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From the Editorial Committee

We are giving you the next 22nd (4/2015) issuehef Quarterly of the Faculty of
Management of the Rzeszow University of Technolegtitled “Modern Management
Review".

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 thaesaf 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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Matgorzata BARAN*
Justyna STECKO?

SIMULATION MODEL OF LABOUR FORCE
FOR THE MANUFACTURING COMPANY BASED
ON SYSTEM DYNAMICS

The article presents the methodology of constrgctirsimulation model of the labour force
for a manufacturing company based on the Systemamigs method. The research
presented in the article was conducted in threeufaaturing companies in Poland.
Initially, the key mental model variables of théodar force system were defined. The
process of defining the variables was supportethbynanagement as well as by the people
directly linked to the labour force managementhie manufacturing companies researched.
The next step was to combine the variables intawse - effect diagram, which reflected
direct and indirect relationships between particubiables and which allowed to discover
some sortof feedback loops in the systeiext, the cause-effect diagram was converted
into a simulation model. To that aim the simulatgoftware, Vensim® was used. After
that, validation of the simulation model was conddcusing the following methods:
assessing the correctness of the boundary of niogledidequacy of the model structure and
adopted values (constants) compared with availatdevledge about the modelled system,
testing the accuracy and consistency of the urfitgadables adopted in the model and
testing the model behaviour in extreme conditioflse conducted tests confirmed the
correctness of the constructed model. Finally, &timan of the model was conducted for the
manufacturing companies researched, the resultaingiot were discussed and final
conclusions were formulated. The article finishébgeneral indications of the direction of
the usage of the simulation model presented.

Keywords: simulation modelling, system dynamics, labouc&manufacturing company

1. INTRODUCTION

A manufacturing company is a system comprisedriraber of minor subsystems. These
subsystems include, among others, production, lalface, warehouse management,
market, targets and values subsystem, etc. Eacbysmn interacts with another
subsystem striving for a certain balance determimethe goals of a given manufacturing
company. Although these subsystems are highly cexnpmiften times very difficult to
grasp by means of human thought models, there athaas which enable one to
generally depict processes taking place in thebsystems. One such method is Systems
Dynamics. This method allows one to construct satioh models of any selected system
as well as particular subsystems. The constructadkbia present processes taking place in

! Mafgorzata Baran, PhD, Eng, independent researcheesponding author: m.baran@poczta.onet.eu

2 Justyna Stecko, PhDepartment of Humanitieaculty of Management, Rzeszow University of Tedbagy
Poznaska Str., 1, 35-084 Rzeszéw, tel. 017 865 1204aié-jatecko@prz.edu.pl



8 M. Baran, J. Stecko

systems both from a quantitative angle as well@s the perspective of the dynamics of
their behaviour in timé

The purpose of this article is to present the stpmodelling of the labour force
system for the manufacturing company. The investga that were used to construct the
model, were conducted in three manufacturing companig2oland. The study included
observations of subsequent actions determiningapipgopriate level of employment, in-
depth interviews with the management of the cormgmamind the study of their source
materials. Therefore, the model was based on erapigsearch.

2. LITERATURE REVIEW

Systems dynamics is often used for modelling compeonomic systems such as
manufacturing companies, in which numerous noralimelations occur. The very human
aspect as a single system, however, hardly everstgkace. The majority of models
contain the human aspect as one of the subsystérgger systems among other
subsystems, for instance production, warehouse geamant, orders, the market, profits,
costs, etc.

One of the most interesting models devoted to lafange is the model introduced by
Stermah and connected to manufacturing supply chain. Tdoamulation variables in
the model are: “Vacancies” and “Labour.” The flowriables are: “Vacancy Creation
Rate”, “Vacancy Closure Rate”, “Hiring Rate” and di@ing Rate”. Among the
information variables (or the auxiliary variable)ere are, among others: “Desired
Vacancy Creation Rate”, “Adjustment for VacanciesDesired Hiring Rate”,
“Adjustment for Labour” and “Expected Attrition Rt The exogenous variable is
“Desired Labour”. One is able to observe the behavof the particular variables of the
model in time in response to the various changelseéxogenous variable.

Another interesting model is the model of adjustmgployment level to a company's
demand introduced by Krupalhe accumulation variables in the model are: fStand
“Labour”. The flow variables are: “Production”, “®& and “Hiring Rate”. There are 8
information variables in the model, among whichr¢hare: “Average productivity”,
“Desired Labour” and “Desired Production”. The madbjective of the model is to
determine the adequate amount of production stédith undergoes constant changes due
to the changes in demand. The model makes it dessitconduct a variety of tests, for

3 See more in: J. Forrestendustrial Dynamics MIT Press, Cambrigde MA 1961; J. Forresterpan
Dynamics MIT Press, Cambrigde MA 1969; J. Forresiéforld Dynamics MIT Press, Productivity Press,
1973; B. Wisik., Elementy dynamiki systemowej dla ekonomistdydawnictwo Akademii Ekonomicznej,
Krakéw 1983; K.R.Sliwa, O organizacjach inteligentnych i rozwywaniu ziéonych probleméw
zargdzania nimj Oficyna Wydawnicza WSM SIG, Warszawa 2001; E. pgéasiska,Dynamika systemowa.
Symulacja i optymalizacjaVydawnictwo Politechnik$laskiej, Gliwice 2005; P.M. SengBjgta dyscyplina.
Teoria i praktyka organizacji ugezych s¢, Wolters Kluwer Polska, Krakéw 200@&lementy Dynamiki
Systemdwred. J. Tarajkowski, Wydawnictwo Akademii Ekonomriej, Pozn&a 2008.

4 R. tukaszewicz,Dynamika systeméw zadzania PWN, Warszawa 1975; Z. Samk, Modelowanie
i projektowanie systemOw gospodarczy@tydawnictwo Naukowe PWN, Warszawa 1979; A. Piekgk,
K. Zimniewicz,Myslenie sieciowe w teorii i praktyc®WE, Warszawa 2010.

5 J. StermanBusiness Dynamics: Systems Thinking and Modeling fomplex WorldIrwin McGraw-Hill,
Boston 2000, pp. 757-764.

6 K. Krupa,Modelowanie, symulacja i prognozowan8ystemy gigte, Wydawnictwa Naukowo — Techniczne,
Warszawa 2008, pp. 92-99.
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instance to observe the change in the behaviopadicular variables in response to the
change in the “Labour Adjustment Time” variable.

