HENOCPEACTBEHHO WM 4Yepes
OpraHel MECTHOTO caMoOympapieHHs. Ha BTOpOM ypoBHE HaxomdTCs OOBEIMHCHHS
TePPUTOPHATBHBIX OOIIUH CeJl, MIOCEIKOB M ropojoB. Takue 0ObeaUHEHUS MOTYT HUMETh
XapakTep MOCTOSHHBIX WJIM BPEMEHHBIX, YTO 3aBHCHUT OT OCYLIECTBIIEMBIX COBMECTHBIX
IIPOEKTOB, IPU 3TOM IIPaBa M 00s[3aHHOCTH OTHOCHTELHO PEeaIM3alliy 3aJaHUi [0 IPOeKTaM
OyIyT OCyIIECTBIATH COOTBETCTBYIOIIHE MECTHBIC COBETHL. TpeTuil ypOBEHb COCTABISIOT
«MHUKpPOOOIIUHBI», KOTOPBIE BKIIOYAIOT OOLIMHBI palfoHa B TOPOJE, MUKPOPAHOH, KBapTall,
YJHIIBL, IOMa U MOTYT pealn30BaTh IPaBO Ha MECTHOE CAaMOYIIPaBJIeHHE HEIOCPECTBEHHO,
Yyepe3 OpraHbl MECTHOTO CaMOYTIPaBICHHUS UM OPTaHbl CAMOOPTaHU3ALUY HACETICHHS.

Hecmot1psa Ha TO, 4T0 OCHOBHOE OpeMs (yHKIMOHATbHOW HArpy3Kd OTHOCHTEIHHO
pelIeHNs BOIPOCOB MECTHOTO 3HAUEHHUS BO3JI0XKEHO HAa OPTaHbl MECTHOTO CaMOYIIPaBIIeHNUS,
COMIIACHO YKPaWHCKOMY 3aKOHOJATENbCTBY TeppUTOpUabHAs OOIIMHA, KaK CyOBEKT
MECTHOTO CaMOYIPaBJICHUsI, UMEET TaKue creluduaeckue NpU3HaAKH:

— IPU3HAHUE U TAPAHTUPOBAHHOCTH AEATENLHOCTU TEPPUTOPUATHHOMN OOLIMHBI KaK
CcyObEeKTa MECTHOTO CaMOYTPaBIICHHS HA KOHCTUTY IHIOHHOM yPOBHE;

— TpaBO XKHUTelell TeppUTOPHAIBHOM OOMIMHBI Ha MECTHOE CaMOYIMpaBlICHUE
ABIsIeTCs crenuduaeckoil opMoit HapoJOBIACTHS;

— MECTHOE caMOyIpaBIeHHE TePPUTOPHAIBHONH OONIMHBI OCYIIECTBISICTCS C
COOJIIOIGHIEM TIpaB M CBOOOI YEJIOBEKA U TPaKIaHNHA;

— 3aKOHOJATeNbCTBO 3aKPEMNMWJIO BO3MOJKHOCTb peajM3allid IpaBa Ha MECTHOE
caMOyIIpaBJICHUE C NMOMOLIbIO MPEACTABUTENLCKONW UM HENOCPEICTBEHHOM IEMOKpaTUH,

® BaiiMyparos M. A. My HULIUIA/IBHAS BIACTE: AKTy a/IbHBIC IPOGIEMEI CTAHOBJICHHS M PA3BUTHS B Y KPAHHE :
MoHorpadus / M. A. Baiimypatos, B. A. I'puropses. — O. : IOpumuueckas mareparypa, 2003. — C.14.
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KOTOpasi Mpey CMaTpHUBaeT TAKY0 (OpMYy OCYILIECTBICHHS y P aBICHUECKHX [TOJTHOM O UM Kak
caMoopraHu3anys ¥ GopMUpOBaHUE COOTBETCTBYIOIIMX YIIPABICHIECKIX OPTAaHOB,

— CaMOCTOSITEJbHOCTh TEPPUTOPHUAIBHONW OOLIMHBI NPU PELIEHHH BOMPOCOB
MECTHOI'O 3HAYCHMS;

— €AMHCTBO MPAaB U 00s3aHHOCTEH TEPPUTOPHUATIBHO i OOIINHBL;

— JeATeNbHOCTh TePPUTOPHAIBbHON OOUIMHBI MPOXOJUT B Mpejaesax U MOpsIKe,
OIpeAeIEHHOM JICHCTBYIOIIUM 3aKOHOJATEIHCTBOM ;

— TeppuTOpHasibHasi OOLIMHA BBICTyHAeT OJHOBPEMEHHO B KauecTBE OOBEKTa U
cyObeKTa ynpaBleHUeCKO! IesITeNIbHOCTH;

— KOMIIETEHITUS TEPPUTOPHATHLHOM OOIIUHBI OTPaHMYHUBACTCS PEIICHHEM BOIIPOCOB
MECTHOIO 3HAYCHHMS;

— nyOimvHass  BIACTh TEPPUTOPUATBHOM  OOIIMHBI  HOCHUT  JIOKQJIHHO-
MIPOCTPAHCTBEHHBIN XapakTep;

— 00€eCTIeYeHHOCTh M TApaHTUPOBaHKE MTpaBarpakiaH Ha MECTHOE CaMOYTIpaBIeHUE
MpelyCMOTPEHA Ha KOHCTUTYLIMOHHOM U 3aKOHOJATEIbHOM yPOBHSX.

3. MIPOBJIEMbI YYACTHUS YJIEHOB TEPPUTOPHAJIBHOW OBIIHHbI
B MECTHOM CAMOYIIPABJIEHMH YKPAHWHbBI

IIpu pa3paboTke MeEXaHM3MOB peanM3allMMd TpaxJaHaMU TIIpaBa Ha MECTHOE
caMOyImpaBleHHe, KOTOpO€  MNpelyCMaTpuBaeT TAKKE  NPUBICYCHUE  IKUTENCH
TEPPUTOPHAIBHBIX OOIIMH K PELIEHHIO BOIIPOCOB MECTHOTO 3HAYEHUSI OPraHaM 1 MECTHOTO
caMOyTpaBleHHs, HCOOXOMMO YUYHUTHIBATh BUJI HACEJIEHHOIO MYHKTA — CeJa, NOCENKa M
ropoga. OT 5TOro 3aBHCHT HENOCPEACTBEHHOE M OIOCPEIOBAHHOE B3aUMOJCHCTBUE
XKUTEJIeH OMpPEeNeNEHHON TePPUTOPUH, MENKIMYHOCTHOE OOIIeHHe, OOLUMI TpyA U OTHBIX,
o0liee MOJB30BaHUE pecypcaMy TEPPUTOPHH, a Takke OOIIME CHUCTEMBI yIpaBICHHUS H
pacmpeneneHus. B ManbIX MOCENeHMSX BaXKHYIO pOJb HIPAlOT HETOCPEACTBEHHBIE
KOHTAKTbl, OOIIMH TPYJ, TEeCHbIE CEMEHHbIE CBA3M. B OOJBIIMX HACENEHHBIX ITyHKTaxX
npeodanaoT CBsI3U OTIOCPE/ICTBOBAHHBIE obmmmMu UH(PACTPYKTyPHBIMH,
MIPOM3BOJICTBEHHBIMH, YIIPABICHYCCKAMH JJIEMEHTAMH. DTO SBIETCS «OOBEKTHBHOM
npu4uHON  (OopMHpOBaHUS PpasHbIX (AKTOPOB CaMOYIPABICHYECKOW aKTHBHOCTU
TePPUTOPHAIBHBIX COOOIIECTB M Pa3HOW OpTaHM3aIlM MEXaHH3MOB CaMOYIIpaBICHUS Ha
TEPPHUTOPHUSIX PA3HOTO YPOBHs» 4.

IMonammsromee  OONBIIMHCTBO — JKUTENICH TOPOJOB TOJydYalOT HHOOPMAIMIO O
JIeATEIFHOCTH MECTHOW BIIACTH depe3 CpesicTBa MaccoBOW mHpopmanuu. OnpenenéHHas
IIpocyoiiKa HaceJIeHHs 0Ty 9aeT HH(OpMAaIHio Yepe3 HHGpOPManOHHBIE TOPOJICKHE CAaHTHI
1 CaWTBl TOPOJCKUX COBETOB. K cokaleHWIo, OHM HE COJepkKaT MPOCKTHl JOKYMEHTOB,
KOTOpBIe OyIyT paccMaTpHUBATHCS, a TAKKE PEIICHHS, KOTOPBIC IPHHUMAIOTCS TOPOJICKUMHI
coBetaMu. OOIIECTBEHHBIE CIYIIAHUS MPOBOIITCA B TOPOJAX, KaK MPABHUIO, HE C IIEIBIO
yCIBIIIATh MHEHHE XXHTEJIeH OTHOCHTENIBHO OYEPEJHOTO MOBHIICHUS KOMMYHAJIbHBIX
IaTekel, a MpeJoCTaBUTh HHPOPMAIHI0 0 HEN30EKHOCTH TAaKOTO IMOBHIMICHUS, yOeIUTh
HaceleHHe B HEOOXOIMMOCTH OCYLIeCTBICHHS Takoro imara. Kpome »3Toro, ecim
oOIecTBeHHbIE CIYIIaHUS NPOBOIATCS B TeueHHe padouero AHSA, TO OOJBIINHCTBO
HaéMHBIX PaOOTHHUKOB rOpOJa HE MOTYT y4acTBOBATh Y HUX, TEPPUTOPHAIBHYIO OOIIUHY

* IembsoB E. A. TeppuTopuabHas 06IHOCTS Kak CyOBEKT caMOyTpaBIeHdecKko# akTiusrocTH / E. A.
HewmbsiHoB // [Ipo6nembl MecTHOTO camoynpasienus. — 2004. — Ne 2 (10). — C. 20 — 24.
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IIPU OTOM TMPEICTABIAIOT HEPaOOTOCHOCOOHBIE JUIAa W IMPEACTABUTENN OOIIECTBEHHBIX
OpraHu3alMH.

PopMbl U METOAbl B3aUMOJICHCTBUS JKUTENEH cell U IOCENKOB C IMpeICTaBUTEISIMU
OpPraHOB MECTHOTO CaMOYIPaBICHHUS SBJIOTCS HECKOJIBKO MHBIMHU, IPUHUMAsi BO BHUMaHUE
OTHOCHTEILHO HEOOJIBIIOE KOJIMYECTBO YJICHOB MECTHOM OOIIMHBI, HATMYHE OYE€Hb CTOMKHX
COIMANbHBIX CBSI3€H MEXIy ero 4jeHaMH, B TOM 4YHCI€ U C JOJDKHOCTHBIMHU JIMLIAMH
COOTBETCTBYIOLIMX COBETOB M HCHOJKOMOB. [losTomMy oOlEeHHe ¢ CeIbCKUMH |
MOCEJIKOBBIMHU JIOJDKHOCTHBIMH JIMIIAMUA MOYET MPOBOAUTHCS JIMYHO BO BPEMS BHU3HMTA B
HCIIOJIKOM TOCEJIKOBOTO MJIM CEJIbCKOTO COBETa, WM Ha coOpaHuu xkuteniedl. Kak cunrtaer
H. MumuHa, celbCKUl CXOIpl SABIAIOTCS HauOoJjiee MpHeMIEeMOW (HOPMOH JOKAILHOM
JIEMOKPAaTUH VIl CENbCKUX HACENEHHBIX MNyHKTOB®. DTO  NOATBEPKIAETCS M
pacnpocTpaHEHHOW TMPAKTHUKOW WX NMpoBeAeHUs. BrnpoueM mosydeHHas TakuM oOpasom
nHbOpMaIKs, KaK TPaBHIO, KAacaeTcsl yXKe MPUHATHIX PEIICHUH OTHOCUTEIHLHO >KU3HH
onpenenéHHoN Tepputopuu. Ha mpuHSATHE OOJBIIMHCTBA MPOEKTOB PEIICHUI TpakiaHe
MPaKTHICCKH HE MMEIOT BO3MOYKHOCTH BJMATh. XOTI UMEHHO TaKOoe OOIICHHUE, B IEPBYIO
oyepe/b, HANpaBIeHO Ha BO3MOXHOCTh JUIS JKUTENIEH OTAAJIEHHBIX CEJl PEHINTh CBOU
MPOOJIEMbI MECTHOTO 3HAYCHUSI.

4. MMIPAKTUYECKHWI OIBIT NMPUBJIEYEHUS YJIEHOB
TEPPUTOPUAJIBHBIX OBIIUH B YKPAUHE K PEHIEHUIO BOIIPOCOB
MECTHOI'O 3HAYEHUSA

B mnoBeimennu 3¢ ¢GEKTMBHOCTH OCYIMIECTBICHHS MECTHOTO CaMOYIpPaBIEHHUs Ha
TEPPUTOPUM OOLIMHBI BAXXHOE€ MECTO 3aHMMAaeT H3y4YEeHHE MHEHHS U BbISIBICHHE
OPUOPHUTETOB Ul HaceleHHs B MecTHOW ku3HU. HawubGonee wnenecoo6pasHbIM
MHCTPYMEHTOM H3Yy4EHUsI OOIIECTBEHHOTO MHEHHS OCTAI0TCA ONPOC M aHKeTHpoBaHue. Kak
CBHJIETEIBCTBYET NPAKTUKa, OMNPOCHl, KOTOPBIE IPOBOJATCA OpraHaMH MECTHOTO
caMOyTpaBIeHHs, SIBIIIOTCS ICHCTBEHHON MEpOil ONpeeneHus IPHOPHUTETOB UX pabOTHI B
uHTEpecax MecTHoro HaceneHus. IloaTBepkaeHMEM »JTOMY SBISIETCA OMNBIT TOPOJa
Komcomonbcka, rae OblI0 0TOOpaHO ABa[NaTh HEOTIOXKHBIX MPOOJNEM ropoja W 3aJaH
BOTIPOC >KUTENSIM OTHOCHUTENBHO ONpEJEIeHHs YPOBHS UX Ba)KHOCTH. Pe3yabTaTel yMBHIM
MECTHYIO BIIACTH TEM, YTO T MPOOJEMBI, Ha KOTOpPbIe OBIIO MOTpaueHO OOJbIIE BCETO
CPEICTB M BpeMEHH, HEe OBUIM NepBOOYEPENHBIMHU i1 OOIIMHBI, a Ha TIEPBOM MeCTe
OKa3aJIUCh BONPOCHI, KOTOPBIM BIACTh HE yJessina BHUMaHus. COracHO 3TOMY ONpocCy,
IIIaBHBIC U HaceJIeHUs MpoOIeMBl Hadain 00CyXKIaThCsl Ha OOMIECTBEHHBIX CITyIIaHUAX H
ObLIM PeaTM30BaHbl COOTBETCTBY FOIIME POTPAMMBI®

Pe3ynbTaThl ONpoOCOB yKPAaMHCKHMX IPaKJaH OTHOCHTENBHO CTENEHM JNOBEPHs BIACTH
CBHJICTETECTBYIOT O TOM, UYTO HACEJICHHE OOJbIIe JOBEpseT MECTHBIM COBETaM IIO
CPABHEHHIO C PETHOHANBHEIM M TOCYIAPCTBEHHBIM ypoBHeM . [To muenwmto I'. JIunesuya,

® Mimmua H. Oprasu caMooprasisaiiii HACE/ICHHS B HACE/ICHUX MyHKTAaX MiChKOT Ta MiChKOT MicieBocTi. —
Pexum noctymy : http:/www.library.oridu.odessa.ua/. — Ha3Ba 3 ekpany.

5CamocTiiiHicTh MicleBHX BIaTa O30 IOBHOBaXKEHb MiXK HUMU: OPTaHi3allisi MICIIEBOI'0 CAMOBP sy BAHHS
BiZINOBIZHO JI0 IPUHIMIIIB €BPOTNEHCHKOT XapTii MiCEBOI0 CaMOBPSIyBaHHS : MaTepiall MDKH. KOH(., M.
Kuis, 11-12 geps. 2002 p. / ynopsza. B. Kpasuenko, M. [lyxtuncekuii. — K. : Jloroc, 2002. — C. 90-91.

" Jlunesnu I'. TTincrasu s 1oBip i migrpuMkn. Ix B Ykpaini Mae nmie MiciieBa Bi1ajia, B 40My IEPEKOHYIOTh
YepKachbKi caMoBpsiHi iHiniarkBy // P o3BuTok rpoman i perioniB Ykpainu / B. 'y nak, I'. Jlunesuu, O. Boiiko-
Boituyk [ta in.] ; 3a pen. C. Makcumenka. — K.: Jloroc, 1999. — C. 14 — 15.
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KOHKPETHBIM TPOSIBICHHEM pa3BHTUS OONIMHBI sBIAeTCS OOBEAMHEHHE TPaXJaH Ha
YPOBHE MHKPOPAHOHOB, TOPOJCKMX KBapTaJOB MM YJIWI C IEJIBbI0 PEIIeHHs OO0MmuX
npobneM (HauMHas OT 00OpYIOBaHHA AETCKHX IUIOIAAOK 10 MpobiieM KOMMYHAaJIbHOU
cthepnr). OH mpemmaraeT kak oOpaszen MOJENb «Ipollecca COLHAIBHOTO NCHCTBHS,
KOTOpPO€ BKIIOYAET TaKHE OTambl: BBIBICHHE WHHULIHMATOPOB (TpyNma KHUTENei);
00Ccy>KaeHNEe BO3MOXHBIX BAPUAHTOB JOCTIKEHUS LENH; pa3padoTka KOHKPETHOTO TUIaHa;
AKKyMYJHAPOBaHHE BCEX HEOOXOMMBIX (PaKTOPOB U PECYPCOB Yepe3 HH(POPMHUPOBAHHE 10
pamo, TeNeBUACHMIO, Ta3eThl U TOMY HOJOOHOE; MpoBeAeHHEe U OKOHUaHue paboT. Takas
MOJENb SIBISICTCSA JOCTATOYHO 3 (EKTMBHON, NpUHMMAas BO BHHMAaHHE CO3JAaHHE
yOpaBJeHHS MUKpOpaiioHa, KOTOpoe BKIIOYAaeT HawOoJice AKTUBHBIX W HHHUIIMATHBHBIX
xkutenieil. IlocTosHHBIM pabouyMM OpraHoM sBJsETCS NpaBleHHE, B COCTaB KOTOPOTO,
KpOME JKHTEJeH, BXOIAT ACIYTATHI TOPOJCKOTO W PaOHHOTO COBETOB, W30paHHBIC OT
MuKpopaiioHa. ExeHenenbHO IMpaBieHHEe Ha pabOYMX COBENIAHUAX pa3pelacT TeKyIIHne
HpO6JIEMBI M IPH HEOOXOJMMOCTH OHH BHIHOCATCS Ha pAaCCMOTPEHHE UCIIOJIKOMa CoBeTal

B ropome IlepBomaiicke em€ B 1999 roay Oblia BBeJcHa HOBas TEXHOJIOTHS
MIPUBJICYCHNST HACEJCHWS W TIPEJICTABHUTENCH JENOBEIX KPYTOB TOpOJa K PEIICHHIO
CONMAJILHO 3HAYUMBIX UL TOPOACKOH OOIINHEI TPOOJIeM MyTEM OpTaHHU3aIH KOHKYPCOB U
BEIJIAYM TPAaHTOB U3 OIO/pKeTa pAa3BHTUSA, a Takke BBEAEH emE psJ WHUIHATHB
HaJKUBAHUHM JMaJioTa C JKUTEeIMHU. Takne MeCTHble WHWIUATHBEI OBIIM BOCHPHHSTHI
TOPOJICKAUM COBETOM JOCTATOYHO OCTOPOIXKHO, IIOCKOJBKY OHHU 3aJ[eBaJIM MHOTOYHCIICHHBIE
JIMYHBIE W TPYMNOBBIE UHTEPECH W BBISBHIM PS MpoGieM u mpotusopednii 2. Ceroms
TaKAe HWHCTPYMEHTH INPHBICYCHHUS JXHUTEJIeH K MECTHOMY MyOJMYHOMY YIPaBICHHUIO
HCTIOJB3YIOTCS OpTaHAMH MECTHOTO CAMOYIPABJICHHS JOCTATOYHO YacTo.

Cpemn roponoB YKpauWHBEL, KOTOPHIE TEPBBIMH HAadaJId H IIPOJOJDKAIOT AKTUBHO
IpuUBIeKaTh OOIIECTBEHHOCTh K TPOIECCYy NPUHATHA pPEIICHUH, CIeAyeT BBLACIUTH
Komcomomnck, bepnsuck, Cnasymu u gpyrue 0. Hampumep, B Komcomombcke Gbum
IIPOBEJICHBI NIepBEle B YKpauHe oOmecTBeHHble caymanus «llomituka Komcomomnsckoro
TOPOJCKOTO COBETA HAa COBPEMEHHOM 3Talleé B PELIEHHH TOPOJACKUX MpoOiIeM, KOTOphIe
CIIOKHIUCH B cepe KU3HEASSITEIHHOCTH rOpoja B MEPHO] SKOHOMHUYECKOTO KPH3HCAY.
Kpome »s1oro, mectnas Binacte Komcomoibcka HCMOJB3yeT pazHOoOpasHble (OpPMBI
Y METOJBl B3aUMOJEHCTBUSI C MECTHBIM HaceneHHeM. K HUM OTHOcATCS: 00IeCTBEHHbIE
CJTyIIaHUs, OTIPOCHI OOLIECTBEHHOIO MHEHHS, CO3aHuUs TPy BOJOHTEPOB, MEPOMPHSITHS
OTHOCHUTEJIbHO OOILIECTBEHHOTO MPOCBEIIECHUs] HaceJeHUs MyTEM COTpyAHHYECTBA
c mectHeiMu CMU, mnpuBiedeHus xurteseil o0liecTsa K COUUAIBLHO-D)KOHOMHUYECKOMY
Pa3BUTHIO TOPOJA U CTPATETMYECKOMY IUIAHUPOBAHHIO 11,

Bonpmioe 3HaueHwe i pa3BUTHA OOIIMHHOTO CaMOYNPABICHHS MMEET peal3alus
IIporpammbr  passutusi OOH (manmpme — TIPOOH). DTta mporpamma crnocoOCTBYeT

8 Tam e, ¢.18-19.

° Boiiko-boituyk O. Brnaga, 6i3Hec i rpomaza: uusix 10 KOHCTpykrtuBHOTO manory / O. Boiiko-Boituyk //

PosBurok rpomaj i perioniB Ykpaiuu: [[Ipoexr KuiBcbkoro nentpy Iu-ty Cxin-3axin] / B. I'ynak, T.
Jluresnd, O. Boiiko-Boituyk [Ta iu.] ; 3a pen. C. Makcumenka. — K. : Jloroc, 1999. — C. 62-63.

10 o . . .
,Z[paraH 1.B. quacmm CTaH B3a€EMO/iI1 OPTaHIB ACPIKABHOTO YIIP aBJIIHHS Ta MICIIEBOT0 CaMOBpPsIy BAHH

VYxpainu 3rpomazcskictio/ I. B. Iparan / Jlepxasa ta perionu. (Cep. «/lepxasue ynpasninusa») — 2007. —
Ne 3. - C. 67.