One more model has been introduced by BarEime model consists of two connected
sub models. The task of one of these models ida gmployment in response to the
taken orders, while the task of the other one ipresent the actual exploitation of the
hired labour in particular production processes @hcumulation variables in the model
are: “Labour”, “Production Labour” and “Finished o8k”. The flow variables are:
“Desired Hiring Rate”, “Labour for Production”, “léxploited Labour”, “Production” and
“Sale”. Among the information variables there aamong others: “Orders”, “Demand for
Labour”, “Average productivity”. The model not onberves to determine the number of
workers, but also indicates excess employment hodage of workers. It also allows to
conduct tests of the influence of the variablestffmarticular sub models on each other.

3. ANALYSIS AND STUDY

The research that was used to construct the madsl,conducted in three manufacturing
companies in Poland. The study included observatidrsubsequent actions determining
the appropriate level of employment, in-depth wigws with the management of the
companies and the study of their source materidigrefore, the model was based on
empirical research.

Profiles of the companies are as follows. Najlefipepl. was the first company. The
company is a medium-sized manufacturing compangnakes products associated with
photography, for example photo albums, photo bamkphoto calendars. The company
has operated in the photo market for over a doeansy It cooperates, among others, with
Kodak corporation. The study focused on determirtimg size of the labour force for
production of photo books. The production takes@laccording to specific orders only.
The research in Najlepszefoto.pl was carried otdvéen the second half of September
2009 and the second half of October 2010. It lakie86 weeks.

The research was also conducted in Zelgraf comgangpresents the sector of small
enterprises. The company has been in operatiore si®86. It produces professional
silicone dies and steel dies for printing, used decorative glass and plastics marking.
The study was focused on determining the size ef whorkforce for manufacturing
silicone stamps (or silicone dies), which makeoggible to mark a product on any surface
and curvature. As in Najlepszefoto.pl, the produttin Zelgraf takes place according to
specific orders only. The research in Zelgraf ldste 60 weeks, between July 2009 and
September 2010.

Alfa company is the third company, in which thee@sh was carried out. It is a
medium-size clothing company based in the Subdaigrat(Podkarpackie Province). It
sews smart, evening trousers for men for the Palighoverseas markets. The production
is based on repetition. The study used data frobé 20vering 51 weeks.

Initially, the key mental model variables of th&dar force system have been defined.
The variables are presented in Table 1.

7 M. Baran, Dynamika zwzkéw pomedzy podsystemami produkcji i zatrudnieniem. Przygkad
przedsgbiorstwa ALFA. In: A. Nalepka, A. Ujwary — Gil (Ed.Organizacje komercyjne i niekomercyjne
wobec wzmimnej konkurencji oraz wzrastgjych wymagéa konsumentowSOWA — Drukarnia Cyfrowa,
Warszawa 2010, pp. 117-131.
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Table 1. Mental model variable

s of the labour fasgstem

Variable

Description

Inexperienced Workers IW

The number of newly hired workers who possess certain
skills, however lack the experience

Hiring rate

The stream of new workers hired

Quitting rate IW

The stream of new workers leaving the job becauseiofy
dismissed by the management of the manufacturing
company, as well as quitting at their own request

Gaining experience rate

The number of new workers (per a time unit) who, hgvin
gained experience, are considered as fully capabtar
force

Gaining experience time

The time to gain experidnceew workers

Required number of
inexperienced workers

The variable regulating the pace of hiring new wasker

It results from the comparison of "Total demandvarkers"
with the number of workers employed in the manufaatur
company

Total demand for workers

The number of new workers required to work, resulting
directly from the sum total of the amount of "Reqdi
supply and storage workers" , "Required productionkers"
and "Required sales workers"

Hiring time

The time to adjust the number of workiershe desired leve

Required production worker

D

The number of new workengsired to production

Average productivity

The average efficiency of experienced workers
It means the quantity of products manufactured biyngle
worker in a given time unit

Required supply and storag
workers

eThe number of workers required to work in supply and
storage

Required sales workers

The number of workers requgevork in sales

Experienced Workers EW

The number of experienced workers employed in the
manufacturing company

Quitting rate EW

The stream of workers quitting at their own requestue to
retirement age

Dismissing rate

The stream of employees dismissed by the manageduent
to excessive employment

Percentage of additional
workers

It indicates the maximum number of excess workethén
company

Average notice period for EV|

JThe time connected to the process of dismissing ererk

stipulated by procedures

Average notice period for IW

The time connectedch process of dismissing new work

ers
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stipulated by procedures

The required level of production determined bystze of

Required production orders

Source: Own elaboration

In the next step a diagram showing direct and eudicause - effect relationships
between variables was constructed (Fig. 1).

Figure 1. Cause — effect diagram of the labour fegstem

Average notice

'/ period for IW

e + L.
Quiting rate IW Gaining Quiting rate EW

experience time .
" 4e) OlAN
) /\ - Average notice
period for EW

3 Workers IW experience m\te_:'\Norkers EWT
Hiring rate / \/
B3 Percentage of
@ WK,  additional workers
¥

4 ) -
Inexperienced A gg Gaining Experienced

. \ - Dismissing

Required number of rate

inexperienced o

o workers +
Hiring time
Total demand for

~_
/ workers Ty
+
¥

Required supply and /_\*
storage workers Required sales workers
Required production
"‘\ workers
7oA

o <Required production>
Average productivity

SourceAuthors elaboration in Vensim DSS Version 5.9e.

The diagram reflects the process of determining nthmber of workers which is
essential to the production required. The impetusdetermining “Total demand for
workers” is “Required production”, which, togetheith “Average productivity? initially
determines “Required production workers”. It wasumsed that “Required supply and
storage workers” and “Required sales workers” ddpem “Required production
workers”. The sum total of “Required production kens”, “Required supply and storage
workers” and “Required sales workers” determinestél demand for workers”. This

8 The model assumes that the company owns a fleaaohinery, which is regularly reviewed and maimeali
so that it is not damaged. This allows us to assiiwmerage productivity”.
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demand is compared with the actual number of werl@nployed and the resultant
difference is the cue for “Hiring rate”, that iethiring of new workers.

At the beginning, the newly-hired workers are teelads “Inexperienced Workers IW”,
who, not being experienced yet, are trained. Sofrithean leave due to various reasons,
e.g. at their own request. It is reflected by “@uog rate IW” and delayed “Average notice
period for IW”. The remaining new workers gain tiegjuired experience after “Gaining
experience time” and are treated as “Experiencedké/s EW”. “Experienced Workers
EW” may also leave work, which is reflected by “@Qing rate EW”. It may happen,
among others, on their own request or due to ra@rd age. Workers may also be
dismissed on disciplinary grounds. “Dismissing ‘faserves a different function. It
reflects a situation in which a manufacturing compdecides to dismiss excess workers.
The amount of dismissed workers is solely the oxseeding the sum total of “Total
demand for workers” and “Percentage of additionakkers”, which is the so-called
“labour reserve”, which is used in case thereged to replace workers on leave or sick
leave. Dismissals of workers do not occur immedifateut according to “Average notice
period for EW”.