1 lapa JI. Kpanmii nocBix rpomancekux ciyxanb B Ykpaini/ JI. Hlapa. — K. : ®oux «E€spomna XXI», 2002. —
C.24,27.
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YCTAHOBJICHUIO MAapTHEPCKAX OTHOIIEHWH W PACTIPOCTPAHSIET IOJIOKHUTEIHHBIH OTMBIT B
chepe pacmupeHns yuacTas TpaXkJaH B yIPaBICHUH, TOBBIIICHNU ] OTBETCTBEHHOCTH BIIACTH
u yiaydmeHds pabotsl Ha Bcex ypoBHAX. Kpome atoro, [IPOOH ctpemutcs momous u
MoAAEPKaTh CyOBEKTHl MECTHOTO CaMOYNpaBI€HUS B BOMPOCAX IOBBIIICHHS YyPOBHS
MPEAOCTABICHUS Pa3HBIM CIIOSIM HACEJCHHsI BBICOKOKAUECTBEHHBIX OOIIECTBEHHBIX YCIIYT.
C MomeHTa mojmucaHus 0a30BOTO comNalleHus o mpepoctaBieHuu nomormm [TPOOH
Yxkpaune B 1993 r. o6mme npoektsl [IPOOH u YkpauHbl HanpapieHbl Ha MPOJBHKECHUE
[JIABHBIX MPHUHLUIIOB IEMOKPAaTUYECKOIO CaMOYNPAaBICHUS Ha BCEX YPOBHIX MyTEM
MOIIEPIKKU aIMUHHCTPATUBHOM pedOpMBI M IPUBIICUY CHHS TPAXKIAH K yUaCTUIO B IIpoIiecce
npuHaTas pemenuii. Beenenue [TPOOH mpoekToB B cdhepe MECTHOTO caMOyIpaBiIeHHS U
ux ¢uHaHcoBasg mnoaaepxka co crtopoHbl EC, crmemami BO3MOMKHBIM 3HAYUTEIbHOE
pacnpoCTpaHeHHE IOJIOKUTEJIBHOTO OMNbITa OTHOCUTEIBHO pEaM3alUdu  IPOEKTOB,
OPHEHTHPOBAHHBIX HAa COLHAIBHOE Pa3BUTHE OOMMH YKpawHBL. Ha OCHOBE IpHUMEHCHHS
TEePPUTOPHUATBHOIO IMOAX0JAa Pa3BUBAETCA MOTEHUUA] NapTHEPOB MPOEKTa C IEJNbIo
HPUBJICYECHHUS KATEJEH MECTHBIX OOIITHH K CAMOTIOMOIIY H PENIEHHIO MECTHBIX pobem 12,

YauteiBass TPHOOPETEHHBIA TOJIOKUTEIHLHBIA COBMECTHBI ONBIT YKpauHbl U
€BPOTICHCKUAX OPTaHU3aIUi TI0 BOMPOCAM MECTHOTO Pa3BHTHS MOYKHO CETaTh BBIBOJ, YTO
0JIaTOCOCTOSIHUE TePPUTOPHAIBHON OOIIMHBI M €€ YCHENmIHOe Pa3BHTHE B 3HAYMTEIHHON
CTEMEHN 3aBUCHT OT (OPMHUPOBAHUS MAPTHEPCKUX OTHONICHUH W KOOPIWHAIMH
COBMECTHOH JEATCIHHOCTH TPH PEHNIeHHH MECTHBIX MpOoONeM B CHCTEME BIACTh —
obmectBo. Takoe COTPpYAHHYECTBO SBISIETCS CICACTBHEM pealn3allidl OJIHOTO U3
BaXHEWINNX MPUHIMIIOB JEMOKPATUIECKOTO CaMOYIPABICHUS — y4acTUsl HACENCHUS B
IIpoIeccax yIpaBIeHHs HAa BCEX €T0 YPOBHSAX.

CeromHsl B WCCIIEIOBAHHE B3aMMOJICHCTBHS TEPPUTOPHAIBHONW OOIIMHBI W MECTHBIX
OPraHOB BJIACTH BBOJUTCSI HOBBIM TEPMUH — «COLUAJIbHOE NAPTHEPCTBO», KOTOPBIH e1wé 10
HEJ]ABHETO BPEMEHHU MPUMEHSIICS TOJIBKO KaK CPEJICTBO JIOCTIDKEHUS COIMANBHOTO Oananca
MeXIy HaéMHBIMH pabOTHUKAMH, pa0OTOATENSIMU U TOCYIAPCTBOM, & B MIOCIIETHEE BPEM S
ME3KIy OpraHaMM roCyJapCTBEHHOI BIACTH U 0OLIECTBEHHBIMH OPTaHU3alUAMHE 13, a TaKoke
yepe3 TECHOE  COIMajJbHOE  COTPYIHMYECTBO  OW3Heca, BIACTH M SKUTENeH
TEpPUTOPHUAILHON 06mMHbl 14, Kak BUAMTCS, ¢ LEIbI0 MOBBILIEHUS YPOBHA 00eCIeYeHus
JKUTENIEH TeppUTOPUANBHBIX OOIIMH Cell, TIOCEJIKOB U TOPOJOB HAICKAIUMU yCIyTaMHu
HE0OX0IMMO paccMaTpUBaTh YCTAHOBJIEHHWE OTHOILEHHH COLMANBPHOTO MapTHEPCTBA Kak
OJMH U3 DJEMEHTOB B3aMMOJIEMCTBHS HAa MECTHOM YPOBHE MEXIy TpeMs CyOBbEKTaMH:
TePPUTOPHUATBHBIM o01ecTBOM, MYHHULIUTAIBHBIMH opraHamu, opraHamu
rocygapctBeHHOM Bractd. CroJa Takke MOXHO BKIOYUTh, KaK OTAEIbHBIE CTOPOHBI
OM3HEC-CTPYKTYPBI, MNPEANPUATHS pa3HbIX (GopM coOCcTBeHHOCTH. [IpenmyliecTBoM
COLIMAILHOTO MapTHEPCTBA SBIICTCS PAaBHONPABHOE yYacTHE BCEX CYOBEKTOB MECTHOTO
CaMOYIPaBJICHUS B OCYIIECTBICHUH MECTHOTO IyOJINYHOTO yIPaBJICHHS.

12 Hanpsmu Hauio HaBHOI 10 TITHKHY YYACTi 'POMAIAH Y MiCLIEBOMY CTIIOMY PO3BHTKY : aHAIIT. OKyMeHTNe 1,
ciuens 2007 p. — K. : Komnanis BAITE, 2006. — C.11.

' Hogak B. B. Opra#nizauiiHo -PaBOBi MUTAaHHS COL[albHOTO MAPTHEPCTBA OPTaHIiB JAepKABHOI BIAJH Ta
rpoMajicbkux o0'eJHaHb B YKpaiHi : CTaH Ta NEePCHEKTHBU PO3BUTKY : aBTOpEd. JHC... KaHJ HAyK 3 JIEPK.
ymp. : 25.00.01 / HoBax Banentun Boso umuposud ; [HcTuryT 3akoHOogaBcTBa BepxosHoi Pamu Ykpainn. —
K., 2008. - C.

1 BoGposceka O. 0. PosBHTOK (JOPM COIIANBHOTO MapTHEPCTBA B MyHIIMNATEHAX yTBopenHsx / O. 0.

BobpoBscrka // [lepxaBa Ta perioHu : HayK.-BUpoO. xypHan/ peakod. : B.JI. Kopines (ronos. pen.) [Ta iH.]. —
Banopixoks : ['ymanitapuuii yHiBepcuret «31AMVY», 2007. — Ne 3. — C. 17 — 22.
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Ilon coumanbHpiM napTHEPCTBOM E. JIeMbSHOB NOHMMAET COBMECTHYIO JEATEIBHOCTD
CONMAJIBHBIX 00BEKTOB 10 JOCTIDKCHHIO HHTEPECOB, KOTOPBIE B3AUMHO II€PEKPEIINBAIOTCS
(4aCTUYHO WM MOJHOCTBIO cOBNaaoT). OCHOBaHHEM COLMAJIBLHOTO MapTHEPCTBA MPU OTOM
SIBIICTCS. Pa3BUTHE CTPYKTYpP MECTHOTO CaMOYTIPABJICHHUS, MOBBIICHUE UX ACSITEIBHOCTH
4epes MPUBIECUEHHUE CAMOYIIPABIECHIECKON AKTUBHOCTH TEPPUTOPHUATBLHO M 0OIMHBI 15,

Pa3zButne commamsHOro NHAapTHEPCTBA HA YPOBHE MECTHOE CAMOYTMPABICHHE —
rocyJapcTBeHHasl BiacTh OOYCJIOBJIEHO TeM, 4YTO, Kak (opMbl MyOJMYHOHN BIACTH, OHH
HMEIOT €JUHOE MPOUCXOXKIECHHE U OOBEKTMBHO HE MOTYT OBITh AHTATOHUCTAMHU U
IIPOTUBOACHCTBOBATh JPYr Jpyry. Hemsupas Ha wnx (GyHKIMOHMPOBaHHWE Ha pPa3HBIX
YPOBHSX, OHH HUMEIOT €IUMHYIO0 NMPaBOBYIO NPUPOJIY, B pE3yJbTaTe UEro «0OpPEUeHb» Ha
cocylecTBoBaHue u TecHoe Biaumogehcteue 6. Tlo wmuenuio C. Kpbokanosckoro,
OTHOLICHUSI MEXIy CyOBEKTAMH MECTHOTO CaMOYIIPABICHUS M TOCYAapCTBECHHBIMU
OpraHaMH MOTYT OBITb ypPEryJMpOBaHbI IyTEM OTKa3a OT IPAKTHKU JACIETHPOBAHUS
0O0JBIIOr0 KOJIMYECTBA IOJHOMOYHMH M Hepeladdl TepPUTOPHAIBHBIM OOLIMHAM IIPaB M
MOJHOMOYMH, KOTOPBIMH BlageeT rocygapctso. ConuanpHoe TNapTHEPCTBO  XKe
MIPENICTABUTEIILCKUX OPTaHOB TEPPUTOPHAIBHON OONIMHBEI C JKHUTEISIMHU JIOJDKHO OBITH, B
NIEPBYI0 OYEpEb, HAIPABIEHO HAa AEATEIbHOCTb OPraHOB MECTHOTO CaMOYIPABICHUS B
CTOpOHY OOecIeUeHHs HHTepecOB M IOTPEOHOCTEH OOBIYHOTO YeNoBeKa, KOTOPBIH
MPOXMBAET Ha TeppUTOpHU OOWMHBI 7. TakWe OTHOUIEHWS MOTYT 3aKPEIUIATHCS Ha
MECTHOM ypoBHe creuuaipbHpiM COramieHdeM O COLHMANbHOM  (MEKCEKTOPHOM)
naptHépcTBe. [leTanu3anys OTHOLIEHUN B 3aBUCHUMOCTH OT Pa3HbIX BOIPOCOB MECTHOM
KHU3HH MOXET OCYIIECTBIITECS CICIHATIBHBIMH JOTIOJHUTEIFHBIMU JOTOBOPAMH O
B3aMMOJICHCTBHH, Kak 3TO Aenaerca B BemixoOputanmy.

Ilo3uTHBHBIM I MCIIOJIB30BAHHS TAaKKe SBISCTCS ONBIT HupmepiaHmoB, Tae B Hadane
1980-x rr. OBIT HPHUHAT 3aKOH O OJArOCOCTOSHUM HACEJICHUS, HANpPAaBICHHBIH Ha
obecriedyeHue MoTpeOHOCTEH )uTenel oOmuH. [ TaBHBIM NPUHIUIIOM ITOJUTHKA SBISETCS
conuanbHOe MapTHEPCTBO M MOMCK JOCTIDKEHUS KOHCeHcyca B obmiectse. Hanpumep, u3
OropkeTa roposa ['aarm 3HauMTeNpbHAass CyMMa BBIICNSETCS Ha BBIIOJIHEHHE 3aJa4H IO
B3aUMOJCHCTBHIO C HaceneHueM. Kaxaplii MyHUIMNAIMTET UMEET CBOU HaYUHbIE OTAEIBL,
KOTOpBIE 3aHUMAIOTCSl BBIABJICEHMEM MOTpeOHOCTEH »uTeneil, uXx MHeHus, nmpobirem. B
HeOOJIBIIOM TOpoJKe ApHEM NPOBOIATCS OKoJ0 20 ONpOCOB €XErojHo, BeAETCs
CTATUCTHKA, IOCTOSIHHBII MOHHUTOPHUHI OOIIECTBEHHOIO MHEHHSA, KOTOpOE€ SIBISETCS
OCHOBaHMEM ISl BBIPAOOTKM COIMAIbHOW MOJUTUKH B TOpPOJE, OTBEHAIOIIEH 3ampocam
xutenedl. EciM JODKHO NPOBOIUTBCS CIPOUTENBCTBO, TO O00SA3aTENBHO MPOBOIITCA
KOHCYJbTAllUM C HacelleHHEM, OOLIECTBEHHBIMU OpraHM3alusAMH. s npenocTaBneHHs
COLIMANBHBIX YCIYT HAaCENIECHHUIO NMPOBOIATCS KOHKYPCBHl WM TeHIACpbl. MyHHIHUNAIUTET
MOXET IepeaaTh BBIIOJHEHHE HEKOTOPHIX CBOMX (PYHKUMII OpraHy TeppHUTOPHAIBLHOTO
OOIECTBEHHOTO CaMOYyTIpaBieHus 8.

® Nlembsios E. A. TeppuTopualbHas 0GIIHOCTb KAK CyOBEKT caMOyIpaBieHyeckoii akruHocTn / E. A.
JembsiroB // TIpoGnemsl MmecTHOTO camoymnpasnenus. — 2004. — Ne 2 (10). — C. 23.

16l“nyxath ®. Micuese camOBpsi/ly BaHHs B Y KpaiHi: 0co6umBocTi #ioro npasosoi npupom / ©. Iyxa4os //
AxryanbHi npo6iemu aepxasHoro ynpasmizag. — 2001, — Ne 1. — C. 41.

7 Kpuxauiscskuii C. Tepuropianbuiii rpomani — anesxui nosuosaxenss / C. Kpmxaniscsxuii // Micuese
camoBpsiyBanHs. — 1998. — Ne 5 — 7 (14). — C. 139 - 140.

1 [aBpunosa 1. H. MecTHOE camoymipaBieHne 1 colpaibHoe naptHepcTBo B Hunepnanmax / M. H. T'aBpumosa
// TocynapcTBeHHas BIaCTh U MecTHOe camoympasieHune. — 2005. — Ne 4. — C. 25.
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K coTpyaHHYecTBY OpPraHOB MECTHOTO CaMOYIpPAaBJICHUS U TEPPUTOPHAIBHBIX OOLIMH
MOTYT OBITh NPHUBJICYEHBI OOIIECTBEHHBIE COBETHI. B 1eMOKpaTHYeCKUX CTpaHax MEeCTHas
BJIACTh, KAaK MMPaBWJIO, COTPYAHUYAET C OOLIECTBEHHBIMU COBELIATEILHBIMH KOMHTETAMHU.
Nx ¢yHKOMU 3aKI0YaloTcs B COACHCTBUHM NPUBJICYCHHIO TPaXKIaH K Y4YacTHIO B
npoleccax ynpaslieHus, a Takke MHGOPMHUPOBAHUY BJIACTH O MOTPEOHOCTIX rpakiaH. B
VYkpauHe HenocratouyHasi 3()(EKTUBHOCTh MX JESTEJHHOCTH CBf3aHA C TEM, YTO YJICHBI
OOIIMHBI HE 3aMHTEPECOBaHbl B CO3JaHMM M (DYHKIMOHMPOBAHMU TAKHX OpraHoB. Mx
CO3JAaHMIO MEIIAeT BBHICOKUH YPOBEHb HENOBEPUS MEXIy BIACTBIO U IKUTEISIMH,
OTCYTCTBHE OIIPECJICHUsT WX OCHOBHBIX 3aJaHUM, mesedl M (QYHKUMI JesTeNbHOCTH,
MOJIMTHYECKAsl aHTa)KUPOBAHHOCTb, HMIHOPHUPOBAHHE MECTHOI BIAcTblO pEHICHHH W
pEKOMEH/ALMK OOIIECTBEHHBIX COBETOB, OTCYTCTBUE OPTaHH3AIIMOHHOTO, (PUHAHCOBOTO
obecreyeHust JesTeNbHOCTH. JTH NpoOIeMbl HE MOTYT OBITh yCTpaHEHBI OBICTPO, HO, IO
WHAIMATHBE OPTaHOB MECTHOTO CaMOYIIPABJICHHUS, KOTOPHIE TOTOBBI YCIBIIIATh MHEHHE
XKHTeJIeH W NpUBJIEYb UX K Y4acTUIO B YIPABICHYECKOHW NCATENHHOCTH, Takas Qopma
COTpYJHHYECTBA CTAaHET BO3MOXKHOU B OOJBIIMHCTBE rOpooB YkpauHbl. Koneuno, 6onee
JOTUYHBIM SIBIIETCS CO3JaHHE OOINSCTBEHHBIX KOMHTETOB TI0 PEIICHHWIO TPYIIIHI
WHULUATABHBIX TpaxaaH. [Ipuw 3ToM MecTHas BJAcTh JOJDKHA MOJICPKUBATH TaKHe
Ha4YMHAHHUA M OKa3aTh COOTBETCTBYIOIIYI0 MAaTepHaJbHO-TEXHUYECKYyI0 W OpraHHu3a-
IUOHHYIO TTOJIEPXKKY, KOTOpas KacaeTcsl BBIACNCHUS MecCTa UL MPOBEICHUS 3aceNaHuH,
MTOJATOTOBKU TIOBECTKH COOpaHuii, o0ecrnedeHus J0CTyna K HHOPMAaIUK COBETA U JIp.

O6pa3oBaHne OOIIECTBEHHBIX COBETOB HMMEET CMBICI B TOM Cllydae, KOTZa €CTh
MpOOIEeMBI, peIIeHHe KOTOPHIX TpeOyeT INOCTOSHHOTO ydacTusl HaceleHus. [loatomy
Ies1eco00pa3Ho OpTraHy MECTHOTO CAaMOYIIPABICH M CHaYajIa ONpeIeNINTh TAKHE BOIIPOCH, a
IIOTOM BKJIFOUHTHCS B IIPOIIECC ACATEIRHOCTH 00IIECTBEHHOTO coBeTa. Bce 3To HeoOxoamMo
0TOOpaxaTh B CIELHAJBHBIX MOJOXKEHUX, YTBEPKAEHHBIX MECTHBIM COBETOM, YUUTBIBAs
TUN  OOIIECTBEHHOTO o0Opa3zoBaHus (MOCTOSIHHBIA WM BpeMeHHBIH). I[locTosiHHBIE
OOIIIeCTBEHHbIE COBETHI MOTYT 3aHHMAaThCsl BONPOCAMM OlO/DKETa M IUIAHUPOBAHMS,
9KOHOMHMYECKOTO Pa3BUTHS, 00IIECTBEHHOTO TPAHCIIOPTA, CAHUTAPHUH, XKWIbs, 00pa30BaHMUS,
BOINIPOCAaMH HETPYIOCIIOCOOHBIX JIMI U Ap. BpeMeHHbIe COBETBI MOTYT 00pa30BbIBATHCS IS
peaim3anny KOHKPETHBIX IPOEKTOB MECTHBIX OPraHoB BiacTd. OnpeneneHue HarpaBIeHHs
JIeATeNbHOCTH HMeeT OOJbIIoe 3HayeHWe i MpPakTHuecKod paboTbl OOIIECTBEHHOTO
COBETa, IOTOMY 4TO UMEHHO JTO SIBISIETCS] IIPU3HAKOM CEpbE3HOCTU U HEOOXOMMOCTH €ro
oOpa3oBanus. Ilosie3Hble PEKOMEHIAUNYM OOIIECTBEHHBIX COBETOB M MOJIOXKUTEIbHbBIE
pe3yJbTaThl UX JEHCTBUI CO BpEMEHEM INpPUBEIYT K 0JOOPUTEIHHOM OLICHKE XKUTEISIMH, a
TAKKE TOBBIIICHNIO 3aNHTEPECOBAHHOCTH B UX JICATEIIbHOCTH.

C uenbio OpraHMU3aluy U3y YeHUs HOTPEOHOCTEH TepPUTOPHUAIBLHOM OOIIMHEI BO3MOXHO
B MECTHBIX COBETaX CO3[aBaTh OTIENBI 110 COOTBETCTBYIOIIMM BOINPOCaM, KOTOpbIE OBl
3aHMMaJMCh COOCTBEHHBIMM HCCJICIOBaHUSIMH, 00paIlasich K HE3aBUCHUMBIM 3KCIEpPTaM,
MECTHBIM OpPTraHH3alHsIM II0 BOIPOCAM MOHHUTOPHHIA, OOLIECTBEHHBIM OpPTaHU3ALMIM
OTHOCHUTEIIFHO pPa3paldOTKH W pealM3allil METOJNOJOTHH IPOBEICHHS HCCIIeI0BaHHH.
OS¢ dexuBHOCTE PabOTHI CO3AHHOTO CIEHHUATM3HPOBAHHOTO OTIENIA MECTHOTO COBETa
3aBHCHT OT II0J00pa 1 MPHUBJICYCHUS BEICOKOKBATM(UINPOBAHHBIX KaJPOB, a IEITeIFHOCTD
BHEITHEH opraHM3aiiy OyAeT UMETh MOJB3Y TOJBKO B CIydae IPUBIICYCHIS HE3aBUCH MOTO
mpodeccHOHaIFHOTO HCIIOJHHATENI C IOCTATOYHOW HHCTUTYIHOHHOW BO3MOKHOCTBIO M
MTO3UTHBHBIM UMUJDKEM, TIOJUTHY €CKI HETIPEAB3SATOTO.



126 . Ulymnsesa, 1O. JTucHeBckas

5. YIIPABJIEHYHECKOE OBPA3OBAHUE HACEIEHUA KAK HAIIPABJIEHUE
TMOBBIMIEHMS YPOBHSAA VYYACTHSA YJIEHOB TEPPUTOPHUAJIBHOM
OBIIIMHbBI B MECTHOM CAMOYIIPABJIEHUH

3HAaYUTENBHOE KOJIMYECTBO TPaXKJaH YKpPaWHBl HE pealn3yeT MPEJOCTABICHHOE WM
[IpaBO Ha y4yacTUE B PELICHUU BONPOCOB MECTHOIO 3HAUYEHMS U3-3a HE3HAHUS MEXaHU3MOB
€T0 pealM3alyy, a IOTOMY HE MOXET OBbITh HMapTHEPOM MECTHOH BIIACTH BO BpeMs
MIPUHATHS YIIPaBICHYCCKUX PEIICHUH W y9acTHs B YIPABICHHH MECTHBIMH JeTaMu. OIBIT
Pa3BUTHIX IEMOKPATHYECKUX CTPaH CBUAETENILCTBYET O TOM, UTO IEPEXO] K HOBOH cucteMe
MECTHOTO CaMOYIIPaBJICHHs, M3MCHEHNS B OTHOIICHMAX TPAXKJaH U MyOIMYHOM BIACTH HE
obxomaTcst 6e3 yIpaBleHYecKoro oOpa3oBaHMs HaceleHus. B ctpanax 3anmammoit EBpomst
n CeBepHOW AMEpPHKH CYIIECTBYIOT OOIIECTBEHHBIC MBIDKCHHS 3a JOCTYyN TpaKTaH
KYy4JacTHIO B MECTHOM CaMOYINpPAaBJICHHWH, KOTOPHIE 3aHMMAIOTCS  BOIPOCAMH
MYHHIMNAIBHOTO TpocBemieHns. HecoMHeHHO, YKpanHe HyXHa OOIIerocymapCcTBeHHAs
mporpaMMa o0pa30BaHUs IO BOIIPOCAM MECTHOTO CaMOYIPaBIICHHUS, B OCHOBE KOTOPOif
Obuta OBl HIes CBOOOJHOTO JOCTyma TpaxJaH K yYacTHIO B MECTHOM IIyOJIMIHOM
ynpasieHuu. Kpome 3Toro, Ha MECTHOM YpPOBHE TakKe HEOOXoauMoO pa3pabaTeIBaTh
oOpa3oBaTenbHBIE TIPOTPAMMBI, OCHOBaHHbIE Ha MNpuHOUNAX MpdepeHranum u
MePCOHAIM3AIUH, TO €CTh C Y4ETOM 0COOEHHOCTe! COLMANBHOTO CTaTyca, BO3pPAacTa, HoJa,
KyJIbTyPHOTO YPOBHSI JIO/IEH.