In the diagram above, six consecutive instancaseghtive feedback - B1 , B2 , B3,
B4 , B5 and B6 were determined, testifying to tkisting dynamics in the system.

Next the authors converted the above diagram isicnalation model of the system of
labour force (Fig.2). Mental model variables weregented as mathematical variables
and constants. The needed coefficients were addedaccumulation, flow variables and
auxiliary (information) variables and the mathermaitirelationships existing between
them were indicated. The model was built in theusation system Vensim DSS Version
5.9e, so the mathematical apparatus was presentbdtive available functions and
mathematical expressions.

There are following accumulation variables in thewudation model:

« “Average notice period for EW” increased by a fleariable “Hiring rate” and

reduced by a flow variable “Gaining experienceate

» “Experienced Workers EW” increased by a flow valdabGaining experience

rate” and reduced by a flow variable “Dismissintgta
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Figure 2. Simulation model of the labour force eyst

Coefficient of IW

quitting rate
Average notice Coefficient of EW
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Dismissing rat
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R d sale P + Coeﬂ‘ment_o_f w
Required supply and equired sales productivity
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Coefﬁc;e o Zf [ogured <Requred  coeficient of required
supply and storage roduction>
workers P sales workers
Average
productivity <Time>
- Number of
experienced product
workers +

Source: Authors elaboration in Vensim DSS Versi®e5
Definitions of variables and mathematical constactstained in the simulation

model are presented in Table 2
Table 2. Definitions of variables and mathematamaistants of the labour force model
Variable/constant Definition Unit
Inexperienced Workerd NTEG(Hiring rate-Quitting rate IW-Gaining [person]
[\ experience rate)
Initial value: O
Hiring rate Requwed number of inexperienced workers/Hiringperson/week]
time
Hiring time The characteristic value for the company [week]
Quitting rate IW Inexperienced Workers IW*Coeffictef IW [person/week]
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quitting rate/Average notice period for IW

Coefficient of IW
quitting rate

The characteristic value for the company

[-]

Average notice period The characteristic value for the company [week]
for IW

Gaining experience ra (Ianexperlenced Workers IW/Gaining experience t|nfigerson/week]

Gaining experience | The characteristic value for the company [week]

time

Required number of
inexperienced worker

MAX( 0, (Total demand for workers-Inexperienced [person]
sWorkers IW-Experienced Workers EW))

Total demand for |Required supply and storage workers+Required [person]
workers production workers+Required sales workers
Required production | Required production(Time)/Average productivity [pem]
workers
Average productivity The characteristic value for the company s[lcj)?]atlwpek
Required supply and| Coefficient of required supply and storage [person]
storage workers | workers*Required production workers
Coefficient of required The characteristic value for the company [-]
supply and storage
workers
Required sales worke S(’Zoefﬂc[ent of required sales workers*Required [person]
production workers
Coefficient of required The characteristic value for the company [-]
sales workers
Experienced Workerg INTEG(Experienced Workers EW) [person]
EW Initial value: Total demand for workers
. Experienced Workers EW*Coefficient of EW [person/week]
Quitting rate EW quitting rate/Average notice period for EW
Coefficient of EW | The characteristic value for the company [-]
quitting rate
IF THEN ELSE(Number of experienced [person/week]
workers/MAX(1,Total demand for
Dismissing rate | workers)>1+Percentage of additional workers/1Q0,
(Number of experienced workers-Total demand for
workers*(1+Percentage of additional
workers/100))/Average notice period for EW, 0)
Percentage of The characteristic value for the company [-1
additional workers
Average notice period The characteristic value for the company [week]
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for EW
Number of experienceExperienced Workers EW+(Coefficient of IW [person]
workers productivity*Inexperienced Workers 1W)
Coefficient of IW | The characteristic value for the company [-]
productivity

O|\Iumber of experienced workers/(Coefficient of [person]
required supply and storage workers+Coefficient of
required sales workers+1)

Number of experience
production workers

Source: Own elaboration.

In the next investigations, the validation of thedation model was conducted by
using the following methods:

« assessing the correctness of the boundary of nioglethdequacy of the model
structure and adopted values (constants) compaitd available knowledge
about the modelled system;

« testing the accuracy and consistency of the urithe variables adopted in the
model;

« testing the model behaviour in extreme conditions.

The main objective of building the model was tovide a general representation of
labour system in a manufacturing company with kegiglon rules of controlling this
system. Accordingly, variables which could pres¢éim system quantitatively were
chosen. The executives and experts of the manufiagtecompanies researched were
present during the selection of the variables lfier model, as well as during the creation
of the model structure. Scientific literature wased, too. The people authorized by
management provided the parameter values that wdopted in the model. All
parameter values (constants) were averaged by tA#rnthese activities can prove the
correctness of the boundary of modelling and thectire of the system and the accuracy
of the adopted model parameters.

One of the key measures of determining the coresstof the relationship between the
variables in the model, which is also responsibtetlie overall validity of the model, is to
test the cohesion of the units of the variablespsatb in the model. The test was
conducted directly in the program, in which the mlagas built, by using th€heck Units
commandThe test confirmed the correctness of the units.

The testing of the model in extreme conditions washeck its behaviour when the
values of the constants took an amount equal to & wery large size. The program did
not report any errors in the model during the tests

4. THE SIMULATION OF THE LABOUR FORCE MODEL

The following table (Table 3) contains constantgaoted from the manufacturing
companies studied.
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Table 3. Empirical data from companies studied

Constants | Najlepszefoto.pl Zelgraf Alpha

Required [(0,0)- [(0,0)- [(0,0)-

production | (56,600)],(0,130),(1, | (61,55)],(0,12),(1,17),(2{ (56,230)],(0,61),(1,135),
170),(2,227),(3,284), | 10),(3,12),(4,24),(5,8),(4 (2,0),(3,8),(4,29),(5,10),
(4,187),(5,185),(6,248) ,5),(7,20),(8,16),(9,31),(| (6,47),(7,37),(8,87),(9,
(7,216),(8,166),(9,15Q 10,7),(11,5),(12,8),(13, | 76),(10,61),(11,185),(12,
),(10,148),(11,155),(12 19),(14,6),(15,27),(16,12 169),(13,216),(14,72),
,139),(13,184),(14,113 ),(17,5),(18,5),(19,13), | (15,118),(16,79),(17,143
),(15,120),(16,127),(17 (20,5),(21,21),(22,23), | ),(18,69),(19,128),(20,5¢
,156),(18,116),(19,115 (23,5),(24,0),(25,0),(26,| ),(21,35),(22,73),(23,29
),(20,129),(21,128),(22 0),(27,4),(28,11),(29,3),| ,(24,59),(25,0),(26,0),
,136),(23,156),(24,162 (30,9),(31,12),(32,7),(33 (27,0),(28,35),(29,25),
),(25,194),(26,198),(27 ,17),(34,24),(35,21),(36, (30,52),(31,83),(32,114),
,162),(28,223),(29,231 4),(37,5),(38,10),(39,35) (33,15),(34,72),(35,92),
),(30,259),(31,379),(32 ,(40,14),(41,8),(42,14), | 36,81),(37,85),(38,99),
,272),(33,279),(34,420 (43,42),(44,0),(45,23), | (39,80),(40,103),(41,12(
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Coefficient | 0.02 0.01 0.01
of EW
quitting rate

Percentage | 20 100 10
of
additional
workers

Coefficient | 0.7 0.5 1
of IW
productivity

Average 1 1 1
notice
period for
W

Average 4 12 4
notice
period for
EW

Source: Own elaboration.