Pa3paboTkoii MeponpusTHii OTHOCHUTEIbHO MYHHUIHMIAJILHOTO 0O0pa3oBaHuUs TpaxIaH
JOJDKHBI 3aHMMAaThCs CHEIMANNCTBI 110 BONPOCAM MECTHOTO CaMOYIIPaBIEHHs, KOTOpbIE
HNMEIOT COOTBETCTBYIOIIEE yIpaBleHuYecKoe oOpa3oBanue. [IpnoOperéHHas B pesyibTaTe
y4€0bl ympaBleHUYecKas KOMIIeTeHIUs OyJeT coueTaTh B cebe KaKk TeOpEeTUYECKYyIo
MOJATOTOBKY, TaK M MPAaKTUYECKUIl OMBIT YNPaBIEHYECKON [NEATENPHOCTH B OpraHax
MECTHOTO caMoymnpaBieHus. OcOOEHHO 3TO BaXXHO NHPU HBIHEINIHEM HHU3KOM YPOBHE
yOpaBIE€HUYECKOH KyIbTyphl KaK HACeNeHMs, TaK U JODKHOCTHBIX JIML MECTHOTO
CaMOYMpAaBIICHUs, KOTOPBIE HE BCETAa IMOHUMAIOT CYIIHOCTh TOCYIapCTBEHHO-
yIPaBJIEHUYECKUX MIPOLIECCOB, HE UYBCTBYIOT CBSI3M MEXXIY BBINOJIHEHHEM [IOJDKHOCTHBIX
HHCTPYKIMH ¥ CBOUM y4acTHEM B MYHHIMIIAJGHOM yIPaBICHHH, OCO3HABas ce0s TOJIBKO
HaéMHBIMH paOOTHHKAaMH OpTaHa MECTHOTO caMmoympamieHus. [loiydeHus Tex 3HaHUM,
KOTOpEIE  TPETyCMOTPEHBI  IpOTpaMMoil  Npo(decCHOHANBPHONH  IMOJTOTOBKH U
MIEPETIOATOTOBKA B paMKax ITOBBIIICHHS KBATM(DUKALNK, SBISIETCS HEIOCTATOUHBIM IS
MPUMEHEHNsT WX Ha IpakTHKe. 3aHUMAThCSA CaMOCTOSTENIbHO Yy4&00W W30paHHBIE |
JODKHOCTHBIE JIMIIa MECTHOIO CaMOYIpPaBIEHUs HE MMEIT BO3MOMKHOCTU M3-32
3HAUHUTEIFHONW CiykeOHOI Harpyskd. [losToMy BakHOH sBIAETCS pa3paboTKa CHCTEMBI
00y4eHHs AeTyTaTOB MECTHBIX COBETOB M JOJDKHOCTHBIX JIUI] MECTHOTO CaMOYTIPaBICHUS
II0 BONpPOCaM B3aUMOJCHUCTBUS C MECTHOI oO0muHONH, 4T0 OymeT coaelcTBOBaTh
MOBBIIICHUIO KaK HX MYHHIWNAJBHOW KyJbTypHl, TAK W BO3MOJXXHOCTH IPHUBICYCHUS
rpakJaH K PEIICHUIO BOIPOCOB MECTHOTO 3HAYCHHUSI.

6. BBIBOJbI

B 3HauMTeNBPHOW CTENEHHW IOBBINICHHE YPOBHSA YYacTHs WICHOB TCPPHUTOPHUANBHOM
OOIIMHEI B MECTHOM ITyOJIMYHOM YTPABICHUN 3aBHCHT KaK OT aKTHBHOCTH CAMUX )KUTEICH,
TaK M OT YKEJIAaHWS YIPABIICHIIEB IOy CKaTh ¥ MPUBJICKATh HACEJIICHHE K PEIICHHIO BOTIPOCOB
JoKaNmpHOTO  3HaueHHWA. (OO00OIIeHHEe OmNBITa  JEATCIFHOCTH OPTaHOB  MECTHOTO
caMOyImpaBlieHHss B YKpaWHe TOKa3bIBAaeT, YTO WHUIIMATHBA MECTHBIX OPTaHOM BJIACTH
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BCEIJ[d HAXOIUT OTKIMK CO CTOPOHBI IpaxJaH. B ycIoBUAX NEMOKpaTH3allUd MECTHOIO
myOIMYHOTO ympaBieHHs B YKpamHe OCHOBHOW 3ajadedl OpPraHOB MECTHOTO
CaMOYTIPaBIICHUS SIBISIETCA UCIOIB30BAHUE T€X MEXaHH3MOB, KOTOPBIE MO3BOJAT yOeIuTh
HACeJICHHE B BAXXHOCTH aKTUBHOTO y4YacTUs B yIIPABICHUECKUX IPOLECCax.
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TERRITORIAL COMMUNITY PARTICIPATION IN LOCAL PUBLIC ADMIN-
ISTRATION: PROBLEMS AND WAYS OF THEIR DECISION

The article considers the problems of the low level participation of villages, settlements,
towns, cities territorial communities in decision making issues of local character in Ukraine
and the ways of solutions which are offered. The processes of different mechanisms of citi-
zens’ involvement to participate in local public administration in the towns in Ukraine are de-
scribed. They are based on examination of opinions and identification of priorities for popula-
tion as to local life by conducting public inquiries and polls, announcement of competitions
and grants, participation in the Development Program of the UNO.

The article examines the concept of "social partnership" among the territorial communi-
ty, municipal bodies and state authorities, representatives of business structures, enterprises
of different forms ownership. The importance of such directions of interaction of actors in
the field of local self-government, which is carried out on a parity basis to involve local
people in the process of implementation of the local public administration in the conditions
of reforming local self-government in Ukraine, is defined. The issues that should be dealt
with permanent and temporary public councils that may be relevant to the practical work of
the public council and affect the efficiency of its activities are distinguished. The necessity to
carry out institutional changes in local self-government bodies and raise the level of urban ed-
ucation of deputies of local councils, local government officials and citizens within the frame-
work of the national program of education for local self-government is proved. It is offered to
use local educational programs based on the principles of differentiation and personalization
for citizens.

Keywords: territorial community, local public administration, local self-government,
the participation of inhabitants.
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A PROCESS OF DYNAMIC TRADE SHOW ACTIVITY
MANAGEMENT WITHIN A REAL ESTATE
DEVELOPMENT PROJECT LIFE CYCLE

This paper presents a problem of the management of trade show activity in relation to
the retail Real Estate development project life cycle of a huge shopping centre. Variability
of that cycle in retail Real Estate business requires dynamic and flexible approach to the
management of trade show activity, which is a complex process consisting of several stages.
The aim of the paper is to recognise trade show activity of the retail Real Estate developers,
who were not very experienced, in the duration of a full investment project life cycle of a
big shopping centre. The research has included the activity of 6 large-sized shopping centre
developers, who were not very experienced, in a period of about two and a half years.
Throughout that time the developers participated in 7 consecutive trade shows for retail Real
Estate market. There have been applied qualitative research methods: mystery visitor (as a
type of participant observation) and unstructured interviews. Also, an analysis of infor-
mation and advertising materials of the developers under research has been used. An analy-
sis of the relation between the developers’ activities performed at five stages of a project life
cycle and trade show activity management at every of these stages has been explored and
presented.

Keywords: B2B trade shows, trade show management, project life cycle, retail Real Es-
tate development, participant observation.

1. BACKGROUND

A development activity of investment projects in the form of Real Estates with modern
retail area can be categorised into a group of industrial services rendered by enterprises for
enterprises (business to business — B2B). The purchasers and users of the services are
entities that lease the floor space available in new shopping facilities. The most important
tenants of shopping centres developed in Poland are, above all, international enterprises
and a few domestic companies, which create retail trade networks and offer their own
popular and strong brands. Those entities, which are called anchor tenants, lease the larg-
est shopping spaces with the area ranging from 500 m2 to even 10,000 m2 and represent
mainly retail trade businesses selling goods connected, for example, with: groceries, home
and garden furnishings, household appliances, audio and video devices, sport, clothes and
shoes.

! Dariusz Siemieniako, PhD, Department of Marketing and Entrepreneurship, Faculty of Management, Bialystok
University of Technology, ul. O.S. Tarasiuka 2, 16-001 Kleosin, Phone: + 48 (85) 746 98 21, e-mail:
d.siemieniako@pb.edu.pl (corresponding author).

2 Marcin Gebarowski, PhD, Department of Marketing, Faculty of Management, Rzeszow University of Technol-
ogy, Al. Powstaficow Warszawy 8, 35-959 Rzeszow, Phone: + 48 (17) 865 14 74, e-mail: marcing@prz.edu.pl



130 D. Siemieniako, M. Ggbarowski

For above 5 years, the Polish development market in modern shopping areas has been
perceived as the mature market with established investment project management rules.
Having considered, for instance, the diversification of project management processes, one
can distinguish the following types of modern shopping facilities: a shopping centre, an
outlet, a retail park, a strip mall and a high street®. The authors of this paper have focused
on the activity of the developers which developed medium- and large-sized shopping
centres, i.e. with Gross Leasable Area (GLA) of above 25,000 m2. B2B services rendered
by this type of entities display the following characteristics: great complexity and diversi-
fication of processes, constant contact between a developer and potential tenants, long
duration of a full service cycle, a considerable developer’s risk, a high level of developer’s
capital commitment®,

The maturity of the Polish development market in large shopping centres shows diver-
sified management processes with regard to this type of investment projects. They are
carried out by experienced developers or the developers who have very little experience in
the business. The first group includes predominantly international entities which offer not
only development services, but also a wide range of services that support the growth of
investment projects. The other group encompasses almost entirely domestic entities which
— due to the fact of possessing a Real Estate situated in an attractive location suitable for a
shopping facility — frequently decided to choose a strategic option related to investing in
and developing a shopping centre. In the Real Estates intended for such facility, many of
those entities had run before business activities connected with manufacturing or ware-
housing. Such entities perceive going into retail Real Estate development business as a
one-time opportunity, rather than a long-term development strategy. However, there are
examples of enterprises which have attained a competitive position in the business and
remained permanently in it. High standards of the management of complex and usually
risky investment projects necessitate, especially in the case of the developers who have
little experience, making use of services provided by a number of specialist entities, for
example lease brokers, legal and financial advisers, companies offering technical expert
opinions, market research and analysis, architecture services or construction works. This
paper presents the results of the research that has examined the trade show activity of the
entities representing the second group of developers. For this group, participation in trade
shows — apart from direct sale — is one of the most important forms of marketing activities
conducted in order to lease area in shopping centres.

Having considered the medium term perspective of trade show activity planning, the
dynamic management of exhibit activity in a variable investment project life cycle is a
serious research problem. The aim of the paper is to recognise the trade show activity of
the developers that are not very experienced, which occurs in the duration of a full in-
vestment project life cycle of a big shopping centre. There have been applied qualitative
research methods, including participant observation and an unstructured interview. Fur-
thermore, information and advertising materials of the developers under research have
been analysed.

3 Nowe obiekty zmieniajq uktad sit na mapach handlowych gtéwnych miast, “Rynek handlowy w Polsce — 11 kw.
20137, Jones Lang LaSalle, p. 2, http://gbusiness.pl/uploads/Raporty/jllhandel22013.pdf (accessed on: 8 July
2014).

4 D. Siemieniako, Model zarzqdzania lojalnoscig relacyjng opartg na zobowigzaniu w zwigzkach ustugowych,
“Marketing i Rynek” 2012/5, p. 8.
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2. TRADE SHOW ACTIVITY MANAGEMENT WITHIN A PROJECT LIFE
CYCLE - LITERATURE REVIEW

The concepts of project and project management have been known and widely used
for a long time, both in theory and practice®. According to Westland, project management
is a combination of specialist knowledge, skills and experience necessary to reduce a risk
throughout the project execution phase, as well as a set of various types of tools used by
project managers®. Project management is also a series of different processes and tech-
niques required to monitor and control the time, costs, quality and scope of a project.
Lester proposed a definition of project management, which is a compilation of several
definitions existing in the literature on the subject and contains all relevant elements. Ac-
cording to the author, project management is “the planning, monitoring and control of all
aspects of a project and the motivation of all those involved in it, in order to achieve the
project objectives within agreed criteria of time, cost and performance™”.

One can claim that projects go through a life cycle, from beginning to end. Projects
may differ with regard to a size, diversification of activities and complexity, or in other
words, the level of the intricacy of activities which require from contractors to have high
qualifications. A project life cycle can be divided into stages which have their own unique
features. Referring to the norms of British BS 6079 standards, Lester distinguishes 8 pro-
ject life cycles®:

1) “concept: basic ideas, business case, statement of requirements, scope;

2) feasibility: tests for technical, commercial and financial viability, technical studies,
investment appraisal, DCF, etc.;

3) evaluation: application for funds, stating risks, options, TCQ criteria;

4) authorization: approvals, permits, conditions, project strategy;

5) implementation: development design, procurement, fabrication, installation, commis-
sioning;

6) completion: performance tests, hand-over to client, post project appraisal;

7) operation; revenue earning period, production, maintenance;

8) termination: close-down, decommissioning, disposal.”

A different and simpler approach to the project life cycle was presented by Westland,
who sets forth four phases: initiation, planning, execution and closure®. In order to define

® L. Lindkvist, J. Séderlund, F. Tell, Managing product development projects: On the significance of fountains
and deadlines, “Organization Studies” 19/6 (1998), p. 931-951; J. Packendorff, Inquiring into the temporary
organization: New directions for project management research, “Scandinavian Journal of Management” 11/4
(1995), p. 319-333; Hodgson D., Cicmil S., The politics of standards in modern management: Making ‘the
project’ a reality, “Journal of Management Studies” 44/3 (2011), p. 431-450; J. Séderlund, Theoretical foun-
dations of project management: Suggestions for a pluralistic understanding, [in:] The Oxford handbook of
project management, ed. P.W.G. Morris, J.K. Pinto, J. Séderlund, Oxford University Press, Oxford 2011, p.
37-64; M. Hillgren, A. Soderholm, Project-as-practice: New approach, new insights, [in:] The Oxford hand-
book of project management..., p. 500-516.

6J. Westland, The Project Management Life Cycle: Complete Step-by-Step Methodology for Initiating, Planning,
Executing & Closing a Project Successfully, Kogan Page, London 2006, p. 3.

" A. Lester, Project Management, Planning and Control: Managing Engineering, Construction and
Manufacturing Projects to PMI, APM and BSI Standards, Butterworth-Heinemann, Jordan Hill 2007, p. 5.

8 Ibidem, p. 37.
®J. Westland, op. cit., p. 4-15.
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the life cycle processes of a huge and complex development project, the authors have
adopted this division.

Mainela and Ulkuniemi indicate three levels of personal interaction, which constitute
the components of relationship management in business projects: person-to-person inter-
actions, relationship and community?°. Relationship management, referred to as partnering
in development projects, is presented as an essential factor of success in project perfor-
mance®®. In construction project relationship management Meng indicated the project
partnering which represents short-term collaborative relationships, and strategic project
partnering which describes the long-term collaborative relationships*?.

Trade show participation management is poorly described in the domestic literature on
the subject. Similarly, the publications written by foreign authors devote very little atten-
tion to this issue as well. Very often, the exhibit activity management is presented from
the angle of a single trade show performance®3. And this fact has to be considered narrow-
ing down, since a management perspective is limited in this case only to the activities
performed during one trade show. Taking into account such a narrow presentation, within
the process of preparing and giving a trade show performance one distinguishes the fol-
lowing stages: defining goals of the participation in trade shows, selecting a particular
exhibit event, approving a budget, arranging and preparing a stall, creating advertising
materials, selecting and training personnel, participation in the trade show (the exact trade
show performance), follow-up activities. The above-mentioned process consists of the
stages which include more detailed activities, repeated cyclically during consecutive trade
show performances®.

However, the exhibit activity management can be understood in a broader sense —
from the point of view of the whole marketing activities performed by one exhibitor dur-
ing many events. Trade shows should not be used as a one-off, ad hoc activity. They can
be used more effectively when: 1) they are viewed as a possible series of exhibitions; 2)
they are integrated carefully with other communications tools; 3) they are selected and
planned well in advance; and 4) their effectiveness is constantly measured*®. Such strate-
gic approach includes the long-term utilisation of exhibit marketing in order to achieve
effectively goals of an organisation. Consequently, the participation in particular trade
shows is not accidental (it results from the strategy which had been adopted before) and
serves as a complementary element of the activities carried out during other trade show

10 T, Mainela, P. Ulkuniemi, Personal interaction and customer relationship management in project business,
“Journal of Business & Industrial Marketing” 28/2 (2013), p. 105.

1 AM. Odeh, H.T. Battaineh, Causes of construction delay: traditional contracts, “International Journal of
Project Management” 20/1 (2002), p. 67-73; X. Meng, The effect of relationship management on project
performance in construction, “International Journal of Project Management” 30/2 (2012), p. 188-198.

12X, Meng, op. cit., p. 194.

13 For instance: B. Siskind, Powerful Exhibit Marketing: The Complete Guide to Successful Trade Shows,
Conferences, and Consumer Shows, John Wiley & Sons Canada, Mississauga 2005, p. 1-2; P. de Pelsmacker,
M. Geuens, J. van den Bergh, Marketing Communications: A European Perspective, Pearson Education, Har-
low 2010, p. 511-515; A. Batko, A. Borcuch, A. Mochon, M. Pitat-Borcuch, U. Swierczynska-Kaczor, Rynek
targowy: scena wystawcow i organizatoréw, Wydawnictwo Uniwersytetu Humanistyczno-Przyrodniczego
Jana Kochanowskiego, Kielce 2010, p. 13-14.

1 M. Gebarowski, Wspélczesne targi. Skuteczne narzedzie komunikacji marketingowej, Regan Press, Gdansk
2010, p. 74.

15 P.R. Smith, Z. Zook, Marketing Communications: Integrating Offline and Online with Social Media, Kogan
Page, London 2011, p. 403.
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performances. Furthermore, such management perspective makes it possible to maintain
cohesion between exhibit activity and promotion of all types (advertisement, personal
sale, promotion of sale, public relations).

In the context of the subject of this paper, the key determinant of the trade show activi-
ty management — understood in a broader sense — is the area of the market on which an
exhibitor occurs (B2B and B2C markets). The stage of a development project life cycle,
which is being executed while taking part in a trade show, is also important.

It is accepted in the literature on the subject that trade shows play a special role in the
marketing activities conducted by the entities which operate on the business-to-business
market. The researches that have been carried out cyclically for more than several years
by a German organisation, AUMA (Ausstellungs- und Messeausschuss der Deutschen
Wirtschaft), demonstrate that economic trade shows and exhibitions are mentioned as the
second (the first place is occupied by personal sale) most useful communication instru-
ments for the attainment of sales goals on B2B markets. For the enterprises representing
this sector, it is particularly important that the trade shows — owing to the fact that exhibi-
tors can talk directly with visitors — let explain the complexity of products (including
services) in a more efficient manner, compared to the majority of other communication
instruments®®. The exhibitors from business-to-business area should take into considera-
tion the differences between B2B and B2C markets'’. This entails, predominantly, adjust-
ing a stall and the concept of offer positioning to the needs of customers from B2B sector,
giving a proper form to a trade show performance so that there is an opportunity to hold
discussions with specialists, ensuring appropriate preparation (factual knowledge) of the
team representing an exhibitor, gathering detailed information on potential customers (in
the context of prospecting), conducting follow-up activities consistently and completely?®,

Within the exhibit activity management, a developer attempts to attain diversified
marketing goals at each individual stage of a project life cycle, which necessitates modify-
ing the components of his trade show performances — both physical components (stalls,
showpieces, advertising materials) and non-physical elements (interactions with custom-
ers, atmosphere during discussions). The developers’ trade show performances can reflect
three dimensions: informative, promotional and commercial. Depending on the stage of a
project life cycle, each of the dimensions strongly prevails or they occur to a similar ex-
tent. When the informative dimension is dominant, an exhibitor pays attention, first of all,
to matter-of-fact argumentation, supporting a trade show demonstration with printed ad-
vertising materials and multimedia presentations. Should the promotional aspect be pre-
vailing, a broad spectrum of the forms of influence on potential customers is used, as well
as an appropriate atmosphere at a stall is created (according to the assumptions of experi-
ential marketing). Contrary to the above, the commercial dimension concentrates on hav-
ing more secret discussions, whose aim is to make a transaction.

'S, Jensen, A. Nuneva, Trade show as a brand management instrument in the B2B sector, [in;] Trade Show
Management, ed. M. Kirchgeorg, W. M. Dornscheidt, W. Giese, N. Stoeck, Gabler, Wiesbaden 2005, p. 1085.

7 Ph. Kotler, W. Pfoertsch, B2B Brand Management, Springer, Berlin-Heidelberg 2006, p. 20-34.

8 M. Gebarowski, Zarzqdzanie udzialem w targach w kontekscie dziatann marketingowych realizowanych na
rynku B2B, [in:] Zarzqdzanie wobec wspotczesnych wyzwan spoteczno-ekonomicznych. Ksiega jubileuszowa
dedykowana Profesorowi Janowi Adamczykowi, ed. J. Wiazewicz, Oficyna Wydawnicza Politechniki
Rzeszowskiej, Rzeszow 2013, p. 79.
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3. RESEARCH METHOD

As a research method, participant observation has been chosen, which can be catego-
rised as a qualitative research method. Enterprises with a Polish capital, which were inex-
perienced or had very little experience in a retail Real Estate development business,
served as research units, whereas decision-makers, project managers and board members,
who were employed in those organisations, were subjects of the research. The research
included 6 enterprises which were developing new (medium- or large-sized) shopping
centres in Polish cities, with gross leasable areas (GLA) of 25,000 to 50,000 m?. One of
the enterprises under research, was developing two shopping facilities simultaneously, and
the remaining companies were implementing one investment project. Some of the enter-
prises had run before manufacturing activity in the buildings located on the premises of
the shopping centres to be developed. When the attractiveness of the land increased, its
administrators and owners decided to carry out a development project related to a shop-
ping activity. In the contrary to the above case, the other enterprises, which represented
diverse businesses (such as development housing services), purchased the rights to Real
Estates in order to develop a shopping centre.

The field research was conducted by one of the authors of this paper, who additionally,
throughout the research period, was dealing with the project management of a huge shop-
ping centre in a practical sense. The duration of the research was about two and a half
years — from September 2011 to February 2014. It covered 7 consecutive cyclical exhibit
events devoted to retail Real Estate market, including 2 world’s biggest retail Real Estate
trade shows, MAPIC, organised in Cannes (France), as well as 5 biggest trade shows held
in Poland and East-Central Europe, Shopping Center Forum (SCF) — 3 autumn and 2
winter editions. The participation in the cyclical trade shows enabled the observation of
the changes that occurred in development project execution and marketing activity of 6
indicated developers, whose representatives were present during the most of the trade
show events in which the researcher also took part.

The basic method applied in the research was one of the varieties of participant obser-
vation — i.e. a mystery visitor®. Also, a few other qualitative methods have been used,
such as unstructured interview, opinion poll, analysis of secondary materials (including
trade publications and informative and advertising materials of the developer under re-
search). For the mystery visitor method, observation questionnaires served as research
tools. Furthermore, the researcher used a scenario of unstructured interview. The data
collected from the observation questionnaires has been quantified and analysed. Regard-
ing the unstructured interviews, the researcher took notes immediately after the interviews
had been conducted. The approach adopted by the author can be called as triangulation,
since many qualitative research methods were applied in different periods of the re-
search®, It fits squarely into an interpretive and symbolic paradigm of management sci-
ences, which has been based, among other things, on the social constructionist epistemol-

ogy®.

1 M. Gebarowski, D. Siemieniako, Targi rynku nieruchomosci handlowych w swietle badar metodg obserwacji
uczestniczgcej, “Marketing i Rynek” 2014/9, p. 33-39.

2 A G. Woodside, E.J. Wilson, Case study research methods for theory building, “Journal of Business and
Industrial Marketing” 18/6 (2003), p. 498.

2L}, Sutkowski, Paradygmaty nauk o zarzqdzaniu, “Wspoiczesne Zarzadzanie” 2013/2, p. 21.
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4. RESULTS

The research results have been presented in addition to connecting each stage of a pro-
ject life cycle with goals and activities referring to the trade show activity of exhibitors at
individual stages. Such model enables to present systematically the developers’ under
research attitude towards the trade show activity management — both in the whole life
cycle of the project and at individual stages of the cycle.

Table 1 illustrates the stages of a retail Real Estate development project life cycle and
project management processes that comprise individual stages. Moreover, a typical dura-
tion of the stages, expected by customers, has been presented. For each stage of the pro-
ject life cycle, the table shows also the dimensions of the trade show activity performed by
the exhibitors that are the shopping centre developers, entering into the market and having
little experience.

Table 1. The dimensions of exhibitors’ trade show activity in a typical development project life
cycle of a huge shopping centre

The dimensions of the
;hrz f;ﬁgézgr ) The_ trade s_hqw activity of
Estate devel- Project mgnageme_nt processes com- duration | the e>_<h|b_|tors who are
opment pro- prising individual stages of a entering into shopping
ject life cycle stage centre development
market
I. Project From identifying a development project as | For 1 - informative (gathering
initiation a strategic option to verifying the project year information)
as an attractive market opportunity for an
investor
I1. Project From the investor’s decision about com- 1.5-3 - informative (as above)
planning mencing the project planning to obtaining | years - promotional (propagat-
a positive appraisal of project execution ing an idea, project,
conditions creating an image)
I11. Preparatory | From taking on first considerable finan- 1.5-2 - informative (as above)
execution cial obligations (e.g. placing an order for years - promotional (as above)
the preparation of architectural design) to - commercial (negotia-
declaring the readiness for ordering main tions, carrying out a
construction works transaction)
1V. Real exe- From ordering main construction works to | 1.5-2 - mainly commercial
cution receivinga certificate of occupancy years
V. Project From opening the shopping centre to 3-6 - mainly commercial
closure finishing the processes of execution, months
commercialisation and financing

Source: Own elaboration.

The duration of stage | (initiation) can be completely different — 1 year, and even 5 or
10 years. A potential developer can observe and analyse the situation of an enterprise and
micro and macro environment from the perspective of the readiness for the decision to
initiate a development project. The results of the participant observation showed charac-
teristic activities of the developers under research, which were carried out for stage I:
— conducting market research and analysis,
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identifying and analysing key factors conditioning the project execution, including for
example: the absorption rate of the market — consumers and competition, the level of
the Real Estate market attractiveness, adjusting communication system in the vicinity
of the Real Estate, chance to get the financing of the project, the level of the compe-
tence and experience of own resources with regard to feasibility to implement the pro-
ject,

preparing a preliminary architectural conceptual design of the project and its strategic
indications,

testing the conceptual design among people from the business, in particular among
experts and the representatives of shopping networks.

Within stage |, the developers attain the following goals connected with trade show ac-

tivity:

becoming acquainted with mechanisms and situations in the retail Real Estate busi-
ness,

getting to know expert opinions from the business, which refer to a preliminary con-
cept of a shopping centre,

gathering information — especially about tenants and existing and potential customers.
The participation of the developers under research in the trade shows was either a pub-

lic or secret action, depending on whether they preferred to reveal their own intentions of
shopping centre development or not. In the case of the public trade show activity, it is
possible to arrange a meeting between a developer’s representative and entities — especial-
ly experts — which are interesting for him or her.

At stage Il (planning), the developers usually performed the following activities:
ensuring material, financial and human resources; creating conditions for operating in
a proper legal and organisational structure,

conducting market research and analyses by themselves and by using specialist enti-
ties,

selecting a commercialisation agent in order to test the tenant market,

ordering and preparing an architectural conceptual design with visualisations,
preparing a strategic plan consisting of the following parts: (i) market analysis, (ii)
commercialisation plan, (iii) promotion plan, technical execution plan, (iv) schedule,
(v) financial plan,

commencing the commercialisation — it is possible to conclude at this stage rental
agreements with the entities that sell grocery items or house and garden furnishings,
which require large areas for their business activities,

commencing promotional activities (including public relations) of the project,

ending all existing relationships due to which the Real Estate has to incur costs,

taking advantage of or evaluating positively the opportunity to fulfil basic conditions
of project execution.

Apart from the informative dimension, the objectives of the participation in trade

shows at the planning stage had also the promotional aspects:

gathering information about the situation in the business, financing, tenants, competi-
tors and customers,

getting acquainted with opinions, in particular the ones expressed by tenants, regarding
the architectural conceptual design of the shopping centre,
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e making the concept of the shopping centre recognisable,

e supporting the act of concluding rental agreements with the key anchors, for example
with an entity selling grocery items or house and garden furnishings,

o forming personal relationships with people from the business.

Throughout stage 11, the representatives of the developers under research took part in
the trade shows as visitors, the most often in the presence of a commercialisation agent,
who provided professional support regarding the lease of shopping area. Trade show
meetings had been usually arranged before an event began, however, ad hoc meetings
took place as well. The developers’ representatives presented technical and advertising
materials and promoted their own projects in relation to basic parameters, i.e. a location,
information about the market, communication availability, zones of influence, a size, an
advantage over competitors.

Within stage 111 (preparatory execution), the developers under research indicated the
following most important activities:

— performing promotional activities (including public relations),

— conducting commercialisation (including concluding the rental agreements with the
key tenants),

— obtaining an approval for the project financing,

— producing an architectural building permit and/or detailed design,

— creating an interior design and land development plan,

— receiving a building permit,

— selecting specialist entities for the execution of the project, among others: the general
contractor, a tenant coordinator, building control officers, a law office to support
commercialisation process,

— carrying out preparatory construction works (e.g. demolition, clearing the Real Estate).
The biggest trade show activity of the developers under research was precisely during

the preparatory execution of the project. Additionally, the commercial dimension of the

participation in the trade shows occurred at this stage. Therefore, the objectives of the
trade show activity concerned:

¢ gathering information about the situation in the business, financing, tenants, competi-
tors and customers,

¢ building the credibility of the development project,

¢ informing tenants about the progress in the construction of the shopping centre,

o speeding up the process of concluding rental agreements with a bigger group of poten-
tial anchor tenants,

e strengthening the personal relationships with other trade show participants.

Similarly to the previous stage, the developers’ representatives were accompanied dur-
ing the trade shows by a commercialisation agent. It was of great importance to arrange
the meetings in advance. The high point of the developers’ trade show activity throughout
the whole project life cycle involved using their own stalls, where the final visualisation
of the project was presented in various forms, such as: a mock-up, multimedia presenta-
tions, printed materials, touch screens. The developers under research used their own
stalls once or twice in a row during two consecutive trade show events. It was a common
fact that the exhibit stalls were for the first time presented at the biggest trade show in
Poland — SCF, during the autumn edition, and sometimes for the second time during the
winter edition (which is smaller than the one organised in autumn). The developers were
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given assistance from several commercialisation agents, law office representatives and
interior designers. At stage Ill, the developers promoted during the trade shows the shop-
ping centres under development process, putting a heavy emphasis upon the interior de-
sign and the progress in commercialisation. They presented the offer using various forms
of printed advertising materials and trade show accessories. After closing their own stalls,
they carried out short- and long-term activities intended for fulfilling the promises made
during the trade shows.

At stage 1V (Real execution), the developers performed the following activities:

— technical execution of the shopping centre,

— commercialisation of the whole project,

— financial support of the investment,

— management of the Real Estate during the technical execution,

— coordination of shopping centre tenants,

— preparation of the shopping centre for the opening,

— process of obtaining the certificate of occupancy (an administrative procedure),

— preparation for handing-over the administrative control of the facility after its opening.

The trade show activity objectives were achieved mainly in the commercial dimen-
sion, and they involved:

e maintaining the credibility of the project,

e speeding up the process of concluding rental agreements with all potential tenants
representing particular target groups,

¢ informing tenants about the progress in the technical execution and commercialisation.

The aim of the developers’ participation in the trade shows as visitors was to complete
negotiations with precisely indicated potential tenants of the shopping centre under con-
struction. At this stage, the commercialisation agents provided very strong support. It
should be also highlighted that short-term activities conducted after the trade shows had
finished were important.

Stage V (project closure) can be defined with relation to the following activities:

— opening the shopping centre,

— completing all the execution-related and technical processes,

— finishing the commercialisation process,

— settling an account with the financing institution and commencing the process of dis-
charging obligations after the opening,

— testing the processes of shopping centre management.

The developers under research, whose project life cycle was already at a completion
stage, basically did not perform any trade show activity. However, due to the fact that at
the time of the opening there were some shopping areas that had not been leased yet, the
developers declared that they would participate in trade shows in the future in order to:

o inform the market about the fact of opening the shopping centre and effects of that
fact,

o speed up the process of concluding rental agreements for the areas which were still not
leased after the shopping centre had been opened,

e recommercialisation (leasing some of the areas again following the withdrawal of
tenants).
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At the completion stage, the representatives of some of the developers under research
participated in the trade shows as visitors alone. It is not practised at this stage to use own
stalls in order to avoid a feeling that too intensive marketing activities, relating to the
shopping centre that is being promoted, are performed. Such actions — in the market opin-
ion — could result in a negative judgement.

5. DISCUSSION, CONCLUSIONS AND FUTURE RESEARCH

The objective of this paper has been accomplished by presenting the activities at the
individual stages of the investment project life cycle, which was implemented by domestic
developers with little experience, in relation to the trade show activity management at
each of the separate stages. The authors of this paper have identified and presented the
development project life cycle of a huge shopping centre, which constitutes a copybook
example. In Real, especially in the case of the developers that have little experience, the
cycle is usually subject to many disruptions, which results in extending the duration of
individual stages. It is worth noting that in the retail Real Estate business, the time for the
execution of a huge investment project life cycle, which is expected by the market (among
others, tenants and financing institutions), as of the date of giving an announcement in the
market (stage 1), is 4 to 7 years — the similar time period has been achieved in the results
of the research (table 1). As a consequence of delay in project execution, a flexible ap-
proach to the management of various processes is required, including also the trade show
activity process management. Therefore, the trade show activity management is by its
very nature dynamic.

In general, one can observe that in the trade show activity management there are three
characteristic periods, related to the progress in the investment project execution. The
first period involves the management of the developer’s representative participation in the
trade shows, who performs a role of a visitor. The period is preliminary and entails the
preparation of the investment project for execution (stage I and 11 of the project life cycle).
Second period of the trade show activity management constitutes the high point in the
project life cycle, and involves a one- or two-time trade show performance by a developer
(stage 111). And finally, third period means a drop in the developer’s trade show activity
and is connected with the completion of the investment project (stage IV and V). The
boundary between second and third period is quite fluid, and it depends on the progress in
the project execution. This is the point where the flexibility in the trade show activity
management may occur.

The fact that the results presented herein are qualitative makes the research limited,
and therefore no generalisation is allowed. However, the research enabled to notice in a
long time changes in the activities of the entities in question. The research goal defined
herein required to apply qualitative methods.

It can be expected that trade show activity management performed by experienced re-
tail Real Estate developers, implementing many investment projects at the same time, at
various stages of sophistication, would be different. A substantial quantity of projects
under implementation and, additionally, a broader scope of services provided by such
developers determine a more complicated, multifactor relationship between a life cycle of
a particular project and a trade show activity. However, this problem is not the subject
matter of the research presented in this paper. The authors recommend that the above-
mentioned issue should be dealt with in the future. Further research related to the trade
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show activity management of retail Real Estate developers may focus on a trade show
performance by a particular developer from the perspective of the management of a prom-
ise given to tenants®2. The management of experiential marketing by the exhibitors repre-
senting the business under analysis may constitute yet another, essential research problem.
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PROCES DYNAMICZNEGO ZARZADZANIA AKTYWNOSCIA TAR-
GOWA W CYKLU ZYCIA PROJEKTU DEVELOPERSKIEGO

W artykule przedstawiono problematyke¢ zarzadzania aktywno$cig targowa w odniesieniu

do cyklu zycia projektu deweloperskiego duzego centrum handlowego. Zmienno$¢ tego cyklu
w branzy nieruchomosci handlowych wymaga dynamicznego i elastycznego podejsécia do za-
rzadzania udzialem w wydarzeniach wystawienniczych, ktory jest ztozonym procesem, skla-
dajacym si¢ z kilku etapoéw. Celem artykulu jest rozpoznanie aktywnosci targowej mato do-

$wiadczonych (tj. dopiero wchodzacych na rynek) deweloperéw nieruchomosci handlowych,

rozciggnigtej w czasie trwania petnego cyklu zycia projektu inwestycyjnego duzego centrum
handlowego. Przyjeto, ze cykl zycia projektu deweloperskiego nieruchomos$ci handlowych

sktada si¢ z pigciu etapow: inicjacja projektu, planowanie projektu, realizacja przygotowaw-

cza, realizacja wlasciwa, zamkniecie projektu. Kazdy z etapdéw przedstawiono poprzez zdefi-
niowanie procesoOw zarzadzania projektem wiasciwych dla poszczegolnych etapéw. W bada-
niu uwzgledniono aktywno$¢ 6 mato doswiadczonych deweloperow duzych centréow handlo-
wych, w okresie okoto 2,5 roku. W tym czasie uczestniczyli oni w 7 kolejnych targach rynku
nieruchomosci handlowych. Wykorzystano jakoSciowe metody badawcze: mystery visitor

(jako rodzaj obserwacji uczestniczacej) oraz wywiady swobodne. Zastosowano takze analizg

materialow informacyjnych i reklamowych badanych deweloperéw. Przedstawiono analize
powiazania dziatan badanych podmiotow w odniesieniu do pigciu etapéw cyklu zycia projek-
tu deweloperskiego, z zarzadzaniem aktywno$cig targowa na kazdym z tych etapow. Wskaza-
no na dominujace, podczas realizacji poszczegdlnych faz, plaszczyzny aktywnos$ci targowej
wystawcOw (sposrod trzech rodzajow wymiarow: informacyjnego, promocyjnego, handlowe-

go).

Stowa kluczowe: targi B2B, zarzadzanie aktywnos$cig targowa, cykl zycia projektu, de-

weloper nieruchomosci handlowych, obserwacja uczestniczaca.
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PRODUCT IN THE SUSTAINABLE MARKETING
CONCEPT

The achievement of economic goals while respecting the environment and considering social
aspects without harming future generations is included in the area of sustainable development. A
special role in sustainable marketing, which is part of a sustainable development, plays a product
which is the most important component of a sustainable marketing mix. The area of interest is the
strategy of product in sustainable marketing activities of businesses. The aim of this study is the
analysis and summary of the major findings of the literature on the subject of the work. The paper
is theoretical in nature and is based on literature studies in the field on the theme and the author's
experience. Testing method applied is the study of literature based, inter alia, on the use of sec-
ondary sources such as: national and international scientific publications, scholarly articles, schol-
arly journals, magazines and trade directories, statistical yearbooks, conference materials, laws,
internet information services. As a result of recognition of the state of knowledge in the field of
sustainable marketing, including sustainable product strategy, it should be noted that this is a new
and growing area of research that requires further analysis in theoretical and empirical terms. The
presented solutions are designed to serve as a model and may be a signpost to the business operators.

Keywords: sustainable development, sustainable marketing, sustainable product

INTRODUCTION

The progressive development of civilization and the increase in the number of inhabitants
of the Earth, prompts production companies to produce more and more products. An increas-
ing number of the world's population contributes to the increase in demand for a variety of
goods, which is reflected in the increase of production. Rapidly increasing production and
sales is a source of income for the production organisation. The observed situation carries with
it some risk to the environment. On one hand, manufacturing companies produce ever-
increasing quantities of goods counting incomes on the sale, on the other hand, the increasing
consumption contributes to environmental degradation. A countless number of products flood
the world market, causing environmental and social problems. In order to reduce the negative
impact of business production processes, companies should implement the concept of sustain-
able marketing, including strategy for sustainable product.

The sustainable marketing theory suggests a completely different approach to a range of
marketing activities that were previously carried out by operators. Therefore, there is a need to
extend knowledge through further theoretical and research analysis.

1 PhD, Eng., Tomasz Trojanowski, Institute of Management and Marketing, Jan Dlugosz University in Czestochowa,
Waszyngtona 4/8, 42-200 Czgstochowa, e-mail: t.trojanowski@ajd.czest.pl
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Marketing and product strategy in the sustainable concept includes human affairs orienta-
tion, so the focus is on the man himself, future generations and the socio- environmental sur-
rounding. The essence of sustainable marketing and product strategy as claimed by Gary Arm-
strong and Philip Kotler is to conduct business with respect for the environment that meets the
needs of consumers and businesses while providing the ability to satisfy the needs of different
generations or even increase their capacity to meet them in the future.

1. SUSTAINABLE DEVELOPMENT IN THE ENTERPRISES MARKET

Sustainable development is a relatively new area included in the management sciences.
Due to the seriousness of the issue, sustainable development is receiving more and more inter-
est among scientists and the enterprise and social organisations itself. Kiefer Lee and Steve
Carter argue that the origin of the term comes from the broad global debate on the environ-
ment. Undertaken global debate focuses on the problems of achieving sustainable develop-
ment, which should meet the needs of the present generation and at the same time ensure the
opportunity to meet such needs for future generations. This concept was discussed at the Earth
Summit in Rio de Janeiro in 1992 and the Kyoto summit in 1997 and The Hague in 20002,

An increasing number of the world’s population contributes to the increase in demand for
various goods. This represents an increase in global demand for food, tangible products and
services. To meet them, there is a need to increase the volume of production leading to the
formation of new businesses and the expansion of the production capacity of existing entities.
The effect of these changes is a greater demand for raw materials, water, fuel and other goods
to enable the functioning of economies, including those of the enterprise. Enlargement of the
society is accompanied by rapid economic growth. This results in a transformation of an in-
creasing number of commodities into products, which further results in the significant energy
and water consumption, formation of waste and toxic substances. Increasing global production
and consumption (including the enterprise market) causes unheard in the history of mankind
destruction in the natural environment®. Therefore, manufacturing and service companies
should take on the concept of sustainable marketing, including the implementation of strate-
gies for sustainable product. Citing Holger Rogall, it can be concluded that the Earth’s natural
resource consumption and pollutant emissions will increase. The author argues that after 280
years they will be a thousand times greater than it is today*. The presented information are
alarming for the future of the next generations and their chances of development. Destruction
of the environment is irreversible and it should be remembered that some minerals have lim-
ited resource.

The process of globalization has become a reality, and its impact covers all areas of social
life, the economy, politics, culture, ecology and science. The prevailing economic globaliza-
tion processes affects trade processes between the economic systems functioning in the world.

2K. Lee, S. Carter, Global Marketing Management, Oxford University Press, New York 2009.

3 A. Pabian, Zréwnowazony marketing na rynku przedsiebiorstw, ,,Zeszyty Naukowe Uniwersytetu Ekonomicznego
w Poznaniu”, Poznan 2012/226.

4H. Rogall, Ekonomia zréwnowazonego rozwoju. Teoria i praktyka, Zysk i S-ka, Poznan 2010.
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Increasing social and economic disparities between the industrialized rich countries and de-
veloping countries where extreme poverty is increasingly deepening division between rich and
poor. An example of social stratification of the world population is the problem of hunger. In
rich countries of Western Europe and the United States, there are millions of tons of wasted
food that goes in the trash, while the poor countries of Africa suffer famine. The population of
the world in the 21st century cannot cope with the problem of hunger and poverty. The con-
cept of sustainable development seems to be a useful solution to the growing problems of so-
cial, economic and environmental impacts. To implement the principle of sustainable devel-
opment there must be a change of thinking of world leaders, politicians, managers, managing
large corporations, and above all, of the population of the world that has the greatest impact on
the political, social and economic changes in their own countries.

Sustainable development in the enterprise market means achieving its economic objectives
by the company, taking into account environmental and social aspects contributing in this way
to provide opportunities for the development of future generations or even increase of these
opportunities.> Promoting fairness in global trade, the rational exploitation of natural resources
of the Earth, reducing harmful emissions generated in the production process, social sensitivi-
ty to violence, injustice, and the prevailing poverty and equitable distribution of wealth is the
basis of sustainable development and improves the quality of life of modern societies.

2. SUSTAINABLE MERKETING OF ENTERPRISES

Marketing is the driving force of manufacturing and sales activities in most businesses.
Marketing and production activities primarily affect the negative ecological and social pro-
cesses. Production consumes vast quantities of raw materials necessary to produce goods. This
produces a countless number of waste products and by-products. The task of sustainable mar-
keting is balancing the emerging adverse effects on environmental and social grounds. Sus-
tainable marketing, in order to be in full compliance, should include the following areas of
activities®:

e  sustainable research and analysis of business marketing environment;

e  sustainable selection of target markets;

e  sustainable marketing mix;

e  sustainable management of marketing activities.
Through the implementation of these areas the company will be able to execute the ideas of
sustainable development, which include the economic, ecological and social aims of an enter-
prise. The concept of sustainable marketing graphically is presented.

5 G. Armstrong, P. Kotler, Marketing wprowadzenie, Wolters Kluwer, Warszawa 2012.
& A. Pabian, op. cit.
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Figure 1. Sustainable marketing in a sustainable enterprise
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Source: own work on basis A. Pabian, Zréwnowazony marketing na rynku przedsigbiorstw, “Zeszyty
Naukowe Uniwersytetu Ekonomicznego w Poznaniu” 2012/226, p. 128.

The concept of sustainable marketing is a new and not fully specified term. In the literature
on marketing issues much space is devoted to this subject. In reviewing the literature it can be
found, inter alia, the definition of sustainable marketing proposed by Gary Armstrong and
Philip Kotler, who claim that it is “socially responsible marketing, conducted with respect for
the environment that meets the current needs of consumers and businesses, while maintaining
or even improving the ability of future generations to meet their needs in the future”’. Due to
the small number of definitions of sustainable marketing proposed in the marketing literature,
the author tries to formulate this concept as follows: sustainable marketing embraces rational,
responsible and ethical marketing activities of the company, meeting the needs and desires of
the client, with the respect for and protection of the environment and simultaneously achieving
the economic goals of enterprise. Citing Frank-Martin Belz it can be concluded that sustaina-
ble marketing is to meet the needs and expectations of consumers with respect to social and
environmental values and at the same time providing a benefit to the organisation. This will
make possible by maintaining a sustainable relation with buyers, social and ecological sur-
rounding?®.