After completing the model data obtained in the estigated enterprises, the
simulation of the model was conducted. The 0.0158&%lation step was set. The runs
of accumulation variables are shown in Figure 3.

Figure 3. Runs of accumulation variables in theegtigated enterprises
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In Alfa
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Source: Authors elaboration in Vensim DSS Versi®@e5

The runs of such variables as “Total demand forkexs”, “Experienced Workers EW”
and “Inexperienced Workers IW” in response to tReduired production” are shown in
the graphs above for each of the manufacturing emmes investigated. The variable
“Total demand for workers” determines the total twemof workers, including the
immediate production, supply, storage and salekaver In the case of Najlepszefoto.pl
manufacturing company, the run of the variableessIrapid than in the two following
cases. This results directly from the less sigaificleaps of production over time in this
company. Both in the case of Zelgraf and Alfa mantifring companies there were such
periods of time for which the value of “Total derdafior workers” amounted to 0. This is
the time when the manufacturing companies had aglidreaks and the volumes of
production also amounted to 0.
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The accumulation variables show the number of lesqterienced and inexperienced
workers in the investigated manufacturing comparieshe case of Najlepszefoto.pl and
Zelgraf manufacturing companies the runs of théabde “Experienced Workers EW” are
characterised by mild increases, while the valdat® variable “Inexperienced Workers
IW” are subject to constant fluctuations due tondes in the volumes of production and
the fact that inexperienced workers gain the stafusxperienced workers over time. In
Alfa company the run of the variable “Experiencedérs EW” is more dynamic, which
is also related directly to changes in the voluméproduction, while the values of the
variable “Inexperienced Workers IW” may be saidatoount to 0. This is related to the
fact that the company did not need new workers Umedhe study included only one
assortment of its production delegated to alreadgleyed workers.

5. CONCLUSION

The simulation model of the labour force for thenmm@cturing company was constructed
using the Systems Dynamics method. In order totoactsthe model, variables indicated
by the management of the investigated manufactwdmgpanies or by the people selected
by the managerial staff. Their key mental modelseweerbalised and initially shown as
cause - effect diagrams. Next the diagrams wergerted into a simulation model, which
was then tested. The final form of the model hah@esented in this article.
Currently the model can be used for the followmgposes:
> forecasting the size of the workforce in responseaé required production
» discovering correlations between variables whicidbihe system of labour
force
> testing strategies related to the management okfame before their
practical implementation
> predicting the effects of decision — making proess& the short and long
term
» training young managers
The model can also be adopted by other manufagt@empanies after adjusting it to
the conditions and the environment of these congzani
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SYMULACYJNY MODEL SItY ROBOCZEJ ZATRUDNIANEJ
W PRZEDSIEBIORSTWIE PRODUKCYJNYM OPRACOWANY
W KONWENCJI METODY DYNAMIKI SYSTEMOW

Artykut prezentuje metodyk konstruowania symulacyjnego modelu sity roboczej
zatrudnianej w przedddiorstwie produkcyjnym. Metodyka oparta jest o tode
Dynamiki Systemdéw. Badania przedstawione w artykpieeprowadzono w trzech
polskich przedsbiorstwach. Poegkowo wyznaczono kluczowe zmienne zwane z
modelem mylowym. Skorzystano w tym etapie w wiedzy kierowniat oraz o0séb
bezpdrednio odpowiedzialnych za sitobocz w danym przedsbiorstwie. Kolejnym
krokiem byto powizanie wyznaczonych zmiennych w diagramy przyczynowo
skutkowe, co pozwolito na przedstawienie bezednich i pdrednich powazan
pomicdzy zmiennymi oraz odkrycie rodzajow sgr zwrotnych wysgpujacych w
systemie. Nagpnie diagram przyczynowo — skutkowy przekonwertosvara model
symulacyjny, wykorzystag przy tym oprogramowanie Vensim®. Dokonano ze&ak
walidacji zaproponowanego modelu wykorzystujtakie metody jak: oszacowanie
poprawndci granic modelowania oraz poprawpb struktury modelu razem z
wyznaczonymi zmiennymi w oparciu o dgata wiedz o modelowanym systemie;
testowanie poprawroi przyjetych jednostek opisggych poszczego6lne zmienne oraz
testowanie zachowania ¢simodelu w warunkach ekstremalnych. Metody walidacji
potwierdzity poprawnét przedstawionego modelu. Wikeowym etapie przeprowadzono
symulacg modelu dla badanych przeelsiorstw oraz omoéwiono otrzymane wyniki.
Artykut konczg og6ine wskazania zezane z uytkowaniem modelu.

Stowa kluczowe modelowanie symulacyjne, Dynamika Systeméw, giédocza,
przedsghiorstwo produkcyjne.
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TSL SERVICES MARKET AS A SUPPORT SYSTEM
OF THE POLISH ECONOMY

Transport, Spedition and Logistics (TSL) are coestd to be one of the main services mar-
kets of the Polish economy. The relationship betwtee development of the national econ-
omy and the development of the TSL services maskdtie to the fact that TSL is a carrier
of the economy. Globalization, the developmentrdbrimation and communication tech-
nologies, and Polish accession to the EuropeanriJmie factors favoring the development
of this particular market. The purpose of the papédo verify whether a change of selected
variables in analyzed market affects general chan§the national economy in Poland. The
defined objective was realized through the analgdiditerature and research desk. The
analysis of statistical data covers the period @42to 2013. The theoretical part presents
the scope and requirements of the developmenteoT 8L services market. The empirical
part conducts a retrospective analysis of the elwf the variables that were considered
relevant for analysis of TSL services market anghidies its importance to the national
economy in Poland. The authors chose arbitrarifindd indicators whose impact on eco-
nomic development they considered important: thebmer of companies, the number of
employees, gross profit and participation in theFRGR was found that in the analyzed peri-
od there were dynamic changes in the TSL servicageh These changes reflect the fluc-
tuations of the Polish economy - periods of ecomoracovery and recession, which con-
firms the assumption that the TSL services marketlme treated as a carrier of a country's
economy.