" G. Armstrong, P. Kotler, op. cit.
8 F.-M. Belz, Marketing in the 21 st Century, “Business Strategy and the Environment” 15/3 (2006).
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3. PRODUCT IN THE SUSTAINABLE MARKETING SPHERE

The concept of sustainable product is a derivative of actions in the field of sustainable
management, sustainable marketing and sustainable marketing mix. As a result of successive-
ly appearing stages a sustainable product is formed.

An important issue is the fact that since the beginning of the production activities of an en-
terprise each of the listed phase was carried out on the base of assumptions of sustainable
business operations, which means developing skills to achieve business objectives, taking into
account environmental and social aspects. Arnold Pabian points out to yet another stage,
namely sustainable development as the beginning of the road to a sustainable product®.

Figure 2. Product in the structure of sustainable development
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Source: own work on basis of A. Pabian, Strategia produktu w zréwnowazonej dziatalnosci marketingo-
wej, ,,Zeszyty Naukowe Uniwersytetu Ekonomicznego w Poznaniu”, Poznah 2011/172, p. 150.

Donald Fuller writes that sustainable products “they possess positive ecological attributes
that are nothing more than enhanced waste management factors that have been purposely de-
signed in (embedded) through decisions concerning how products are made/manufactured,
what they are made of, how they function, how long they last, how they are distributed, how
they are used, and how they are disposed of at the end of useful service life. These decisions
essentially operationalize pollution prevention.”*0

The product in sustainable concept should meet the needs and expectations of customers.
The observed phenomenon of an increased number of customers who purchase products that
meet environmental and pro-social norms, which means those that do not cause loses in the

® A. Pabian, Strategia produktu w zréwnowazonej dziatalnosci marketingowej, ,Zeszyty Naukowe Uniwersytetu
Ekonomicznego w Poznaniu” 2011/172.

0 D, Fuller, Sustainable marketing. Managerial-ecological issues, SAGE, California 1999.
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environment and do not harm the man, leads to a change in company policy in relation to the
product. Consumer awareness on care for the environment and pro-social expectations of buy-
ers towards entrepreneurial activity in the longer term will affect the change of thinking of
executives that, trying to meet the demands of customers, will have to implement into the en-
terprise activities based on the concept of sustainable management and marketing. Companies
deciding to launch a new product, should plan product life cycle in such a way that it can serve
its customers as long as possible without causing damage to the environment and society. A par-
ticularly important phase in the product life cycle will be the last one, which is death, decline
or a withdraw from the market. The duties of the company should include developing ways to
decommissioning and disposal of the product, which was in the last stage of the life cycle. The
role and participation of the organisation in the final stage of the life cycle is important be-
cause the opinion of managers responsible for production may specify which parts, compo-
nents and materials of the old product can be useful and reused for the new batch. No less im-
portant is the first phase of the product life cycle, the phase of the launch. In this phase, the
buyer meets its usability and learns the proper use of the product in the case of complex electri-
cal, electronic or other ones. Proper use contributes to a longer life of the product, which will trans-
late into less demand for mineral resources, energy consumption for the production of a specific
product. Product in the sustainable concept implies development of such product life cycle that
will satisfy the needs of customers while not inflicting harm to the environment and society.

Out of the wide range of similar products offered to customers, a sustainable product that
has been developed taking into account environmental and social aspects, will certainly stand
out against identical or similar products. Diversity of product offerings can help companies
gain a competitive advantage over other manufacturers offering the same or similar goods. For
this reason, in addition to the difficulties faced by sustainable manufacturing companies, there
is a chance in creating sustainable products to gain leadership in sales and increase market
share of manufacturing organisation.

The strategy of sustainable products involves at the production stage elimination of the
emission of harmful gases, liquids, solids and radiation and reduce the waste of energy, heat,
water, raw materials and other elements necessary to produce the product. During use, sus-
tainable product is characterised by its durability, functionality and is safe for people using it,
which means that it does not endanger the health and lives of a purchaser. An important fea-
ture of the product produced in accordance with the concept of sustainable marketing is to
save energy, fuel, water, gas and other substances repelling the move of the product. This ap-
plies to a specific group of mainly mechanical products, which use different types of energy.
Another important feature is the durability of sustainable product use. Reliable products are
used for a long time by the consumer and rarely break down. Unfortunately, many of the man-
ufacturers develop a policy that determines the lifetime of the product, which may be used for
a short period, followed by the total corruption of the product. As a result, the amount of waste
increases, which leads to countless tons of waste destined for disposal or recycling, as well as
causing problems with the storage of unnecessary products. In place of the discarded products,
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new batches are introduced, which entails the acquisition of raw materials, fuel and energy
necessary to produce them??,

Ernst von Weizsacker, Amory Lovins and L. Hunter Lovins suggest that sustainability is
one of the most obvious strategy to reduce waste and improve the productivity of materialst?.

Frank-Martin Belz and Ken Peattie emphasize that a good way to reduce the volume of
production, thus limiting the use of mineral resources, energy consumption and emissions as
well as waste generation is the principle of mutual lending products. The authors suggest that
this is particularly justified in the case of products that are expensive and rarely used, such as
power tools. Sharing products can contribute to a decline in demand for products and thus
reduce the natural environmental destruction?®,

4. CONCLUSIONS

Sustainable marketing activity of production companies involves manufacturing products
considering the environmental and social aspects in order to increase the opportunities for the
development of future generations. The role of a sustainable company does not end with just
manufacturing the product and its introduction into the market. Pointing to the above descrip-
tion it should be emphasized that sustainable product strategies go beyond the production ac-
tivities. The concept of sustainable product requires monitoring of the life of the product from
its birth to the descent of the market and liquidation.

The strategy of sustainable product should be consistent with the mission and objectives of
the company, that requires the subordination of important areas of sustainable business com-
panies, which include sustainable research and analysis of business marketing environment, a
sustainable selection of target markets, sustainable marketing mix and sustainable manage-
ment of marketing activities. Carrying a business in terms of sustainability is not a simple
task. Implementation of projects of sustainable marketing requires from the companies to rec-
oncile economic goals with environmental and social objectives. On one hand, the main objec-
tive of the manufacturing organization is such production that aim to increase sales and en-
largement of market shares, and the other hand, introducing products of a high durability,
which aims to contribute to long-term use and reducing of production. Strategy of the product
durability is often contrasted with the interests of the company. According to the author's
opinion, implementation of sustainable marketing, including sustainable product strategy for a
long term business operations will benefit the interests of the organization, which will result in
a competitive advantage.

Sustainable economic activity of enterprises is not universally popular among manufactur-
ing organizations. Most companies are focused on profit and expanding its market share ignor-
ing issues related to protection of the environment, or sensitivity to the social matters. Accord-
ing to the author, sustainable development and a growing awareness of societies will force

2 Ibidem.

2 E, von Weizsacker, A. Lovins, L.H. Lovins, Factor Four: Doubling Wealth, Halving Resource Use, Earthscan,
London 1997.

13 F.-M. Belz, K. Peattie, Sustainability Marketing, Wiley & Sons, Hoboken 2010.
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manufacturing companies to take action to protect the environment and to commit to social
issues. In the longer term, companies that ignore emerging trends will be doomed to failure.
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PRODUKT W KONCEPCJI ZROWNOWAZONEGO MARKETINGU

Osiagniecie celéw ekonomicznych przy jednoczesnym poszanowaniu $rodowiska natural-
nego oraz uwzgledniania aspektow spotecznych bez wyrzadzania szkoéd przysztym pokoleniom
zawiera si¢ w obszarze zrownowazonego rozwoju. Szczegdlng role w zrownowazonym marke-
tingu, ktory wchodzi w sktad zréwnowazonego rozwoju odgrywa produkt bedacy najwazniej-
szym elementem zrownowazonego marketingu mix. Obszarem zainteresowania autora jest stra-
tegia produktu w zrownowazonej dziatalnosci marketingowej przedsigbiorstw. Celem opraco-
Wania jest analiza i zestawienie najwazniejszych ustalen literaturowych dotyczacych tematu
pracy. Artykul ma teoretyczny charakter i powstal w oparciu o studia literaturowe z zakresu
podjetej tematyki oraz doswiadczen autora. Zastosowang metoda badawcza jest studium litera-
tury przedmiotu oparte mi¢dzy innymi na wykorzystaniu zroédet wtdrnych takich jak: krajowe
i zagraniczne zwarte publikacje naukowe, artykuty naukowe, czasopisma naukowe, czasopisma
i katalogi branzowe, roczniki statystyczne, materiaty konferencyjne, ustawy prawne, interneto-
we serwisy informacyjne z zakresu przedmiotowej tematyki. Przeprowadzone studia literaturo-
we pozwalaja stwierdzié, iz ten obszar wiedzy znajduje odzwierciedlenie w takich nurtach jak
marketing zielony, ekologiczny czy spoteczny. W wyniku rozpoznania stanu wiedzy z zakresu
zrownowazonego marketingu, w tym zrownowazonej strategii produktu nalezy stwierdzi¢, iz
jest to nowy i rozwijajacy si¢ obszar naukowy, ktory wymaga dalszej analizy pod wzgledem
teoretycznym jak i empirycznym. Pomimo nielicznych publikacji na temat zrownowazonego
marketingu autor wskazuje, iz jest to bardzo wazny, ciekawy i przysztosciowy nurt badawczy
z punktu widzenia przysztych pokolen, srodowiska naturalnego, a takze zmiany profilu funk-
cjonowania przedsigbiorstw. Przedstawione rozwigzania majg charakter modelowy i moga by¢
drogowskazem dla podmiotow gospodarczych.

Stowa kluczowe: zrownowazony rozwoj, zrbwnowazony marketing, zrcbwnowazony produkt
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KEY VALUES OF BUSINESS-TO-BUSINESS
RELATIONSHIP MARKETING

The main subject of this paper is to introduce the most significant values of business-to-
business relationship marketing. The attention is particularly paid to mutual value creation, long-
term co-operation, loyalty and customer retention due to the most fundamental buyer-seller rela-
tionships based on trust. Moreover, the relationship marketing, business-to-business co-operation
in the context of basic marketing relationships are described. The relationship marketing, regard-
ing to Gummesson’s definition, is seen in the context of relationships, networks and interaction.
This approach underlines the meaning of relationship management, which aims at creation, de-
velopment, and maintenance of network in which the company succeeds. Moreover, there is a
strong need for interaction between buyers and sellers due to produce and sell the goods and ser-
vices with impact on direct, personal communication. The relationship marketing is the value it-
self in the process of interaction between parties involved, as it provides the rule of equity be-
tween co-operating companies of more winning and less loosing situations.

This paper highlights the value of co-operation, however does not exclude competition. Co-
operation and competition are treated inseparably in business. There is also a concern for activity
and taking responsibility by parties involved described as well as the importance of relationship
and service values instead of bureaucratic-legal values stressed. Customers need to be in focus,
respected, treated individually as they are the purpose of value creation in the business-to-
business relationship marketing.

Keywords: relationship marketing, values, co-operation, business-to-business

1. INTRODUCTION

“Marketing moves”?, quoting Harvard Business School modern representatives, from the
traditional, transactional marketing mix concept to the contemporary relationship marketing
one. The purpose of a business is to create and keep a customer®. No longer should customers
be treated as segmented masses but as individuals, moreover, partners. According to VVoss and
Voss*, many viewpoints compare marketing relationships to a marriage marked by the ongo-
ing mutual commitment and interest of both parties, while other viewpoints conceive that

1 Matgorzata Wisniewska, PhD, Poznan University of Technology, Faculty of Engineering Management, Chair of
Management and Computing Systems, 11 Strzelecka Str., 60-965 Poznan, Poland, phone: +48 61 6653387, e-mail:
malgorzata.wisniewska@put.poznan.pl

2D, C. Jain, S. Maesincee, Ph. Kotler, Marketing moves: A new Approach to Profits, Growth and Renewal, Harvard
Business School Publishing Corp. 2002.

3 T. Levitt, After the sale is over, “Harvard Business Review” 1983.

4 G.B. Voss, Z.G. Voss, Implementing a relationship marketing program: a case study and managerial implications,
“The Journal of Services Marketing” 11/4 (1987).
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relationship marketing is an asymmetrical marketing process that requires an in-depth, person-
alized understanding of customer needs and characteristics.

Today’s business success depends on mutual value creation, particularly based on trust,
loyalty and long-term co-operation. Close co-operation with strategic customers (partners)
leads to improved product quality, increases customer satisfaction, reduces costs, expands
access to market information and new technologies, furthermore, creates a high threshold of
competitiveness.

All theorists and practitioners argue that there is no single definition of relationship mar-
keting, common to all markets and operating in their respective industries. Markets are very
different, also subjected to ever-changing influences which shape different types of relation-
ships. The multiplicity and the nature of the relationship would prevent its categorical defini-
tion. Regardless, for the purpose of this paper, the relationship marketing is understood as
Gummesson® put it: “marketing seen as relationships, networks and interaction”, moreover,
marketing seen as relationship management: “creating, developing, and maintaining a network
in which the company thrives”. Then as interactive which stands for: “bilateral and multilat-
eral seller-buyer activities to produce and deliver goods and services, primarily in a person-to-
person communication with less left to mass communication”. Lastly, relationship marketing
could be seen in the aspect of long-term, underling that: “relationships need time to be built
and to be maintained”.

Gummesson® characterizes relationship marketing as “value for the parties involved, creat-
ed through an interaction process between sellers, buyers, competitors and others. Co-
operators are often co-producers who create value for each other in a joint effort”. Values of
the relationship marketing stand for “more win-win and less win-lose, for more equal parties.
All parties carry a responsibility and can be active in a relationship, long-term relationships”.

Relationship marketing is a combination of recognized marketing concepts such as market-
ing mix, the network approach to industrial marketing, services marketing, and internal mar-
keting. “It is more than marketing management, it is rather marketing-oriented management —
an aspect of the total management of the firm — and not limited to a marketing or sales de-
partment. Moreover, relationship marketing is the marketing manifestation of the imaginary
(virtual, network) organization — and vice versa™’.

It is worth to underline that relationship marketing offers some advantages to the company
as “increases customer retention and duration, marketing productivity and thus profitability,
and increases stability and security”. Gummesson® also distinguishes some advantages to the
market economy saying that: “relationship marketing adds co-operation to competition and
institutions. The symbiosis between these three forces contributes to a marketing equilibrium,
a dynamic and optimal balance of the market economy seen from a marketing management

5 E. Gummesson, The New Marketing — Developing Long-Term Relationships, “Long-Range Planning” 1987/4, p. 11.

& E. Gummesson, Relationship Marketing as a Paradigm Shift: Some Conclusions from the 30Rs Approach, “Man-
agement Decision” 35/4 (1997), p. 267.

7 lbidem, p. 267-268.
8 Ibidem.
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perspective”. There are also many advantages to society and the citizen that should be quoted:
“relationship marketing is marketing for the new economy — the service society, the infor-
mation society, the postmodern society or the value society — which adds value through in-
creased focus on customized production and one-to-one marketing; diminished focus on
standardized mass manufacturing and anonymous mass marketing” (p. 268).

The relationship marketing meaning is evident in business-to-business as it is “largely
conducted through networks of relationships. Therefore, relationship marketing can be applied
to all kinds of companies and offerings”. However, “the relationship range and the application

is always specific to a given situation”.®

2. CORE VALUES OF BUSINESS-TO-BUSINESS RELATIONSHIP MARKETING

The core values of relationship marketing are found in its emphasis on co-operation and
the creation of mutual value. It concerns viewing suppliers, customers and others as partners
rather than opposite parties. In 1976 Baker already said that marketing should be defined as
mutually satisfying exchange relationships. Relationship marketing should be beneficial for all
those involved, and then all regards the relationship meaningful. If these conditions are ful-
filled, the relationships have a chance to sustain.°

Co-operation is perceived as the fundamental value of relationship marketing, although
both competition and co-operation are essential in a functioning market economy. Traditional
marketing favors the benefits of competition whereas it sees co-operation as restraining the
forces of the market. Relationship marketing approach treats co-operation as the reason for
building an organization in order to create value together. However, quoting Gummesson®:
“In total relationship marketing you both collaborate and compete, inside as well as outside
the organization”, thus co-operation and competition are inseparable in the marketplace.

Relationship marketing highlights the value of existing customers, putting less stress on
getting new ones. Together with CRM influence customer retention while simultaneously
prevents customer defection. Retaining customers goes first, attracting customers second.?

Another fundamental value concerns activity and taking responsibility by parties involved.
It is assumed that every co-operating company should be active and responsible for its actions.
This approach is just opposite to the traditional point of view where the supplier is not a dy-
namic partner. In business-to-business marketing customers are the initiators of innovations in
order to encourage suppliers to vary their products or services.'3

Gummesson* calls: “Relationship and service values instead of bureaucratic-legal values.
Bureaucratic-legal values are characterized by: rigidity, legal jargon; application of dysfunc-
tional laws and regulations; a focus on internal routines; more interest in rituals than in results;

® lbidem, p. 268.

0 Ibidem.

1 E. Gummesson, Relationship Marketing in the New Economy, “Journal of Relationship Marketing” 2002/, p. 52.
12 E, Gummesson, Total Relationship Marketing, Butterworth-Heinemann, Oxford 1999.

18 E. Gummesson, Total Relationship...

4 1bidem, p. 16.
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belief in the supplier as the expert and the customer as the ignorant; the customer being a cost
and residual of the system; customers as masses and statistical averages; and the importance of
winning over the customer in a dispute”.

In the past, these values dominated the governments, public organizations and private
companies as well. Today, relationship marketing requires different values based on relation-
ships and services to the customer. According to these values, all customers are individuals
and different in certain respects; the outcome is the only thing that matters; the customers are
the source of revenue and should be in focus; and the supplier’s task is to create value for
customer.®® It is essential that marketers and top management understand and accept relation-
ship values as natural vantage points. Otherwise, relationship marketing becomes a naive plan.

The ethical aspects of relationship marketing are also worth to discuss. Among frequently
quoted values of relationship marketing one can find trust, honesty, goodwill, reliability,
commitment and diligence.®

If the relationship is mutually beneficial, has a chance to exist. There cannot be any doubt
in good intensions of partners. Communication understood as formal and informal exchange
of important, credible and current information must be open, honest and frequent.’

Such regular communication influences both companies’ interest and customers’ welfare
and guides to trust and trust leads to relationship commitment. Intensity of communication can
determine customer view of so called special status and closeness which indicate proper rela-
tionships. The relationship marketers can develop their trust-worthiness by the opening lines
of communication, guaranteeing the service, and a higher standard of conduct. According to
Berry, success of communication during trust creation can have the influence on organization-
al structure, particularly in companies who deal with customers in the course of different rep-
resentatives dedicated to every service contact. Sometimes companies need to reorganize its
service systems in order to assign single representative to specific geographic area or customer
segment.

“Delivering services through cross-functional teams also fosters service continuity and
communications with customers. Customers are served by a team for most of their service
requirements, giving a big company the opportunity to deliver a level of personalized service
more characteristic of a small company”. So, communication is the one mean to build the
trust, while guaranteeing the service may be another one. It is especially important when com-
pany deals with customer’s dissatisfaction. Guaranties the company gives to their clients
“symbolize a company’s commitment to fair play with customers and facilitate competitive
differentiation; also, force the organization to improve service to avoid the cost and embar-
rassment of frequent payouts”. The quality level of guarantees should never be poor; moreo-
ver, the companies should constantly improve their service quality. Companies looking for
genuine relationships with their customers need to offer a higher standard of performance than
just legality. “Relationship marketers must be prepared to subject every policy and strategy to

5 |dem, Relationship Marketing in the New Economy..., p. 50-52.
%6 1dem, Relationship Marketing as a Paradigm Shift..., p. 269.
7. Swiatowiec, Wiezi partnerskie na rynku przedsiebiorstw, PWE, Warszawa 2006, p. 152.
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a fairness test. They must be willing to level the playing field, and ask not only if it is legal,
but also if it is right”.18

As demonstrated, the relationship building depends on the foundation of trust which is “a
willingness to rely on an exchange partner in whom one has confidence”.'® Moreover, parties
involved in the relationship must understand and appreciate the act of giving, instead of just
getting, therefore must adhere to comparable values. When parties trust each other the risk of
failure decreases. Moreover, it should be noticed that “the degree and significance of trust
vary extensively between cultures and nations”.?°

In the following part the general values of business-to-business relationships are presented
as the synthesis from research within the B2B network approach; studies within sociology and
psychology conducted since the 1970s.

Co-operation is perceived as a crucial value of relationships and can be connected with
single deal as well as be constant. Gummesson?!, quoting Wilkinson and Young?, says that
the degree of co-operation could be combined with the degree of competition. Therefore,
when talking about a situation with little competition and little co-operation between compa-
nies one can find it an excellent beginning of long-term mutual co-operation. On the other
hand, a high degree of co-operation and a low degree of competition supports continuousness
and peacefulness of a relationship. The relationships are able to prosper in a situation of both
extensive co-operation and competition. However, if the competition determines and co-
operation becomes less important, the relationship needs to be reconsidered.

“The long-term relationship is a pillar of RM”?3, that is why it can become more useful for
co-operating parties, when more time-consuming. When time passes by, the parties have an
opportunity to better know each other, to become closer to each other, to work on the relation-
ship in order to make it beneficial to all of them. Sometimes happens the relationships are
unsatisfactory and should be broken.

The employees play the crucial role in relationships’ longevity, “the longer employees stay
with the company, the better they are able to serve their customers”?*. Long-term employees
better know the business and have more opportunities to develop bonds of trust and familiarity
with customers. However, according to Reichheld, it is very important to decide on the appro-
priate employees who are to be kept in the company due to their usefulness in relationship
marketing. He encourages companies to reconsider the practice of rotating managers through a

18 |, Berry, Relationship Marketing of Services — Growing Interest, Emerging Perspectives, “Journal of the Academy
of Marketing Science” 23/4 (1995), p. 243.

% C. Moorman, D. Rohit, G. Zaltman, Factors affecting trust in market research relationships, “Journal of Market-
ing” 57/21 (1993), p. 3.

2 E. Gummesson, Total Relationship Marketing..., p. 23.

2 lbidem, p. 21-22.

221, Wilkinson, L. Young, On Co-operating: Firms, Relationships and Networks, “Journal of Business Research” 55/2
(2002).

2 E. Gummesson, Total Relationship Marketing..., p. 22.

24 F, Reichheld, Loyalty-Based Management, “Harvard Business Review” March—April 1993, p. 68.
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series of branch offices, because it negatively influences the long-term perspective needed in
relationship marketing.

The success of every relationship depends on the engagement. “If the relationship is im-
portant, we are dependent on it, so we must commit ourselves to making it work”.?> Reliance
is extremely important in case of a crisis. In services marketing there are three levels of de-
pendency and commitment proposed by Berry and Parasuraman in 1991, as Gummesson
agreed. The first level occurs when customers are attracted by low prices above all. But if the
competition behaves the same way by lowering the prices, the achievement is none. This level
is commonly imitated. The second level appears when the relationship has been intensified.
The price level becomes less important in favor of a closer one-to-one communication with
the customer. When the parties reach the last level it means that the structural dimension takes
place and companies have joined their resources. At the third level their commitment is very
strong to invest in developing the relationship.