Keywords: TSL services market, carrier of economy, suppastesy of economy

1. INTRODUCTION

Transport, Spedition and Logistics (TSL) are coaséd to be one of the key services
markets of the Polish economy. The relationshigvben the development of the national
economy and the development of the TSL servicekehds due to the fact that TSL is a
carrier of the economy. Globalization, developmehinformation and communication
technologies, and Polish accession to the Europedon are factors favoring the devel-
opment of this particular market.

The objective of this paper is to verify whethechange of selected variables in TSL
services market affects general changes of themsatieconomy in Poland. In order to

1 Artur Bartosik, Prof., DSc, PhD, Eng, Kielce Unisigy of Technology, Faculty of Management and Cotep
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2 Agnieszka Piotrowska-ftiek, PhD, Statistical Office in Kielce 25-369, dygmunta Wréblewskiego 2, tel.:
+48 41 249 96 00; e-mail: a.piotrowskatpk@stat.gov.pl; Kielce University of Technologyadtlty of
Management and Computer Modelling; Al. Tadecia P.P.7, 25-314 Kielce (corresponding author).

3 Marta Pomietlorz-Loska, MsC, Eng. University ofeBko-Biala, Department of Production Engineerireg,
mail: marta.pomietlorz@wp.pl.
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achieve it, an analysis of the literature and deslkearch were done. The theoretical part
presents the scope and requirements of the develdpof the TSL services market. The
empirical part contains a retrospective analysithefevolution of the variables that were
considered relevant for analyzing TSL services miaknd identifies its importance to the
national economy in Poland.

2. TSL SERVICES MARKET - THE SCOPE AND CONDITIONS OF T HE DE-
VELOPMENT

Analyzing the TSL market in Poland, Szyszka recpgaithe following groups of
companies providing services: transport and raivéeding, transport and road forward-
ing, courier services, storage, transport and micediarding. Given the scope of the
activities of the market, however, the TSL shoudddomplemented by pipeline transport
services, air and postal operations.

Before the presentation of the basic conditiongterdevelopment of the TSL market
in Poland, it should be noted that while transgord storage services, as well as postal
activities, were present in Poland also in the ,pagfistics services appeared only in the
late 80s of the twentieth century. The biggest tigraent of the TSL sector followed the
Polish accession to the EU, together with theitbolof barriers to movement of people
and goods. This also resulted from the absorptidelbfunds, which significantly contrib-
uted to the improvement in road infrastructurehbotterms of its quantity and quality.

Currently, the market for logistics services owssgrowth to the increasing corporate
decisions to outsource, undertaken as a resulptimizing supply and distribution sys-
tems. According to Grucki, the demand for logissesvices, primarily from large manu-
facturers and retailers, should be seen as restiltechnical complexity of the supply
chain, due to higher requirements of manufactudompanies and retail networks; new
requirements for the operation of integrated laggsthains that force demand for increas-
ing financial resources to maintain an adequatel lef/service; globalization activities of
manufacturing companies and retail chains; andchtéesl to coordinate them on a global
scale?

Grucki also notes that all the sources of growtldémand for logistics services are
closely linked to each other and they come from tma&n features which are characteris-
tic of modern logistics market: multi-level funati® and area of geographical activities of
enterprises and engineering solutions. It comesndiavthe fact that not only do logistics
companies manage more plants or features, buttadgohave the ability to create logis-
tics processes with custom@rés a result, determinants of the developmentefana-
lyzed market are related to both micro and macatesc

4G. Szyszkal.ogistyka w Polsce w latach 2006-200in:] Logistics 2008. Nowe wyzwania-nowe razsiia
Instytut Logistyki i Magazynowania, Pozn2008, p.25.

K. Grucki, Rynek ustug logistycznycfin]: Logistyka w biznesjeM. Ciesielski (Ed.), Polskie Wydawnictwo
Ekonomiczne, Warszawa 2006, pp. 213-214.

®K. Grucki, Rynek ustug logistycznycfin]: Logistyka w biznesjeM. Ciesielski (Ed.), Polskie Wydawnictwo
Ekonomiczne, Warszawa 2006, pp. 213-214.
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3. ANALYSIS OF THE TSL SERVICES MARKET IN POLAND IN 20 04-2013

The analysis of the TSL services market was cagigdaking into account the data of
the Central Statistical Office of Poland (GUS)atet to theTransportation and Storage
section (section H according to the Polish Clasaifon of Activities 2007 — PKD 2007),
covering the period of 2004-2013his section is divided into: land and pipelinans-
ports, water transport, air transport, warehousing support activities for transportation,
postal and courier activities. The study used tata @n: the number of enterprises, the
number of employees, gross financial result andrifnrion to GDP.

The number of companies in theansportation and Storagsection over the last ten
years has been changing, which was caused by ditichs of the Polish economy. It is
also linked with the processes of consolidation emicentration of TSL market. As you
can see in Fig. 1, we observe two periods in wkiehnumber of businesses reached the
highest values, i.e. 2006—-2008 and 2010-2012.Tpeseds correspond to periods of a
favorable situation in the Polish economy. A sigmifit reduction in the number of TSL
firms in 2009 was due to the economic crisis thegan in the global banking market. It
should also be noted that starting from 2012, waragbserved a decrease in the number
of TSL firms, which could mean a further econonansiown.

Fig. 1. Changes in the number of enterprises inTta@sportation and Storaggection in
Poland from 2004 to 2013
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140 000 136380 2 135225
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Source: Elaboratedusing GUS data.

Changes in the number of companies linked to tla@gé in the number of employees.
In view of the fact that in the analyzed period,caslined above, there were significant
changes in the number of enterprises, it is expettiat this fact will result in changes in
the number of employees. Detailed data are showain2.

"According to the fact that in the Polish Classifiea of Activities 2007 (PKD 2007) there isn't acen of TSL
services, it is assumed that TSL services are tbsest to Section H r@nsportation and Storagecf.:
C. Mahkowski, Polski rynek ustug logistycznych wobec kryzysu agesgzego w Unii EuropejskiejPrace
| Materialy Instytutu Handlu Zagranicznego Uniweety Gdaskiego” 2012 nr 31/2, p. 214
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Fig. 2. Changes in the number of employees inTitemsportation and Storagsection in
Poland from 2004 to 2013
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Source: Elaborated using GUS data.

In order to determine the share of the analyzetosem the labor market in Poland,
Figure 3 shows the percentage of the number oflpesprking in this section in relation
to the total number of employees in Poland. Thgdsir decline in the number of employ-
ees in theTransportation and Storaggection was observed in 2009, which was due to a
significant decrease in the number of enterprises.

Fig. 3 Contribution of th@ransportation and Storaggection to labour market in Poland in
from 2004 to 2013
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Source: Elaborated using GUS data.

As profit is one of the basic measures of econoenigluation of the company, the
gross profit of companies in Section H was analyZexdseen in Table 1, the best results
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in terms of profit in this section were achieve®B06 and 2007. It was a period in which
sales revenue grew at a faster rate than the €wsvenue. The lowest gross profit was
observed in 2008, which was due to the fact thatctbst of revenue grew faster than the
total revenue, including the deterioration in theults on financial operations. High rates
of growth on the basis of this variable in thedoling years were caused by the very low
value of the base in 2008.

Table 1. Dynamic indicators of gross profit in finsportation and Storaggection in Poland in

2004-2018
Years Gross profit Single base index Chain index

(billion PLN) (2004 =100) (previous year = 100)
2004 3182,7 100 -
2005 1025,3 32,2 32,2
2006 3107,5 97,6 303,1
2007 3738,7 117,5 120,3
2008 605,5 19,0 16,2
2009 1053,9 33,1 174,1
2010 1823,1 57,3 173,0
2011 1913,0 60,1 104,9
2012 2158,9 67,8 112,9
2013 2701,1 84,9 125,1

Source: elaborated using GUS data.

4. IMPORTANCE OF THE TSL SERVICES MARKET TO THE POLISH
ECONOMY

In the literature there is a consensus that tkeeahgrowth of the national economy is
relevant to changes in transport, spedition angsfizg. Logistics constitutes an important
element of the economic system, which enables dmioictioning of the national econ-
omy®. The importance of transport for the nationalneray is due to its multilateral links
between all forms of business, manufacturing, caltuand settlement activities. This
results from needs which may be satisfied justragsportC.

Research on the global economy, taking China asxample, shows relationship be-
tween logistics development and economic growtbhath short and long term perspec-

8 data regard entities which employed more thanetie.

9. Fechner, G. Szyszka (Eds.jpgistyka w PolsceRaport 2007 Instytut Logistyki i Magazynowania, Pozna
2008, p.15.

10M. Mindur, Wzajemne zwki i zalenosci miedzy rozwojem gospodarki a transportétydawnictwo Instytu-
tu Technologii Eksploatacji, Warszawa 2004, p. 139.
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tive'l, Often, therefore, TSL services market is defimsdso-calledsupport system of
economyor carrier of economyhat allows development of other areas, suchaaketand
other services for the population.

Analysis of the TSL services market™ developmenEiumopean countries shows that
productivity of this market can be higher comparinghe total economy. For example,
Langviniene and Sliziene stated that in Lithuantd of employees worked in the
transport and logistics services and they crea® bf GDP in 201%. In Poland, as
shown in Figure 4, there is more than 6% of thdiee's share in GDP before 2010 and
we observe a decrease to about 5% from 2010.

Fig. 4. The share of thEransportation and Storageection in the GDP of Poland from
2004 to 2013
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5. SUMMARY

In the light of the desk research presented abioviae period from 2004 to 2013 we
observed dynamic changes in section H in Polantdrims of the number of enterprises,
the number of employees, gross profit and contidbuto GDP. These changes reflect
fluctuations of the Polish economy - periods oforary and economic down turn, which
confirms the assumption made in the paper aboutdheying capacity of the TSL ser-
vices market for the economic system of the country

It seems that at present the biggest challengethéoanalyzed market are an increas-
ingly diverse customer expectation (particularlgtitutional) and the need to increase
economic efficiency. The first of these factorgatated to the four fundamental trends
characteristic of modern enterprises operating/iéiets: transition from the transaction to
the process and network, application of informatiechnology, transition from regional

HH.H. Lean,W. Huang, J. Hong.ogistics and economic development: Experience fGhing “Transport
Policy”, 2014/32.

12N, Langviniene,G. Sliziengylanagement of sustainable transport and logistawises sector’s growth in the
context of Lithuanian economic developméntoceedia of Social and Behavioral Sciences142056, p. 19.
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business to business network, changes in busipesaton strategies from push to pill.

It should be noted that the above-mentioned fadtdhsence the TSL services market
development. Thus, they constitute a chance iadihg new customers, both in terms of
geographic expansion and the market. On the ot lthese factors constitute a signifi-
cant challenge to this market. Riglka recognizes that the buyers of the TSL services
clearly formulate demands with regard to operagqsecting personalized, flexible ser-
vices of high standardé. These factors are also related to the need tease economic
efficiency in this market.
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RYNEK USLUG TSL JAKO SYSTEM NO SNY POLSKIEJ GOSPODARKI

Transport, spedycja i logistyka (TSL) swazane za jeden z kluczowych rynkéw ustu-
gowych polskiej gospodarki. Zgiek pomédzy rozwojem gospodarki narodowej a rozwo-
jem rynku TSL wynika z faktwze petni on rad systemu nénego,swiadczcego ustugi dla
pozostalych sektoréw gospodarki. Czynnikami szczegobprzyjajcymi rozwojowi tej
brarzy s3 globalizacja, rozwoj technologii informacyjno-konikacyjnych oraz akcesja
Polski do struktur Unii Europejskiej. Celem artykyést weryfikacja wptywu wybranych
zmiennych dotyczcych rynku ustug TSL na og6lne zmiany w gospodardeolsce. Dla je-
go realizacji przeprowadzono analizeratury przedmiotu oraz badania tygesk research
Analiza danych statystycznych elg szereg czasowy 2004-2013. W teoretyczngjatar-
tykutu przedstawiono zakres i uwarunkowania rozw@aanalizowanego rynku. W gi
empirycznej przeanalizowano zmienne, ktére uznanistotne w rozwoju rynku ustug TSL
i jego znaczenia dla gospodarki krajowej, tj.: liezprzedsgbiorstw, liczke pracujcych,
wynik finansowy oraz udziat w PKB. \lvietle zaprezentowanych wynikéw zaobserwowa-
no dynamiczne zmiany na rynku ustug TSL w Polscalwresie analizowanych zmiennych.
Zmiany te odzwierciedlajwahania kondycji polskiej gospodarki — okresywienia i de-
koniunktury gospodarczej, co potwierdza zaitie o nénym charakterze ustug TSL dla
gospodarki krajowe;j.