The relationships may be bothered by the concept of power. The symmetry of power can
vary in time. Power in the relationships may be of two kinds: symmetrical or asymmetrical.
The symmetrical means that each party has the same amount of power. If the relationship is
asymmetrical, one party may feel uncomfortable or used. So the relationship exists if there is
no opportunity for fair enough. Nonetheless, no one should be used excessively to maintain a
relationship; therefore the parties should feel obliged to respect each other.?

In lasting relationships the parties need to adjust to each other.?” Such adaptation may be-
come expensive, as concerns some investments, and lasts for a very long time, particularly in
industrial markets.

Business long-term relationships also need an attraction factor between the parties to begin
and remain. Some studies have shown that attraction between companies may require a com-
bination of rational financial motives and psychological factors. Even in business, just like in
the marriage, a partner should be worth a desire. In business-to-business some relationships
become very personal, especially when partners see each other frequently and have some
private connections. Closeness seems important as makes possible mental and emotional con-
tact.?®

Companies call for informality as a part of formal contracts. If the parties trust each other
the problems can be solved for example by the phone. Formal discussions may take place on
other than business occasions, for example in the club. Nevertheless, partners should not for-
get about the formal aspects of their relationship. One of them is transparency. Parties should
consider the extent of what they want to reveal to each other, for example, own costs or reve-
nues.?

% E. Gummesson, Total Relationship Marketing..., p. 22.
% 1bidem, p. 23.
2 1bidem, p. 24.
2 1bidem, p. 25.
2 lhidem, p. 26
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After a period of time the majority of relationships turn into routine. Although it seems
discouraging, routine procedures can be necessary for efficiency and cost effectiveness,
Gummesson® claims. In B2B, routines are established for deliveries; both, the customer and
the supplier are to obey regular procedures. There should be a compromise between routines
and standard procedures for speed and low costs as well as feeling that the relationship lives
and develops.

According to Gummesson®., the content of business relationships is usually seen as ordi-
nary economic exchange. Marketing is the exchange in this sense. However, in relationship
marketing the meaning of business relationship has changed - the relationship is seen as inter-
action and joint value creation. Its content is often knowledge and information.

The importance of each value described above is relative to a particular situation. There-
fore, the power may be in some circumstances more significant than commitment and trust
which are undeniably crucial. Certainly the ability to co-operate must always be the most
important in the relationship.

Above values can contribute to the evaluation of a relationship, its development or liquida-
tion, but alone cannot be sufficient enough for marketing decisions, planning and execution.3?
Even if each of them highlights an interesting phenomenon, they must be put into context.
“The basic values of relationship marketing should include the acceptance — in action, not
only in rhetoric — of interactive relationships and a win-win situation; of both the buyer and
the seller and other parties being drivers of a network of relationships; of long-term relation-
ships being advantageous to the parties involved; and of the customer being a co-producer of

value and a partner. Otherwise there will be no positive effect on relationship marketing”.3

3. CHARACTERISTIC OF BUSINESS-TO-BUSINESS RELATIONSHIPS

The relationship marketing concept puts customers at the first place and has them in focus,
opposite to the traditional marketing management approach. Frequently “mass marketing
treats customers as statistics, decimals, and averages of grey masses, whether it is a large gen-
eral mass or smaller mass segment”.3* In addition, it is considered that the mass promotion and
mass distribution are cost-effective, that is why most companies do not want to treat custom-
ers individually believing it is too expensive. On the contrary, relationship marketing concept
underlines that company success arises from developing relationships with customers as indi-
viduals.

Gummesson® gives the example of Wind and Rangaswamy who extended relationship
marketing approach to the concept of customerization which is a suggestion to every manager
to start immediately interacting with customers and building relationships with them. “Rela-

% Ibidem.

3 Ibidem.

32 |bidem.

3 \dem, Relationship Marketing as a Paradigm Shift..., p. 267-268.

3 E. Gummesson, Relationship Marketing in the New Economy..., p. 50-51.
% lbidem, p. 51.
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tionship marketing requires managers to start with each individual and build from there, either
keeping the customer as an individual, or making customers members of communities accord-
ing to their wants and behavior. If a company looks at the market as an anonymous mass and
then divides it, the customer becomes no more than a residual in a hierarchy”.

Drucker in the 1950s said that “marketing is the whole business seen from the point of
view of its final result, that is, from the customer’s point of view.” The essence of marketing
concept is to understand customer needs and wants. If a company offers goods and services
that satisfy needs and create value for the customer, customer satisfaction and the right cus-
tomer perceived quality, the company has the greatest chance to success. This is marketing-
oriented and customer-centric approach, completely different from production orientation,
according to which the customer is obliged to buy what is offered or not to buy at all. There-
fore, it is advised to broaden marketing management into marketing-oriented management that
is one of the basic relationship marketing principles.*

Companies which appreciated the marketing-oriented management and agreed that contin-
uous improvement and innovation of relations with customers are the premises of their suc-
cess understood that keeping customers is more important than acquiring them.

Some portrays relationships to be important under any circumstances. Reichheld and
Sasser®” underline increased profitable growth from long-term customers over less profitable
short-term customers. The research conducted in variety of service industries proved that the
profits increase steeply when a company successfully decreases its customer-defection rate.
They found out, after analyzing over 100 companies, that the companies could improve profits
from 25 percent to 85 percent by reducing customer defections by just 5 percent. It has been
concluded that not only loyal customers generate more revenue for more years; the costs to
maintain existing customers often are lower than the costs to get new ones. So, relationship
marketing benefits not only the customer but the company as well. Others® claim that only
certain types of relationships are worth building, whereas some are not worth invested in, and
should even be ended. This point arises from the view that long-term customers may not be
necessarily more profitable than short-term customers, and that not all customers may be in-
terested in developing relationships with companies. According to such approach, customers
are seen as being in different levels of relationships. It means that they are differently sensitive
to marketing activities due to the relationship level. Therefore, relationships at diverse levels
should be treated separately as required.®®

Swedish scholars*® observed that companies concentrate on the financial value of custom-
ers to estimate which ones are profitable enough to have relationship with, or on searching for
a customers’ tendency to engage in a relationship with the company. It appeared that “the

% E. Gummesson, Relationship Marketing as a Paradigm Shift...
ST F. Reichheld., W. Sasser, Zero Defects: Quality Comes to Services, “Harvard Business Review” 1990/IX-X, p. 107.

% K. Storbacka, J.R. Lehtinen, Sztuka budowania trwatych zwigzkéw z klientami, Customer Relationship Manage-
ment, Oficyna Ekonomiczna, Krakow 2001.

% C. Gronroos, J. Gummerus, K. Hellen, M. Sézksjérvi, Love at First Sight or Long-term Affair? Different Relation-
ship Levels as Predictors of Customer Commitment, “Journal of Relationship Marketing” 6/1 (2007).
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reasons for having relationships could be of multiple kinds”. The researchers identified two
levels of relationships. The first one, called a product-level relationship, indicates a relation-
ship with a specific product, determined by the product attractiveness and involvement. At this
level the relationship may evolve from a passive into an active one, which means that custom-
ers become more emotionally attached to the product; the product properties become less
important. The second level of relationships, called a firm-level, means that the customer
wants to engage into relationship with the entire company what leads customer to loyalty.
Authors concluded that “the second relationship level may evolve from satisfaction with prod-
ucts which stem from product involvement”.

The levels of relationship between the company and the customer were also in Payne’s in-
terest as illustrated in his marketing ladder of customer loyalty. The higher level of the ladder,
the stronger the relationship. Payne notes that many companies prefer focusing on the lower
level relationships (prospects and existing customers) which are often not served enough, than
on the higher level relationships which show tendency to evolve from the clients into the part-
ners. The reason may lie in the obstacles which companies encounter in shifting customers
from the bottom to the top levels of the loyalty ladder. Companies may be successful only if
they learn about their customers’ needs and wants. However, it is not enough to follow the
customers’ expectations; therefore companies should most of all go beyond them in order to
make a customer a supporter or an advocate.

According to Payne’s* view: “the best marketing is that done for you by your own cus-
tomers, which is why the customer loyalty ladder and creation of advocates is so important”.
Referral markets, inferred from the relationship marketing six markets model, consist of exist-
ing customers or advocates, but also other business groups and organizations like, e.g., dis-
tributors, who can powerfully influence company’s growth.

Companies should be aware the successful co-operation with referral markets needs time.
Business should be done on the basis of the marketing plan, developed especially for the exact
referral market and the effects as well as expenses need to be continuously monitored.

3.1. The buyer-seller relationships

The buyer-seller relationships constitute the foundations of marketing. Many scholars have
contributed to industrial marketing by examining long lasting relationships between buyers
and sellers. Some underlines that the core focus of industrial marketing should be on buyer-
seller relationships, instead of products or markets. Significant become the statement that
suppliers and customers in industrial markets demand broad knowledge about themselves if
they want to collaborate. However, it is rather not the information about the products they
need, but the knowledge about the resources, organization and strategies. Therefore, it is nec-
essary they create a kind of information platform for their companies to allow department
specialists to communicate and exchange information.

4L A, Payne, Relationship marketing: The six markets framework, working paper, Cranfield Graduate School of Man-
agement, 1993, p. 6.
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As IMP Group studies proved, there are numbers of personnel engaged in the relation-
ships. Therefore, the confidence in the relationships is so important. The meaningful relation-
ships are quite close, provided that the appropriate investments have been made. The indicator
of the long term relationships is also “a match between the supplier’s capability and custom-
er’s needs”. This can involve parties to make some adjustments according to products, pro-
cesses or organizational structures. Companies continuously learn how to adapt to each other
in order to improve using their resources. Besides, they make a lot of investments in their
relationships, e.g., in internal information channels or social relations. Companies stress that
there are strong and specific connections between firms in industrial markets caused by quan-
titative as well as qualitative associations. Together they are able to “increase both transaction
and production efficiency, gain access to much wider information and competence area, or
gain some control over some important suppliers and customers, although they have to give up
some of their autonomy in exchange”. The findings also show that the relationships are the
consequence of interactions between the firms. Due to these interactions, the suppliers and the
customers may “establish, develop, and maintain relationships with each other”.4?

Referring to Turnbull and Valla*® “industrial markets are often characterized by stability
and source loyalty, high costs of change of partner, power-dependence and, perhaps most
importantly, by long-lasting supplier-customer relationships™. In industrial marketing buyer-
seller relationships refer to satisfy mutual interests. Both parties engage in the long term rela-
tionship which is an “interaction process, varying in intensity at different stages of an individ-
ual relationship”. This interaction approach sees relationships as “a self-regulation system,
often involving such high levels of investment for the two counterparts that stability common-
ly characterizes industrial markets”.

4. CONCLUSIONS

While deciding on implementing relationship marketing strategies, companies should re-
member about few fundamental values to make co-operation right. First of all, partners need
to be trustworthy and loyal. The mutual trust is one of the basic values that influences the
significance of the relationship. If there is no trust there is also no loyalty. It is worth to stress
that the style of co-operation and the strength of the relationship usually depend on the past
practices and experiences. The more satisfaction and effectiveness accomplished in the past,
the more probability for partnership success for now and future.

Secondly, partners must achieve mutual understanding which is possible when they engage
in the co-operation. The most important seems to be the role of management and their attitude
towards building the partnership. But, the vitality of the relationship depends on the partners’
approach too. Mutual engagement is a key element of any value creation.

42|, Hallen, J. Johanson, Networks of Relationship in International Industrial Marketing, JAI Press, Greenwich, CT,
1989.

4 P, Turnbull, J. Valla, Strategies for International Industrial Marketing, Croom-Helm 1996, p. 2-4.
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To support the value creation in the relationship marketing companies can be suggested to
obey some rules in accordance to co-operation.** In brief, initially, it is necessary to build
a team of well trained, qualified and trustful employees dedicated to the partner. Then, create
a common policy to gain and share the knowledge due to developing joint practices. More,
sustain smooth communication to predict, prevent and handle crisis situations. Finally, part-
ners need to improve the system of co-operation all the time.
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KLUCZOWE WARTOSCI MARKETINGU PARTNERSKIEGO
NA RYNKU PRZEDSIEBIORSTW

Tematem artykutu sg warto$ci, zasadnicze z perspektywy marketingu partnerskiego, takie
jak: wspotpraca, lojalnos¢, zaufanie i utrzymanie klientow oraz wspoétpraca na rynku business-to-
business, w kontekscie fundamentalnej relacji marketingowej pomiedzy sprzedajagcym a nabyw-
ca. Marketing partnerski, w odniesieniu do definicji Gummesson’a, jest postrzegany w kontek-
Scie relacji, sieci i interakcji. Podejscie to podkresla znaczenie zarzadzania relacjami, ktorego ce-
lem jest tworzenie, rozwijanie i utrzymywanie sieci powigzan, w ktorej firma dziata. Co wigcej,
istnieje silna potrzeba interakcji miedzy kupujacymi i sprzedajacymi ze wzgledu na wspieranie
produkcji i sprzedazy towarow i ustug, z naciskiem na bezposrednia, a nie masowa, komunika-
cj¢. Marketing relacji jest wartoscig samg w sobie w procesie wspotpracy, poniewaz propaguje
zasad¢ rowno$ci migdzy partnerami, z naciskiem na ,,wygrac¢ wigcej, a nie wygra¢ mniej”. W ar-
tykule podkreslana jest warto§¢ wspotpracy, jednak nie deprecjonuje ona znaczenia konkurencji,
jako ze wspolpraca i konkurencja sg traktowane nierozdzielnie w biznesie. Marketing partnerski
ktadzie nacisk na aktywnos$¢ wspotpracujacych ze sobg przedsigbiorstw i nie uciekanie od odpo-
wiedzialno$ci. Klienci winni by¢ szanowani, zawsze w centrum uwagi, traktowani indywidual-
nie, poniewaz to oni sg sensem tworzenia warto$ci w marketingu relacji na rynku przedsig-
biorstw. W zwigzku z tym, partnerstwo zobowiazuje do przywigzywania wickszej wagi do budo-
wania wi¢zi opartej na wspolpracy w dlugim okresie czasu. Artykut podkresla takze znaczenie wza-
jemnego zaufania i lojalnosci, ktore idac w parze, wplywaja na site i trwato§¢ biznesowe;j relacji.

Stowa kluczowe: marketing partnerski, marketing relacyjny, wartoéci, wspolpraca przedsig-
biorstw

DOI: 10.7862/rz.2014.mmr.40

Tekst ztozono w redakcji: wrzesien 2014
Przyj¢to do druku: pazdziernik 2014



MODERN MANAGEMENT REVIEW 2014
MMR, vol. XIX, 21 (3/2014), pp. 163-179 July-September

Anna WZIATEK-STASKO!

ROLE OF DIVERSITY MANAGEMENT IN PROCESS
OF IMPROVING STAFF MOTIVATING SKILLS

Diversity management is a strategy which, so far, has been mainly discussed in the
American and Western European literature of the subject. The strategy has become a meth-
od applied to reduce unfriendly behaviour towards employees and an approach leading to
reducing or even removing certain pathologies occurring at a work place (mobbing, dis-
crimination). Rich literature on human capital management in organisations offers lot of in-
formation on employees’ characteristics important in the workplace.Typically, diversity is
identified in people’s skills, qualifications, certificates they hold, their personality,
knowledge and characters. Still, to some degree, there is a feeling of dissatisfaction from
absence of reliable information on analyses and conclusions from analysing the impact of
other categories of employee diversity (sex, age, educational background, race, culture, reli-
gion, disability, etc.) on effectiveness of management process. The importance of the issue
has recognised in the contemporary business world to the extent that it occupies a prominent
position in the core legal regulations of many countries. In turn, these resulted in launching
various programmes addressing the regulations and translating them into practice. However,
diversity management goes far beyond best practices and their exemplary implementation.
This paper has been written to present results of research demonstrating that diversity man-
agement is also an important and valuable tool for optimising the efficiency of employee
motivating process in contemporary organisations.

Keywords: diversity, management, motivation, system

1. INTRODUCTION

Strengths and weaknesses of the diversity management strategy were broadly dis-
cussed by experts in various fields (management and psychology in particular).? It takes a
major change in the way of thinking about the role of a man in the life of an organisation
to appreciate advantages of employee diversity. On the other hands, such approach a thor-
ough and thoughtful analysis of all that an employee contributes to the organisation from
the environment in which they live.3 Such awareness followed by an in-depth analysis of

! Prof. nadzw. dr hab., Anna Wziatek-Stasko, Academy of Business, ul. Cieplaka 1c, 41-300 Dabrowa Goérnicza,
mail: awziatek-stasko@wp.pl

2 G. Maxwell, Minority report. Taking the initiative in managing diversity at BBC Scotland, “Employee Rela-
tions” 26/2 (2004), pp. 182-183; also: E. Friday, S.S. Friday, Managing diversity using a strategic planned
change approach, “Journal of Management Development™ 22/2003, pp. 863-885; also: R.J. Ely, D.A. Thom-
as, Cultural diversity at work: the effects of diversity perspectives on work group processes and outcomes,
“Administrative Science Quarterly” 46/2 (2003), p. 270; also: M.S. Stockdale, F.J. Crosby, The psychology of
management of workplace diversity, leadership model, employee outcomes, and organizational culture, “Jour-
nal of Business Ethics” 2009/90, p. 530; also: M.L. Egan, M. Bendick, Workforce diversity initiatives of US
multinational corporations in Europe, “Thunderbird International Business Review” 45/6 (2003), pp. 701—
705; also: K.Williams, Interior motivation, “Training” 44/6 (2007), p. 64.

3 M.L. Egan, M. Bendick, Combining multicultural management and diversity into one course on cultural com-
petence, “Academy of Management Learning and Education” 7/3 (2008), p. 387 and M. Ali, C.T. Kulik, L
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the essence and sense of differences between people creates the opportunity to optimise
the effectiveness of the human capital management process and the process of managing
the entire organisation.* Ignorance of the differences creates a serious risk that such effec-
tiveness cannot be achieved. As it is always risky to treat an illness with a therapy which
is not entirely clear. In the light of the above, the key challenge is to identify properly
what our employees can truly offer and who they are.> Now is the time to see a border
drawn clearly between the structure of the incentive system i.e. the type of incentives
(motivation tools) available to employers to offer employees and the method of their se-
lection, dependent on people’s actual preference. Diversification of incentive instruments
proposed so far contributed more to spreading and strengthening the existing stereotypes
(because of sex, age, education, disability, etc.) instead of offering an insight into true
expectations of employees. People vary not only in terms of their classification to a gener-
ation (Generation X followed by Generation Y, Generation Z, Alpha Generation or, pos-
sibly, the New Silent Generation.® People vary also, or possibly, primarily, as its mem-
bers.” Diversity management is not a short-lived fashion or a whim. Diversity is a chal-
lenge faced or to be faced soon by each business operating on the market. Diversity is a
fact. It is ignored by some organisations. By doing that, they lose potential business op-
portunities that it could bring. Examples from all over the world show that we have passed
the stage of discussing the need for diversity and arrived at the stage of debating on meth-
ods for drawing the maximum benefits from it.®

2. SUBJECT OF THE RESEARCH; METHODOLOGY APPLIED

Diversity management should be approached as the highest level in the evolution of
thinking about the role of a man in the organisation. Business advantages of the strategy
may be found on different stages of implementing the personnel function (recruitment, se-
lection, training, performance appraisal, career path modelling, etc.). The paper analyses the
dependence between diversity management and the degree of people’s motivation for work.

A research questionnaire (presented in electronic version) was the analytical tool ap-
plied in the research process. Respondents (random sample) were asked to score 47 incen-
tive tools (motivators) divided into 3 groups Tangible financial tools (Al-16), tangible

Metz, The impact of gender diversity on performance in services and manufacturing organizations, Academy
of Management Annual Meeting Proceedings 2009, p. 1.

4R. Allen, G. Dawson, K. Wheatley, C. White, Perceived diversity and organizational performance, “Employee
Relations” 30/1 (2008), p. 20, also: C.I. Chavez, J.Y. Weisinger, Beyond diversity training: a social infusion
for cultural inclusion, “Human Resource Management” 47/2 (2008), p. 331; also: Q.M. Roberson, Disentan-
gling the meaning of diversity and inclusion in organizations, “Group and Organization Management” 31/2
(2006), pp. 212-216, also: T. Miller, W.Toyah, M. Triana, Demographic diversity in the boardroom: media-
tors of the board diversity- firm performance relationship, “Journal of Management Studies” 46/5 (2009),
pp. 755-786.

® K. Williams, Interior motivation, “Training” 44/6 (2007), p. 64.

6 P. Brown, Talking about my generation, “Promotions & Incentives” January 2007, p. 1.

7 J. Casison, One size does not fit all. Diversity rules, “The HR Guide to Recognition& Incentives”, Special
Section, June 2008, p. 45.

8 H. Bochniarz, [in}] Zarzqdzanie réznorodnosciq w miejscu pracy, ed. E. Lisowska, A. Sznajder, Raport z |
edycji barometru réznorodno$ci, Publikacja przygotowana w ramach projektu ,Diversity Index”
wspotfinansowanego ze $rodkéw Unii Europejskiej w ramach Europejskiego Funduszu Spotecznego,
Warszawa 2013, p. 3, also: S. Gardener-Williams, Diversity should never just be a “nice-to-have”, “Personnel
Today”, 12 May 2009, p. 16.
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non-financial tools (B1-B16) and intangible tools (C1-C25). The impact of each incentive
tool was assessed with the Lickert's scale (scoring 1 to 5). Respondents from 28 countries
participated in the empirical research. Respondents were divided into 4 groups: Domiciled
in Poland, the USA and Canada, Europe (countries other than Poland) and “other coun-
tries” (Australia, New Zealand, the UAE, Singapore and Taiwan). In the scientific process
took part 287 respondents (56%- female, 44%- male), in different age (from 18 to 25
years- 9%), (from 26 to 35 years- 32%), (from 36 to 45 years- 26%), (from 46 to 55 years-
19%), (more than 55 years- 13%). The level of education was as follows: “elementary”-
1%, “professional”- 4%, “secondary”- 14%, “university”’- 48%, “Ph.d, doc., prof., MBA”-
34%. Most of them have been worked in state enterprises (53%), 39% in private enterpris-
es, 8% in non-profit ones (6%- micro enterprises, 9%- small, 24%- medium, 60%- big
enterprises). In the group of respondents 47% were specialists, 11%- low level managers,
26%- medium level managers, 7%- high level managers, 8%- worker position. The period
of work “ less than 5 years” matched 22% of respondents, “ from 5 to 15 years”- 38% and
“more than 15 years”- 40% of them. People taking part in the research worked in different
branches (fifteen). The research sample considerably differentiated in terms of the as-
sumed diversity categories, which seems of particular importance in the light of the theme
of the research. The fact-based material collected in the research was analysed on the
basis of ANOVA Kruskal-Wallis test to determine any statistical variance of dependen-
cies between environment-related factors and the weight of each incentive in groups made
for the purpose of the research. The significance level of 0=0.05 was assumed for the
purpose of the research. It is assumed that:

. when p < 0.05, a statistically significant dependence occurs (marked with *);
. when p < 0.01, a highly significant dependence occurs (**);
. when p < 0.001, a very highly significant dependence occurs (**);

In the research, 10 research hypotheses in total were analysed in terms of different cat-
egories of diversity. This paper will present the results for 3 of them:

Hy: IT IS ASSUMED THAT AN EFFECTIVE MOTIVATION SYSTEM MODEL IS
DIFFERENT FOR MEN AND FOR WOMEN

Hz IT IS ASSUMED THAT THE AGE OF AN EMPLOYEE DETERMINES HOW
EFFECTIVE THE IMPACT OF EACH MOTIVATION TOOL IS ON THE EMPLOY -
EE.

Hsz: IT IS ASSUMED THAT CULTURAL DIVERSITY OF RESPONDENTS IS A
SIGNIFICANT FACTOR AFFECTING EVALUATION OF EFFICIENCY OF EACH
INCENTIVE.

3. PRESENTATION OF RESEARCH RESULTS

The first interesting research problem was to check whether employee’s sex influenced
the effectiveness of the impact that each incentive tool had on the employee. The hypothe-
sis 1 assumed that incentive system models are different for men and for women. For test
results, see Table 1.
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Table 1. The kruskal-wallis’ test results- sex and effectiveness of incentives

| H] p
Tangible financial tools
Al Basic salary 1,27 0,2584
A2 Monthly bonus 2,22 0,1359
A3 Yearly bonus 0,20 0,6541
A4 Cash reward 1,56 0,2112
A5 Stock, stock options 0,06 0,7937
A6 Promotion with a salary raise 0,01 0,9579
Tangible nonfinancial tools
B1 Subsidised summer vacations 7,09 0,0077**
B2 Cinema, theatre tickets, gym & fitness 10,53 0,0012**
B3 Special assistance loans/benefits 8,29 0,0040**
B4 Low-interest loans 6,22 0,0126*
B5 Subsidised summer vacation camps for employees’ children 3,17 0,0748
B6 Company car, also available for private use 2,17 0,1405
B7 Company laptop and cell phone, also for private use 4,90 0,0267*
B8 Subsidised meals/snack/beverages (cafeteria) 9,53 0,0020**
B9 Additional insurance available to employees and their family 4,44 0,0356*
B10 Private medical services for employees and their families 0,91 0,3375
B11Financing creche or preschool 4,16 0,0413*
B12 Fully or partly financed training events and courses 4,80 0,0284*
B13 Financing or co-financing vocational learning, undergraduate,
graduate and post- graduate studies, MBA, foreign language 8,01 0,0047**
B14 Scholarships and grants 6,50 0,0108*
B15 Financing membership fees in a local and international
professional and business associations 1,51 0,2178
B16 Financing business trips (flights in business class and accommo-
dation in 3-star or higher standard accommodation, entertain-
ment allowance) 1,91 0,1670
Intangible tools
C1 Job security 0,53 0,4412
C2 Company reputation and prestige 0,01 0,9764
C3 The fact that the company | work for is socially responsible (cares
for employees’ and its environment) 1,76 0,1845
C4 The fact that company manages variety and all employees are
treated equally regardless of gender, age, education, sexual 0,0006**
orientation and disability status, etc. 11,66 *
C5 Friendly atmosphere at work 4,27 0,0386*
C6 Good relations with coworkers 1,91 0,1673
C7 Work with interesting people 5,60 0,0179*
C8 Clearly defined career path (clearly defined promotion criteria) 3,25 0,0713
C9 Promotion opportunities 0,30 0,5381
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C10 Professional development opportunities (easy access to training

courses, participation in congresses, trade fairs, etc.) 2,28 0,1307
C11 Self-fulfilment opportunities (achieving one’s dreams, aspira-

tions; job satisfaction) 4,74 0,0293*
C12 Opportunities to demonstrate one’s initiative, creativity 5,97 0,0145*
C13 Prestige coming from the position occupied in the organisation 0,02 0,8794
C14 Work content (types of tasks/ responsibilities) 2,41 0,1200
C15 Flexi time 1,02 0,3116
C16 Recognised importance of the life-work balance (employee’s

time off work respected) 6,43 0,0112*
C17 Work safety and comfort (modern equipment, ergnonomic work

stations, comfort) 0,54 0,4603
C18 Well-organised work 1,39 0,2370
C19 Indepenent decision-making, independence in performance of 0.09 0.7563

~C20 Participation in the process of managing an organisation, personal

influence on matters of key importance for the organisation 2,65 0,1032
C21 Praise and recognition on the part of line manager/s 1,31 0,2526
C22 Excellent performance recognised in public 1,88 0,1696
C23 Good relations with the line manager 0,16 0,6891
C24 Swift and clear feedback from the line manager (clear

instructions/orders and freedback on performance) 0,98 0,3222
C25 Showing interest in personal problems of employees, making the

effort to solve them 0,70 0,4013

Source: own study

As regards financial tools, the test did not identify any material differences in moti-
vating factors in reference to respondents’ sex. Their perception is shared by men and
women alike.

In case of tangible non-financial tools, the test found 11 dependencies. Male and fe-
male respondents have different perception of some incentives, including: “co-financed
summer vacations” p<a, (p=0.0077), ,.cinema and theatre tickets, gym & fitness, etc.”
p<a, (p=0.0012), “special assistance loans/ benefits” p<a, (p=0.0040), “low-interest
loans” p<a, (p=0.0126), “company notebook and mobile, also for private use” p<a,
(p=0.0267), “subsidised meals/ beverages/snack (cafeteria)” p<a, (p=0.0020), “additional
insurance for employees and their family members p<a, (p=0.0356), “financing of a
creche or preschool ,, p<a, (p=0.0413), “financed or co-financed training events and
courses” p<a, (p=0.0284), “financed or co-financed vocational education, undergraduate,
graduate and post-graduate studies, MBA” p<a, (p=0.0047) and ,,scholarships and grants”
p<a, (p=0.0108). In all cases, the incentives scored higher with women than with men.

In case of intangible tools, 6 dependencies were identified. Sex correlates with the
following intangible incentives: “the fact that company manages variety and all employ-
ees are rated equally “p<a, (p=0,0006), “friendly atmosphere at work” p<a, (p=0,0386),
»opportunity to work with interesting people” p<a, (p=0,0179), “self-fulfilment oppor-
tunity” p<a, (p=0,0293), a possibility to demonstrate one’s initiative and creativity” p<a,
(p=0,0145) and “care to maintain the life-work balance” p<a, (p=0,0112).

In all categories, women indicated higher effectiveness of analysed intangible tools.
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The analysis of the correlation between the sex criterion and effectiveness of each pa-
rameter of the incentive system (H1 hypothesis) confirms the hypothesis. In case of 17
incentives, a discrepancy was reported in the assessment of the motivating effect by men
and women. The discrepancy in assessment of tangible financial tools is not significant.
Women are best motivated by “good relations with co-workers” — C6 while men place
“job security” — C1 at the top of the ranking. Fig. 1 and fig. 2 present rankings of the in-
centives (tangible financial incentives in red, tangible non-financial incentives in blue,
intangible incentives in green) by sex.
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Fig. 1 Women’s ranking of incentives
Source: own study
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Fig. 2. Men’s ranking of incentives
Source: own study

An interesting observation can be made from the analysis of Fig. 1 and Fig. 2 is that
intangible tools are the most effective incentives. Salary did not come to the top of the
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ranking contrary to the popular belief that we are best motivated by pay. In addition, note
that non-financial tangible tools were equally unappreciated by respondents which could
be important news to employers.

Nowadays, the importance of age management-related issues is growing. In the re-
search, an attempt was made to identify motivation tools of particular importance to em-
ployees from different age groups (hypothesis H2). The Kruskal-Wallis test results of the
research are presented in the Table 2.

Table 2. The kruskal-wallis’ test results- age and effectiveness of incentives

| H | p
Tangible financial tools
Al Basic salary 3,10 0,5406
A2 Monthly bonus 7,04 0,1337
A3 Yearly bonus 4,01 0,4044
A4 Cash reward 3,64 0,4567
A5 Stock, stock options 3,47 0,4820
A6 Promotion with a salary raise 2,74 0,6012
Tangible nonfinancial tools

B1 Subsidised summer vacations 5,90 0,2063
B2 Cinema, theatre tickets, gym & fitness 8,71 0,0685
B3 Special assistance loans/benefits 5,47 0,2422
B4 Low-interest loans 22,29 0,0002**
B5 Subsidised summer vacation camps for employees’ children 23,48 0,0001**
B6 Company car, also available for private use 8,37 0,0787
B7 Company laptop and cell phone, also for private use 2,89 0,5707
B8 Subsidised meals/snack/beverages (cafeteria) 2,03 0,7292
B9 Additional insurance available to employees and their family 3,66 0,4527
B10 Private medical services for employees and their families 1,15 0,8862
B11Financing creche or preschool 18,95 0,0008**
B12 Fully or partly financed training events and courses 3,87 0,4235
B13 Financing or co-financing vocational learning, undergraduate,

graduate and post- graduate studies, MBA, foreign language

courses 8,,08 0,0883
B14 Scholarships and grants 3,37 0,4968
B15 Financing membership fees in a local and international

professional and business associations 1,99 0,7375
B16 Financing business trips (flights in business class and accommo-

dation in 3-star or higher standard accommodation, entertain-

ment allowance) 0,42 0,9805

Intangible tools

C1 Job security 10,43 0,0337*
C2 Company reputation and prestige 3,93 0,4142
C3 The fact that the company | work for is socially responsible (cares

for employees’ and its environment) 6,57 0,1601
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C4 The fact that company manages variety and all employees are
treated equally regardless of gender, age, education, sexual

orientation and disability status, etc. 1,99 0,7370
C5 Friendly atmosphere at work 2,83 0,5855
C6 Good relations with coworkers 5,55 0,2349
C7 Work with interesting people 3,43 0,4885
C8 Clearly defined career path (clearly defined promotion criteria) 8,35 0,0795
C9 Promotion opportunities 7,44 0,1124
C10 Professional development opportunities (easy access to training

courses, participation in congresses, trade fairs, etc.) 2,85 0,5817
C11 Self-fulfilment opportunities (achieving one’s dreams, aspira-

tions; job satisfaction) 0,37 0,9846
C12 Opportunities to demonstrate one’s initiative, creativity 0,63 0,9529
C13 Prestige coming from the position occupied in the organisation 8,04 0,0900
C14 Work content (types of tasks/ responsibilities) 4,61 0,3301
C15 Flexi time 6,39 0,1716
C16 Recognised importance of the life-work balance (employee’s

time off work respected) 5,67 0,5254
C17 Work safety and comfort (modern equipment, ergnonomic work

stations, comfort) 9,75 0,0447*
C18 Well-organised work 4,96 0,2905
C19 Indepenent decision-making, independence in performance of 9,28 0,0543
C20 Participation in the process of managing an organisation, personal

influence on matters of key importance for the organisation 8,39 0,0781
C21 Praise and recognition on the part of line manager/s 1,28 0,8641
C22 Excellent performance recognised in public 3,13 0,539%4
C23 Good relations with the line manager 2,46 0,6501
C24 Swift and clear feedback from the line manager (clear

instructions/orders and freedback on performance) 5,47 0,2420
C25 Showing interest in personal problems of employees, making the

effort to solve them 3,71 0,4465

Source: own study

As regards tangible financial tools, the test did not identify any material differences
in motivating factors in reference to respondent’s age.

In case of tangible non-financial tools, the test found 3 dependencies. Respondents
from different age groups have a different perception of incentives including: “availability
of low-interest loans” p<a, (p=0.0002), “co-financed summer vacation camps for employ-
ees® children” p<a (p=0.0001) and ,.financed créche or preschool” p< a (p=0.0008). 2
dependencies were identified in case of intangible tools. “Job security” p<a (p=0.0337)
and “work comfort and safety” p<a (p=0.0447) correlate with the “age* category. Graphs
3-7 show incentives ranked for each age category.
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Fig. 3. Incentives ranked by respondents aged 18 -25
Source: own study
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Fig. 4. Incentives ranked by respondents aged 26 - 35
Source: own study
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Fig. 5. Incentives ranked by respondents aged 36 - 45
Source: own study
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Fig. 6. Incentives ranked by respondents aged 46 - 55
Source: own study
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Fig. 7. Incentives ranked by respondents aged 55+
Source: own study

The analysis of the correlation between the age criterion and effectiveness of parame-
ters of the motivation system (hypothesis H2) confirms the hypothesis; however, differ-
ences are significantly smaller than differences found in case of other categories of diver-
sity. Only in the case of 5 incentives, a significant discrepancy was found in the assess-
ment of its motivating impact on respondents of different age and the effectiveness of the
impact. The discrepancy does not apply to tangible financial tools. “Job security” — C1
proved the most effective incentive in 3 age groups (18 — 25), (36-45), (46 — 55). “Promo-
tion opportunities” — C9 — received the top scoring in the age group (26 — 35) while re-
spondents 55+ appreciated “independent decision-making, independence in performance
of work tasks” — C19. It is interesting that it is the group of the youngest and not the oldest
respondents that attaches the highest importance to security of employment. The research
results go against a popular belief that young people entering the labour market are more
interested in challenges than in stability of employment. On the other hand, more experi-
enced employees think more about independence and autonomy than about preserving the
status quo.

The large diversity of the research sample allowed also to revise H3 hypothesis.
Multicultural character of business has become a fact. It is not unusual to manage multi-
cultural teams. It is recommended that employers were aware of their employees’ prefer-
ences in the context of their cultural identity. The Kruskal-Wallis test results for this di-
versity category are presented in table 3.
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Table 3. Kruskal-wallis’ test - cultural diversity and effectiveness of incentives

| H | p
Tangible financial tools
Al Basic salary 17,55 0,0005
A2 Monthly bonus 39,68 0,0000
A3 Yearly bonus 15,94 0,0012
A4 Cash reward 7,38 0,0606
Ab5 Stock, stock options 4,66 0,1984
A6 Promotion with a salary raise 9,88 0,0195
Tangible nonfinancial tools
B1 Subsidised summer vacations 20,27 0,0001
B2 Cinema, theatre tickets, gym & fitness 5,54 0,1354
B3 Special assistance loans/benefits 13,66 0,0034
B4 Low-interest loans 29,88 0,0000
B5 Subsidised summer vacation camps for employees’ children 36,61 0,0000
B6 Company car, also available for private use 5,83 0,1200
B7 Company laptop and cell phone, also for private use 2,90 0,4065
B8 Subsidised meals/snack/beverages (cafeteria) 4,83 0,1846
B9 Additional insurance available to employees and their family 1,88 0,5970
B10 Private medical services for employees and their families 4,71 0,1939
B11Financing creche or preschool 9,57 0,0225
B12 Fully or partly financed training events and courses 9,48 0,0235
B13 Financing or co-financing vocational learning, undergraduate,
graduate and post- graduate studies, MBA, foreign language
courses 6,71 0,0816
B14 Scholarships and grants 3,22 0,3580
B15 Financing membership fees in a local and international 0,0000
professional and business associations 22,86 Hx
B16 Financing business trips (flights in business class and accom-
modation in 3-star or higher standard accommaodation, enter- 7,09 0,6890
Intangible tools
C1 Job security 27,50 0,0000
C2 Company reputation and prestige 6,52 0,0888
C3 The fact that the company | work for is socially responsible
(cares for employees’ and its environment) 2,02 0,5670
C4 The fact that company manages variety and all employees are
treated equally regardless of gender, age, education, sexual
orientation and disability status, etc. 1,08 0,7815
C5 Friendly atmosphere at work 4,45 0,1985
C6 Good relations with coworkers 3,19 0,3628
C7 Work with interesting people 4,88 0,1801
C8 Clearly defined career path (clearly defined promotion criteria) 9,15 0,0273
C9 Promotion opportunities 8,19 0,0432
C10 Professional development opportunities (easy access to training
courses, participation in congresses, trade fairs, etc.) 5,03 0,1693
C11 Self-fulfilment opportunities (achieving one’s dreams, aspira- 0,0370
tions; job satisfaction) 8.48 *
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C12 Opportunities to demonstrate one’s initiative, creativity 6,55 0,0875
C13 Prestige coming from the position occupied in the organisation 1,49 0,0684
C14 Work content (types of tasks/ responsibilities) 19,86 0,0002
C15 Flexi time 19,02 0,0003
C16 Recognised importance of the life-work balance (employee’s

time off work respected) 1,55 0,6695
C17 Work safety and comfort (modern equipment, ergnonomic

work stations, comfort) 4,63 0,2002
C18 Well-organised work 9,57 0,0226
C19 Indepenent decision-making, independence in performance of 7,63 0,0542
C20 Participation in the process of managing an organisation,

personal influence on matters of key importance for the 0,0188

organisation 9,97 *
C21 Praise and recognition on the part of line manager/s 1,09 0,7771
C22 Excellent performance recognised in public 8,35 0,0393
C23 Good relations with the line manager 6,79 0,0788
C24 Swift and clear feedback from the line manager (clear 0,0035

instructions/orders and freedback on performance) 13,58 *x
C25 Showing interest in personal problems of employees, making

the effort to solve them 3,97 0,2537

Source: own study

As regards financial tools, the test identified 5 material differences in motivating fac-
tors in reference to the place of residence. The place of residence affects the efficiency of:
“basic salary” p<a, (p=0.0005), “monthly bonus” p<a, (p=0.0000), ,,yearly bonus” p<a,
(p=0,0012), “cash reward” p<a, (p=0.0606) and “promotion with a salary raise” p<a,
(p=0.0195).

In case of tangible non-financial tools, the test showed 7 dependencies. Respondents
from different countries have different perception of the importance of the following in-
centives: “subsidized summer vacations” p<a, (p=0.0001), “special assistance loans and
benefits” p<a, (p=0,0034) “low-interest loans” p<a, (p=0.0000), “subsidised summer
vacation camps for employees’ children” p<a (p=0.0000), “créche or preschool financ-
ing” p< a (p=0.0225), “financed or partly financed training & courses” p<a, (p=0.0235)
and “financing membership fees” p<a, (p=0.0000).

As regards intangible tools, the test identified 10 dependencies with respect to the
place of residence. The country of origin affects the opinion on the effectiveness of: “job
security” p<a, (p=0.0000), “clearly defined career path” p<a, (p=0.0273), “promotion
opportunities” p<a, (p=0.0432), “self-fulfilment opportunities” p<a, (p=0.0370), “work
content” p<a, (p=0.0002), “flexitime” p<a, (p=0.0003), “well-organised work” p<a,
(p=0.0226), “participation in the management process” p<a, (p=0.0188), “excellent per-
formance recognised in public” p<a, (p=0.0393), “swift and clear feedback from the line
manager” p<a, (p=0.0035). In the context of the research theme, it was crucial to ascertain
the importance of cultural variety of employees as a factor influencing the effectiveness of
incentives reviewed in the exercise. The research process led to identification of 22 pa-
rameters in total; respondents from different countries have a different perception of their
weight (table 3), which clearly indicates high importance of the analysed factor. Effec-
tiveness assessment data is presented in fig. 8-11.
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Fig. 8. Incentives ranked by respondents from Poland
Source: own study
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Fig. 9. Incentives ranked by residents of the USA and Canada
Source: own study
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Fig. 10. Incentives ranked by residents of Europe (except for the Poles)
Source: own study
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Fig. 11. Incentives ranked by residents of countries classified to “Other”
Source: own study

The data presented in fig. 8-11 shows that representatives of different cultures, people
from different countries attach the highest importance to intangible tools motivating peo-
ple to perform. The Poles find “job security” — C1 — the most effective parameter, while
Americans appreciate “flexitime” — C15. The Europeans who live outside Poland, “pro-
motion opportunity” — C9 is the most effective incentive while people who live outside
Europe and America appreciate “the opportunity to work with interesting people” — C7 —
the most. It is very interesting to find that the research clearly undermined the importance
of a salary (as well as other financial tangible incentives) in the process of motivating
employees.
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4. CONCLUSIONS

The empiric research involving respondents from 28 countries of the world delivered
many interesting conclusions picturing needs of contemporary employees. The conclu-
sions allowed for revising the truth of formulated research assumptions as well as achiev-
ing the purpose of the paper. As it seems, it was proven that the employment diversity
represents the key factors that should be considered when endeavouring to reach effective
implementation of the motivating function. Employees’ expectations vary, which implies
the need to identify them in consideration of available diversity criteria. Fulfilment of the
above-specified condition will allow for modelling motivation systems with a higher
probability of generating intended outcomes. The research results lead to the conclusion
that the personnel is a group of many “individuals” with their own views, aspirations and
expectations. Individualised human needs (their variety) necessitates fine-tuning of man-
agement tools, including motivation. It is an important task which determines the effec-
tiveness of the process to manage an organisation as a whole. Appreciation, understanding
and application of solutions which recognise employment diversity in organisations is a
task which requires particular competences and deep understanding. It will certainly bring
more damage than benefit when the process of introducing the concept is chaotic and
unprofessional. In this context, a question arises whether, nowadays, employees have both
the right tools and competences allowing for effective management of the diversity dis-
cussed in this paper. One of the leading objectives of the paper was to attempt at reducing
the gap and showing academics and, in particular, practitioners the main directions for
optimising the process of motivating diverse employees. However, the analysis leaves many
questions unanswered, which, undoubtedly, inspires researches to continuing deliberations
over the issues covered by the paper.

REFERENCES

[1] Allen R., Dawson, G., Wheatley K., White C., Perceived diversity and organizational perfor-
mance, “Employee Relations”, no 30/1 (2008).

[2] Ali M., Kulik C.T., Metz I., The impact of gender diversity on performance in services and
manufacturing organizations, “Academy of Management Annual Meeting Proceedings” 2009.

[3] Bochniarz H., [in:] Zarzqdzanie réznorodnoscig w miejscu pracy, ed. E. Lisowska, A. Sznaj-
der, Raport z | edycji barometru réznorodnos$ci, Publikacja przygotowana w ramach projektu
,Diversity Index” wspottfinansowanego ze srodkow Unii Europejskiej w ramach Europejskie-
go Funduszu Spotecznego, Warszawa 2013.

[4] Casison J., One size does not fit all. Diversity rules, “The HR Guide to Recognition & Incen-
tives”, Special Section, June 2008.

[5] Charles J.,: Diversity management an exploratory assessment of minority group representa-
tion in the state government, “Public Personnel Management” 32/4 (2003).

[6] Chavez C.l1., Weisinger J.Y., Beyond diversity training: a social infusion for cultural inclu-
sion, “Human Resource Management” 47/2 (2008).

[71 Egan M.L., Bendick M., Workforce diversity initiatives of US multinational corporations in
Europe, “Thunderbird International Business Review” 45/6 (2003).

[8] Egan M.L., Bendick M., Combining multicultural management and diversity into one course
on cultural competence, “Academy of Management Learning and Education” 7/3 (2008).

[9] Ely R.J., Thomas D.A., Cultural diversity at work: the effects of diversity perspectives on
work group processes and outcomes, “Administrative Science Quarterly” 46/2 (2003).

[10] European Commision, Raport 2010, ,,Europe 2020. A European Strategy for Smart, Sustainable
and Inclusive Growth”, European Commision, Brussels 3.3.2010, COM(2010) 2020.



Role of diversity management... 179

[11] Friday E., Friday S.S., Managing diversity using a strategic planned change approach, “Jour-
nal of Management Development” 2003/22.

[12] Gardener-Williams S., Diversity should never just be a “nice-to-have”, “Personnel Today”,
12 May 2009.

[13] Hofstede G., Hofstede G.J., Kultury i organizacje. Zaprogramowanie umystu, 2nd ed., PWE,
Warszawa 2007.

[14] Maxwell G., Minority report. Taking the initiative in managing diversity at BBC Scotland,
“Employee Relations” 26/2 (2004).

[15] Miller T., Toyah W., Triana M., Demographic diversity in the boardroom: mediators of the
board diversity- firm performance relationship, “Journal of Management Studies” 46/5 (2009).