Stowa kluczowe rynek ustug TSL, system #my gospodarki, system wspomagaj go-
spodark
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CLUSTER INTERNATIONALIZATION
— A KEY COMPONENT FOR THE DEVELOPMENT
AND COMPETITIVENESS OF CLUSTER MEMBERS

Cluster internationalization can help businessgsaally small and medium enterpris-
es (SMEs), to improve their competitiveness ancklacate their presence in global value
chains. This point of view is often representedchyster managers, researchers or politi-
cians. However, the urgent need for internatioasilin of cluster enterprises is dispropor-
tionate to the state of understanding of the mash@and the effects arising from interna-
tional cluster cooperation.

The first part of this article includes a reviewtbé literature which aims to assess the
state of knowledge on the internationalizationlokters and cluster enterprises. Important-
ly, a new cluster model has been presented — tiwalksd "born global” clusters, for which
internationalization is the main strategy of depehent. The empirical part of the paper
comprises the results of cluster benchmarking iliRbin 2014. Despite the fact that the
results present internationalization as a key afealuster development, further detailed
analysis of the sub-indices expands this view. dioctude, the theme of cluster and cluster
enterprise internationalization is relatively nemdarequires further research. The under-
standing of the determinants, the mechanisms améfthcts of internationalization will al-
low to better fit cluster policy and managementrinsents at the level of regions as well as
the European Union.

Keywords: cluster, management, strategy, internationalizatitmvelopment, competitive-
ness

1. INTRODUCTION

The European economy is facing many challengessél heclude, inter alia, the need
to maintain an appropriate pace of developmentlation to the Asian and American
economies, to achieve a high degree of competiisgmf its own companies, mainly in
the SME sector, as well as to meet the globalimatimcesses, revealing the power of
transnational corporations (TNC's). One way to arsese challenges is to increase the
internationalization of enterprises. On the othand) due to the nature and the potential
of the above said small and medium-sized enterisés believed that the best way for
their foreign expansion is the internationalizatodrelusters.

The evolution of the importance of clusters int¢ior@lization can be seen within the
M. Porter’s approachln his first theoretical (conceptual) framewohlg defines clusters

1 Bogustaw Bembenek, PhD, Faculty of ManagementsRme University of Technology, Poland - Rzeszow,
e-mail: bogdanb@prz.edu.pl, autor korespondencyjny

2 Marzena Frankowska, PhD, Faculty of Management Boohomics of Services, University of Szczecin,
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as “geographic concentrations of interconnectedpaones, specialized suppliers, service
provider, firms in related industries, and asseclainstitutions in particular fields that
compete but also co-operate’The main advantage of clustering is essentidilgt t
geographic proximity facilitates networking betweksy drivers (rivalry and strategy,
demand conditions, related and supporting indisstaied factor input conditions) and
reduces the transactions costs imposed by distarmn in his next work, M.E. Porter
argues that globalized economic interactions nigdisadvantages rather than create
advantages. In his opinion distant sourcing is sedmest solution compared to accessing
a competitive local cluster in terms of productiviand innovatioh Given that
globalization has changed and reduced the impaetafidraditional localized factors of
production, it influenced Porter's opinion. In more recent works he argues that it is
primarily export oriented clusters that drive rewib prosperit§, which manifests itself,
inter alia, in paying higher wages than clustenvieg purely local markets. While the
earlier version of the cluster hypothesis had muehcommon with traditional
agglomeration economy theory, this latest versibthe cluster hypothesis has much in
common with traditional export base theory. Theakpase clusters are important not
just for their local supply-side characteristicst lalso because of their international
demand-side linkages. From this perspective, exgudt trade bring external knowledge
into innovation processes of a cluster and a region

As shown above, the concept of cluster internatipation is a relatively new issue in
economics. On the other hand, thorough the undetistg of this phenomenon, it is not
only urgent, but also important in the long termvaelepment of clusters and their
competition on the international stage. Hence, mber of studies are conducted to gain
better insight into the advancement of the intéomatization processes in clusters,
operating mechanisms and effects achieved at He¢ & cluster enterprises. The base of
presented scientific considerations were the falhgwesearch questions:

* how it should be understood the clusters internati@ation?

« how clusters can increase the level of its intéomatization?

« what are the benefits of internationalization flusters and their members?

« to what extent Polish clusters are internationdltze

» what affects the degree of internationalizatiofPofish clusters?

Therefore, the key purpose of the article is tongirne the importance of cluster
internationalization in both theoretical aspectsd @rimarily, in relation to the results
obtained by the clusters, illustrated with the eplarof the polish market in 2014. The

3J. Simmie,The contribution of clustering to innovation: frdPorter | agglomeration to Porter Il export base
theoriegin:] Handbook of Research on Innovation and Clusterse€and Policiesd. Ch. Karlsson, Edward
Elgar Publishing Ltd, Northampton 2008, p.27.

4 M.E. PorterOn CompetitionHarvard Business School Press, Cambridge 1998 7%.

® Clusters represent a new way of thinking aboubnat, state, and local economies, and they neeéssiew
roles for companies, for various levels of governtmand for other institutions in enhancing contpeagness.
It represent a kind of new spatial organizatiomaif in between arm's-length markets on the one laaadd
hierarchies, or vertical integration, on the othdrE. PorterlLocation, competition and economic develop-
ment: local clusters in a global econonfigconomic Development Quarterly”, Vol. 14, NoFebruary 2000,
p. 15-34.

¢ The performance of regional economies is stroirglyenced by the strength of local clusters arel\thality
and plurality of innovation.. M.E. PortéFhe economic performance of regiptRegional Studies”, Vol.37,
No. 6-7, August-October 2003, pp. 549-578.
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results of the study "Cluster Benchmarking in PdlarEdition 2014" carried out by the
Polish Agency for Enterprise Development will beggnted. Research methodology will
be discussed in detail and the results will berprted in terms of internationalization.
This is particularly important as the group of maspents included not only cluster
managers, but also the cluster members.

2. CLUSTER INTERNATIONALIZATION: THE NEED OR CHALLENGE ?

The development of clustering in EU is conducivéhe creation of competitive, dy-
namic, knowledge-based economy, which is capabpeohanent development, creates a
larger number of workplaces and is characterizeddmyal cohesion. Clusters consist of
groups of independent and informally connected diand institutions, capable of achiev-
ing operational efficiency and flexibility at thdéopal level. This new form of organiza-
tion focuses on connections and interdependenadselen the participants along the
value added chain in the production, and innovatipermanently stimulate investments
and specializatidh Drawing on the research, M. Porter repeatedlicatds that there are
four major examples of benefits that ensue fromatiog and running a business in
a cluster environment, these #re

« location within a cluster provides the firm withpswior or lower costs access to
specialized inputs, such as components, machibeisiness services and person-
nel, compared to vertical integration;

« location within a cluster also provides a firm wéhperior access to all kinds of in-
formation (technical and/or marketing);

» cluster location can provide a firm (or a groudiohs) with a number of “market-
ing complementarities,” such as firm referralsnfdirade participation, and joint
marketing delegations;

» cluster location often facilitates firm’s accessristitutions and public goods that
otherwise would not be easy or cheap to access.