[16] Roberson Q.M., Disentangling the meaning of diversity and inclusion in organizations,
“Group and Organization Management” 31/2 (2006).

[17] Stockdale M.S., Croshy F.J., The psychology of management of workplace diversity, leader-

ship model, employee outcomes, and organizational culture, “Journal of Business Ethics”

2009/90.
[18] Williams K., Interior motivation, “Training” 44/6 (2007).

[19] Wittenberg-Cox A., Maitland A., Kobiety i ich wplyw na biznes. Nowa rewolucja gospodarcz,

Oficyna Wydawnicza a Wolters Kluwer business, Warszawa 2010.

ROLA ZARZADZANIA ROZNORODNOSCIA W PROCESIE DOSKONALENIA

UMIEJETNOSCI MOTYWOWANIA PRACOWNIKOW

Zarzadzanie réznorodno$cig jest strategia, ktorej jak dotychczas poswigcono uwage
glownie w amerykanskiej i zachodnioeuropejskiej literaturze przedmiotu. Stala si¢ ona
sposobem redukcji nieprzyjaznych zachowan wobec pracownikéw, droga do ograniczenia
lub wrecz likwidacji réznych patologii w miejscu pracy (mobbing, dyskryminacja).
Pierwotny zamyst eliminacji niekorzystnych zjawisk pozwolil na bardziej doglgbna analizg
istoty i znaczenia réznorodno$ci we wspdlczesnym S$wiecie biznesu. Bogaty dorobek
literaturowy z dziedziny zarzadzania kapitatem ludzkim w organizacji jest peten informacji
0 cechach réznigcych pracownikow, a waznych w miejscu pracy. Réznorodnosci upatruje
si¢ najczg$ciej w posiadanych przez ludzi kwalifikacjach, wiedzy, umiej¢tno$ciach,
posiadanych certyfikatach, ich osobowosci i charakterze. Pewien niedosyt budzi natomiast
brak rzetelnej wiedzy na temat analiz oraz wnioskow z nich ptynacych, dotyczacych
wplywu innych kategorii decydujacych o réznorodnosci pracownikow (ple¢, wiek,
wyksztalcenie, rasa, kultura, religia, niepelnosprawno$¢, itp.) na skuteczno$¢ procesOw
zarzadzania. Problematyka ta jest na tyle wazna we wspolczesnym $wiecie biznesu, ze
znalazta swoje eksponowane miejsce w kluczowych przepisach prawnych wielu panstw. Ich
nastepstwem stato si¢ uruchomienie réznych programéw, stanowigcych probe praktycznego
zmierzenia si¢ z teoretycznymi zapisami. Mozliwos¢ pochwalenia si¢ tzw. dobrymi
praktykami to jednak nie wszystko. Zarzadzanie rdznorodnoscig to droga do czego$
wigcej....Celem niniejszego artykutu jest zaprezentowanie wynikow badan wskazujacych
na to, ze zarzadzanie réznorodnoscia to takze cenne narzedzie optymalizacji skutecznos$ci
procesu motywowania pracownikow we wspotczesnych organizacjach. Zrozumienie tego,
ze pracownicy s3 rozni implikuje potrzebe rzeczywistej identyfikacji ich potrzeb,
a nastgpnie wlasciwy dobor narzgdzi motywowania tym potrzebom odpowiadajacy.
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MANAGEMENT STRATEGIES FOR WORKING
CAPITAL IN A TOURISM COMPANY

The goal of the article was to present a strategy for working capital management in tour-
ism companies. At the outset the tourism company was defined. The targets for tourism
companies that are crucial for the effectiveness of the organization were presented. Then the
distribution criteria and classification of tourism companies were discussed. In the next part
of the paper net working capital as well as individual classical management strategies were
defined. The impact of various elements influencing the level of working capital at the vari-
ous strategies was described in detail. The influence of various elements on the level of
working capital in the aggressive and conservative strategy was discussed. Due to the differ-
ent changes of the individual components of current assets in tourism companies, the at-
tempts to modify the classic strategy of working capital management were made. Then there
were conducted six studies of tourism companies operating in Poland. The studies involved
individual elements forming working capital. The study period was 2010-2012. The research
was carried out on the basis of the financial statements. In the studies the selected financial
ratios were applied. The study showed which companies use modified working capital man-
agement strategies and how various strategies affect the security of companies functioning
in the market.

Keywords: working capital, management, tourism company

1. INTRODUCTION

In recent years, in the industry associated with the tourism market there have been ob-
served some spectacular bankruptcies. The bankruptcies were due to the inability to cover
current liabilities, i.e. they were related to the loss of liquidity. In any industry the risk of
payment gridlock occurs, and one needs to keep it in mind that this is the first step to-
wards the company collapse. Managers, however, are able to use a number of tools that
should work out a buffer that protects the unit against the loss of liquidity. Managers
should implement appropriate management strategies that could protect the company from
bankruptcy. Working capital is a very important area of financial management associated
with security. Working capital management is very difficult as it requires matching ap-
propriate policies in particular areas affecting its level. Suitable control of individual ele-
ments forming the working capital leads to the optimization, which has a positive impact
on financial performance of companies and their liquidity. The selection of appropriate
management strategies in tourism companies is difficult. This is due to the specifics of
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tourism companies whose activities are mainly based on the sales of services. This type of
activity causes the formation of completely different individual components compared to
manufacturing or commercial companies.

2. TOURISM COMPANY

The basic definition of a tourism company emphasizes that it is a business entity
which conducts an activity aiming at satisfying the social needs and that its objective is to
generate income through the provision of tourist services and the production of goods for
tourists®. The first, such perceived tourist businesses started to emerge in the first half of
the nineteenth century when widespread industrialization and urbanization initiated social
change and related with them new consumer needs, including touristm ones. The need for
recreation and tourism emerged, and consequently the need for a comprehensive service
of travellers and tourists. The first company offering travel services was founded in 1941
and it was the Thomas Cook travel agency.

A more comprehensive definition says that the tourism company is a separate group of
people performing activities to meet the needs of tourists and taking strategic decisions
and tactical conclusions about the effectiveness of the action. In addition, this unit is
equipped with material and financial resources and it is a subordinate of a specific internal
organization®,

Each company is aimed at achieving specific goals that depend on both the interests of
particular social groups as well as external factors. In the first case it is important to keep
in mind that each of the groups (owners, managers, employees) have a distinct purpose in
the functioning of the company.

In turn, considering external factors, namely the company environment, one needs to
take into account such factors as the character of the market and the cultural heritage of
the nation®.

The objectives of the company are crucial for the effective work of the organization
and to fulfill many tasks. Setting targets is particularly important from the point of view of
management as it promotes good planning and it can also be an effective tool to motivate
employees. Generally, the purposes of tourism company can be divided into quantitative
and qualitative ones. The quantitative objectives include: profit maximization, increase in
size (value) of sales of services, expansion of the recipients of a tourism offer, increase in
labor productivity, development of physical facilities (e.g. the number of beds and rooms),
improvement of service capacity of the facilities and equipment. In turn, the quality objec-
tives are: improvement of the quality of service, improvement in the standard of facilities
and equipment, introduction of innovation in the company product, improvement of the
system of distribution and promotion, increase of confidence in the company and trade-
mark, improvement of the working conditions of the staff, desire to maintain good rela-
tions with the environment and strengthening of market position®.

% B. Gotebiewska, Wybrane zagadnienia z ekonomiki przedsiebiorstw turystycznych, Wydawnictwo SGGW,
Warszawa 2009, p. 8.

4 M. Bednarska, G. Gotembski, E. Markiewicz, M. Olszewski, Przedsiebiorstwo turystyczne. Ujecie statyczne
i dynamiczne, PWE, Warszawa 2007, p. 22.

® B. Golebiewska, op. cit., p. 10.

8 Przedsigbiorstwo turystyczne w gospodarce rynkowej, ed. A. Rapacz, Wydawnictwo Akademii Ekonomicznej
we Wroctawiu, Wroctaw 2001, p. 29.
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The proper implementation of the objectives determine the functions performed by
a company. In the tourism company the functions can be divided into three groups:
— Basic — conditioning the achievements and their objectives (e.g. creation and sales
of the tourism product)
— Auxiliary — of service function in relation to the basic ones (e.g. keeping in readi-
ness material basis for strengthening the tourism product)
— Regulatory - consisting in the orientation of the company and keeping it in con-
stantly changing environments
Considering the features of a tourism company one can also refer to the classical def-
inition of the company. Then the company functions are associated with the functions of
the entrepreneurs who, as owners perform the following functions:

— Functions of the overall organization, management and control
— Functions of current company management,
— Earnings function (the owners distribute the earnings by themselves)

The criteria for the distribution and tourism business environment

In the tourism market there are many specialized tourism companies. The main criteria for
the specialization of companies providing services for tourists, include:

—  Type of services provided

—  Type of purchasers of those services
— Range of spatial operations

—  Type of the performed function

In fact, we rather deal with a combination of criteria. This is mainly due to the specific
character and characteristics of the demand of tourists, as well as the need to use an eco-
nomic calculation in the conditions of market economy’. The most common division crite-
ria in the literature of the subject are: subjective, objective, the size , area of operation,
quality of service and ownership®.

The proper functioning of a tourism company largely depends on the environment,
which is the primary source of information used in the conduct of business and manage-
ment process of that activity. It is the environment that verifies the tasks and the objec-
tives of tourism operators. While analyzing the issue of environment, it is necessary to
distinguish between the proximal and distal environment. Closer - microeconomic, is also
called sector branch or competitive environment, and it generally consists of the entities
that, by transactional and competitive linking, affect directly or indirectly the condition
and the effects of business activity of a company®.

7 1bidem, p. 35.

8 E. Szymaniska, Innowacyjnosé¢ przedsiebiorstw turystycznych w Polsce, Oficyna Wydawnicza Politechniki
Biatostockiej, Biatystok 2009.

°J. Pindakiewicz, Podstawy marketingu, SGH, Warszawa 1997, p. 26.
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In turn, the further environment, external — macro-environment, these are all the exter-
nal factors that affect or may affect the company operations, i.e. goals, size, structure,
methods of operation and achieved results'®.

In case of microenvironment, the basic criteria for distinguishing this kind of environ-
ment are the relations between the company and other elements. First of all, there are any
transaction ties, as well as other horizontal impacts formally independent which equal
participants in the market!'. The main components of microenvironment include: purchas-
ers, suppliers, intermediaries, competitors, financial institutions, research institutions and
advertising agencies. But one needs to keep in mind that the relations between entities in
microenvironment are not homogeneous. They look different in case of contacts with
intermediaries and suppliers, or in relations with purchasers and they are completely dif-
ferent while dealing with competitors.

However, macro-environment is formed by a number of variables, actually independ-
ent of the company. These factors create a set of conditions of the company functioning,
arising from its activities in a certain region of the country, a particular climate zone,
configuration system, legal or political system. On the one hand this situation creates
defined market opportunities for the company, on the other one, it represents certain risks
and warrants its functioning'?. The basic elements of the macro-environment include:
natural, economic, social-demographic, technological, institutional-legal, cultural and
foreign environment.

The result of proper management of tourism company should be customer satisfaction.
For this purpose the company can benefit both from its own resources as well as external
ones. The basic potential of a company includes human, material, financial and infor-
mation resources. The quality and value of the final product which will be offered to the
tourism market depend on skillful and effective combination and use of tourism company
resources. The specificity of the activities of tourism companies leads to minimizing of
the inventory levels. In the tourism companies, whose the main goal is the provision of
tourism services, the inventory level is very low or very often is zero. This fact makes in
the case of the selection of working capital management strategy, the omission of this
element during the implementation of the chosen strategy.

3. WORKING CAPITAL IN A TOURISM COMPANY

Working capital can be best defined as the difference between current assets and cur-
rent liabilities®. It can, therefore, be positive, negative, and zero in theory. From the point
of view of a company, in order to keep the liquidity it should have a positive working
capital. It means the situation in which constant capital finances both current assets as
well as part of the fixed assets. This situation is shown in the figure below:

103, Altkorn, Podstawy marketingu, Instytut Marketingu, Krakéw 2001, p. 51.

1 E, Kirejczyk, J. Sarnowski, Zarzqdzanie przedsigbiorstwem turystycznym, AlmaMer, Wyzisza Szkota Ekono-
miczna, Warszawa 2007, p. 47.

12 M. Bednarska, G. Gotembski, E. Markiewicz, M. Olszewski, op. cit., p. 66.
18].S. Sagner, Essentials of working capital management, Wiley, New Jersey 2011, p. 1.
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Fixed assets
Constant
capital
positive working
Current assests capital
Current liabili-
ties

Figure 1. Positive working capital
Source: own research

Positive working capital means company security. Current assets are financed by
short-term liabilities and through the constant capital. And this part of the constant capital
which finances the assets is called a positive net working capital. In addition, positive
capital increases the chances of attracting new foreign sources of financing, as the size of
the working capital is a measure of financial risk for the banks. Its possession is crucial
for the company.

Working capital management is related to the management in four areas:
* Inventory

* Current receivables

* The cash means

« Current liabilities

In the tourism companies working capital management is difficult in terms of keeping
liquidity because in this type of companies there are practically no inventories. Inventories
are the elements which managers have the greatest impact on. By using classical and
modern methods of inventory control managers can regulate their level, which makes it
very easy to keep safe operation in the market. In the tourism companies the greatest at-
tention must be paid to keeping reasonable levels between receivables and payables. The
level of receivables can often be very similar as liabilities because the sales of tourism ser-
vices is often in cash. Very often the deposits for tourism services are paid by companies.

All this leads to a situation when, in case of working capital management, short-term
investments are the priorities. This is a completely different situation compared to com-
mercial or production companies where short-term investments represent a small percent-
age of current assets. This change in the area of working capital management requires
modification of the classical strategy of working capital management. Previous assump-
tions about capital management strategy are presented in the table below:
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Table 1: Characteristics of the classical strategies of working capital management

Strategy Characteristics

Conservative Conservative strategy is to keep the current
assets at a high level and short-term liabili-
ties at a relatively low level. Companies
pursuing such strategies maintain a high
level of cash and inventories. In comparison
to the above-mentioned the companies
maintain lower levels of receivables. This
type of strategy requires to keep low levels
of short-term liabilities. To sum up the
conservative strategy is a safe strategy for a
business and it is related with high level of
liquidity.

Aggressive Aggressive strategy aims at keeping current
assets at a low level compared to current
liabilities where the level is significantly
higher. Managers will, however, try to keep
the faint edge of current assets over current
liabilities. This strategy minimizes the most
liquid assets, i.e. cash, it also seeks to min-
imize inventories and it tries to keep liabili-
ties at a relatively high level. It is a very
risky strategy.

Moderate Moderate strategy consists in minimizing
the weaknesses of previous strategies and
optimization of their benefits'.

Source: own research

The application of the above mentioned strategies in tourism companies requires some
modifications. In the conservative strategy inventories are minimized, cash is maintained
at a very high level as well as receivables and liabilities. While applying these assump-
tions, the company is able to control the regulations of current liabilities and keep liquidi-
ty. In the aggressive strategy as in the conservative one the inventories are minimized.
They are at a very low level of current assets. Cash and cash equivalents are reduced
which is reflected in the increase of receivables. The company runs the risk and offers a
trade credit, there is less cash sales. The payment of current liabilities is being dragged
over time, their level increases there are more of them than receivables. This strategy is
risky but its main objectives is to increase sales and to gain new customers.

The assumptions in moderate strategy for tourism companies remain unchanged compared
to the classical strategy.

4 Finanse firmy. Jak zarzqdza¢ kapitatem, ed. W. Szczesny, C.H. Beck, Warszawa 2007, s. 213.
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4. AN ANALYSIS OF WORKING CAPITAL MANAGEMENT IN TOURISM
COMPANIES

The study involved four tourism companies offering mainly accommodation services
and tours. The study period was 2010-2012. The surveyed companies are the leaders in
our market, their income in the years in question exceeded 100 million zl. Two smaller
units with revenues of 15-20 million zl were also surveyed. They are marked as K and H.
The studies were carried out on the basis of data from the financial statements submitted
by the selected companies in the NCR
The first analyzed element was the level of net working capital. In the surveyed compa-
nies this level is positive. Three of the six companies reached a very high level of working
capital. These companies will not have problems with maintaining liquidity. The details
are presented in Table 2.

Table 2. Level of net working capital in the surveyed companies

Company / Working
capital 2012 2011 2010
| Positive — very high Positive — very high Positive — very high
T Positive Positive Positive -high
R Positive — very high Positive Positive -high
A Positive -high Positive Positive
K Positive Positive Positive
H Positive — very high Positive — very high Positive -high

Source: own research based upon financial statements

Companies I, R, H have a very high level of working capital, and it is influenced by a very
high level of assets in the tested units. Studies have shown that the ratio of working capital
to total assets in these companies is between 0.7% -0.88%

The results presented in Table 3 on the financial liquidity confirm the information from
the Table 2. Three companies during the given period have high or very high liquidity. It
can be argued that it is over-liquidity, which may harm the finances of the company. Un-
necessary freezing of money in current assets generates costs. High current assets mean
high costs. The company security is maintained but at what cost? At the expense of re-
duced profits and the decline of profitability ratios.

Table 3. Current financial liquidity in the surveyed companies

Strategies / Financial
liquidity 2012 2011 2010

| 8,4 4,4 3

T 1,2 11 13
R 7 12 1,3
A 1,3 1,2 1,2
K 1,1 1,8 1,8
H 7 10 15

Source: own research based upon financial statements
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In the surveyed companies inventories in relation to the current assets are up to 1%.
Inventories were regarded as irrelevant because they were omitted in further research.
Then, a comparison of short-term liabilities to current receivables was done. The results
are shown in Table 4.

Table 4. Relative ratio of current liabilities to current receivables.

Strategies / liabilities
to receivables 2012 2011 2010

| 1,7 14 3,2
T 1,1 1,2 3

R 0,2 11 0,8
A 1,9 1,8 2,4
K 0,9 0,7 15
H 1,6 19 1,6

Source: own research based upon financial statements

While analyzing the individual results one important trend can be observed. Compa-
nies are trying to reduce the advantage of liabilities in relation to receivables. These ac-
tions can be seen as an attempt to increase the security of the company by increasing re-
ceivables and reducing liabilities. This is reflected in a higher level of financial liquidity.
The detailed analysis of individual companies shows unequivocally that Company A uses
the aggressive strategy. It keeps a very high level of liabilities. Company R, in turn, has a
very conservative approach.

The last ratio that we analyzed was the ratio of cash to accounts receivables. Table 5
shows in detail the different values in different years

Table 5. Relative ratio of cash to accounts receivables

Strategies / cash to
accounts receivables 2012 2011 2010
| 3 2,5 4,2
T 0,8 0,5 3,1
R 0,3 0,2 0,1
A 0,4 0,6 14
K 0,01 0,18 14
H 12 18,6 24,1

Source: own research based upon financial statements

Two surveyed companies have a huge advantage of cash over receivables. Having the
most liquid current assets in such a large advantage in relation to short-term receivables
proves very prudent capital management policy. It indicates a conservative strategy of
working capital management. Company K minimizes cash, a high share of receivables
indicates the aggressive policy of working capital management.
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5. CONCLUSIONS

An analysis of working capital management in six tourism companies confirmed that
for this industry the classical strategies of working capital management should be verified.
This includes conservative and aggressive strategies. It is mainly associated with the min-
imization of inventory for both strategies and exposing the role of cash for working capital
level in the various strategies. In the conservative strategy the level of short-term invest-
ments is very high which is often several times greater than its short-term receivables.
This type of working capital management is characterized by a predominance of liabilities
over receivables. Sales in tourism companies is by cash which causes low levels of re-
ceivables and high short-term investments. In turn, the aggressive strategy is a low share
of cash in relation to receivables. This type of management is preferred by T, A, K com-
panies in the years 2012-2011. Liabilities exceed the level of receivables. However, their
advantage is not high. The aggressive strategy is, therefore, based mainly on the manage-
ment of the two elements, liabilities and receivables. Companies do not protect their fi-
nancial liquidity with cash and inventory which makes liabilities management extremely
important. Mistakes made in this area of management is an automatic loss of liabilities
regulation. In case of not meeting the payment terms, the problems for tourists and an
immediate bankruptcy of the company occur. A very good and very safe strategy of work-
ing capital management in the tourism industry is a conservative strategy. Low level of
inventory, a very high level of cash, no great advantage of receivables over liabilities
make an effective working capital management policy, which is characterized by high
liquidity and what is important, it is mainly generated by the most liquid components
forming working capital, namely cash. Undoubtedly, such modified conservative capital
management strategy is a guarantee to keep financial liquidity which enables companies
to protect themselves from bankruptcy.

STRATEGIE ZARZADZANIA KAPITALEM OBROTOWYM W PRZEDSIE-
BIORSTWIE TURYSTYCZNYM

Celem artykulu bylo przedstawienie strategii zarzadzania kapitalem obrotowym
W przedsigbiorstwach turystycznych. Na wstegpie zdefiniowano przedsigbiorstwo turystycz-
ne.

Przedstawiono cele ilosciowe 1 jakosciowe przedsigbiorstw turystycznych, ktdre maja
kluczowe znaczenie dla skuteczno$ci organizacji. Nastgpnie zaprezentowano funkcje wa-
runkujace realizacj¢ celow. Funkcje przeanalizowano rowniez w odniesieniu do klasycznej
definicji przedsigbiorstwa, czyli wiazac je z funkcjami przedsigbiorcy jako wiasciciela ma-
jatku. W dalszej czgsci artykutu scharakteryzowano kryteria podziatu i klasyfikacje przed-
sigbiorstw turystycznych. Opisano rowniez makrootoczenie i mikrootoczenie przedsigbior-
stwa, jako czynniki wptywajace na wlasciwe funkcjonowanie i weryfikujace zadania. Po-
nadto zwrocono uwage na role zasobow wiasnych i1 zewngtrznych przedsigbiorstw tury-
stycznych w ksztaltowaniu i wytwarzaniu ostatecznego produktu, ktory zostanie zaoferowa-
ny na rynku turystycznym.

W kolejnej czesci artykutu zdefiniowano kapital obrotowy netto. Zdefiniowano po-
szczegolne klasyczne strategie zarzadzania nimi. Szczegdtowo przeanalizowano wptyw po-
szczegolnych elementéw ksztaltujacych poziom kapitalu obrotowego w poszczegdlnych
strategiach. Omowiono wplyw poszczegélnych elementéw na poziom kapitatu obrotowego
w strategii agresywnej i konserwatywnej. Ze wzgledu na odmienne ksztaltowanie si¢ po-
szczegollnych sktadnikow aktywow obrotowych w przedsigbiorstwach turystycznych doko-
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nano proby modyfikacji klasycznych strategii zarzadzania kapitatem obrotowym. Nastgpnie
przeprowadzona badania szeSciu przedsigbiorstw turystycznych dzialajacych w Polsce. Ba-
daniom poddano poszczegodlne elementy ksztattujace kapital obrotowy. Okres badan to lata
2010-2012. Zostaty one przeprowadzone na podstawie sprawozdan finansowych. Do badan
wykorzystano wybrany wskazniki finansowe. Przeprowadzone badania wykazaty ktore
przedsigbiorstwa stosuja zmodyfikowane strategie zarzadzania kapitatem obrotowym i jak
poszczegdlne strategie wplywaja na bezpieczenstwo funkcjonowania przedsigbiorstw na
rynku.

Stowa kluczowe: kapital obrotowy, zarzadzanie, przedsigbiorstwo turystyczne
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