Only excellent clusters (which sometimes are atferred to as regional networks)
that can compete and grow in the global economir@mment can meet the expectations
of policy makers and cluster stakehold&r3herefore, contemporary clusters are forced
to strengthen their competitiveness continuousty,amly through internal but also exter-
nal development. One of the possible ways withig $cope is internationalization, which
requires flexibility and efficiency in building rmionships with foreign entities.

The fact that cluster internationalization becomese and more significant ensues
not only from the processes of globalization of Wald economy and European Integra-

" M.E. PorterLocation, competition ..., op. Gipp. 15-34; A.M. KowalskiThe role of innovative clusters in the
process of internationalization of firnfdournal of Economics, Business and Managemendl, ¥, No. 3,
2014, p. 182.

8 P. Strukelj, S. Dolinseknternationalization of R&D in two high-tech clusteand cooperation of R&D units
in those clusters'Journal of Industrial Engineering and Manageriedb. 3, Vol. 2, 2010, p. 299.

SM.E. Porter,Location, competition ..., op. Gip. 19; D. Reid, R. DeMartino, S.C. Zyglidopoul@$e interna-
tionalization journey of a high-tech clustéhunderbird International Business Review”, V&l (5), 2005,
p. 533.

10T, Lammer-Gamp, G. Meier zuKocker, T. Christensglusters are individuals. Creating economic growth
through cluster policies for cluster managementefigace The Danish Agency for Science Technology and
Innovation, Copenhagen 2011, p.11.
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tion, including the changes concerning the conditiof transferring resources, liberaliza-
tion of international trade and specializationtwd value chains, but also from the fact that
cluster structures constitute a successful mearsttgfcting foreign investments. More
and more frequently, foreign investors are integsh localizing their investments in
industrial clusters, as they have a positive immacthe innovativeness of cluster mem-
bers (e.g., enterprises) owing to the fact thagltened mobility of resources (principally
people, capital, and information — including inéetual property), the development of
durable relationships and new technologies in gl sectors are created by units locat-
ed in close proximity to each otAerGradual increase in the involvement of foreigti-en
ties in local or regional clusters can result ia tralorisation of the available resources,
knowledge diffusion, diversification of productiamd the development of supply chains,
including the intensification of the developmenbgesses and cluster internationalization.

Cluster internationalization develops in quantiatand qualitative dimensions, inter
alia, as a sign of “clustering of clusters”. In dhetical approach, the notion of cluster
internationalization is of interdisciplinary natuaad, most frequently, is understood as:

» sequential and gradual involvement of a clustah@activity on foreign markets,
stable interaction of a broad spectrum of inteteslainterdependent, and mutually
complementary stakeholders localized on a territdtyvo or more countriég

« the creation and development of the network oftiela with a wide group of enti-
ties, including the concentration of cluster a¢yivan the work that is connected to
its key competences and outsourcing the realizatidhe remaining functions and
processes to the foreign partriérs

« the process of increasing cluster’s involvemeninbernational business activity,
comprising active internationalization forms (expdtDI, capital and non-capital
cooperation, networks) and passive ones (importhasing licenses, supplies for
exporting companies, cooperation with foreign fijmhe intensity, scope and
forms of which depend on the adopted developmeatesty, including interna-
tionalization strategy.

Presently, many researchers emphasize, that frenstdndpoint of the classical ap-
proach on the effects of globalization with regardegional clusters, internationalization
is seen as an exogenous factor that has a ciitipalct on the development and growth of
the cluster (i.e. the organic cluster) at a cerstimge of its life cycfé. According to
A. S. Mikhaylov and A. A. Mikhaylov#, the internationalization is typical of the emer-
gence phase of an international cluster, whereearted cluster policy is aimed at creating
a globally oriented (i.e. born global) developmstiaitegy of regional institutions of two

1A M. Kowalski, The role of innovative clusters ..., op. qit. 184.

12 A.S. Mikhaylov, A.A. Mikhaylova,Geographies of cluster internationalization: integanizational linkages
on the Baltica, international Journal of Econometrics and Finarnidiahagement”, Vol. 3, No. 1, 2015, p. 38.

13 A, Colovic, O. Lamotte;The role of formal industry clusters in the intetioaalization of new ventures,
“European Business Review”, Vol. 26, Issue 5, 2Qi4,449-470.

14 K. PrzybylskaProces internacjonalizaciji przedsiorstwa w teorii ekonomicznefeszyty Naukowe Wgzej
Szkoty Ekonomicznej w Bochni, No. 3, 2005, p. 73.

15P.H. AndersenRegional clusters in a global world: production)aeation, innovation and industrial decline,
“California Management Review”, Vol. 49, Issue D0B, pp. 101-122; A.S. Mikhaylov, A.A. Mikhaylova,
Geographies of cluster ..., op. cjpp. 32-37.

18A.S. Mikhaylov, A.A. MikhaylovaGeographies of cluster ..., op. ¢jp. 33.
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or more interacting countries in the framework ofiernational cluster initiative (IClI).
Clusters are subject to internationalization at texels”. the micro level (the level of
firms taking part in clusters) and the meso levke (cluster as a whole) — through the
actions undertaken by cluster coordinators, whiohkvfor establishing cooperation at the
international level. Thus, cluster internationdiiza is of dual nature, as it occurs inside a
cluster — at the level of behaviour of its partarumembers, and simultaneously it con-
cerns the entire cluster, mainly due to the agtioit the cluster coordinators (cluster or-
ganizations). Taking into consideration the activie of cluster organizations in the pro-
cess of entering foreign markets, as well as tbpesof passive internationalization, clus-
ter internationalization can be achieved through!®
e the creation of formal and informal cooperationtfolans, networks of relations
between clusters and other foreign stakeholders,
e selective relocation, where particular cluster merabmove their business to
other, foreign locations,
e the realization of common R&D projects within theope of international con-
sortium,
e common purchasing on foreign markets,
« the organization of common distribution channeldareign markets,
« the cooperation with foreign partners (subcontrapti

For example, there are several different waysdesify the networks relevant to clus-
ter internationalizatiol{: collaboration networks for cluster organizatieng. European
Cluster Managers Club, Europa Inter Cluster; calfabon networks for cluster policy
makers e.g. European Cluster Alliance, The Conipetiess Institute; innovation net-
works for policy makers e.g. ERRIN, Eurada, Taftreustry specific networks mainly
for cluster organizations e.g. European Aerospdust€ Partnership, European Automo-
tive Strategy Network; geographically specific netks within Europe, e.g. BSR Stars
(Baltic Sea Region), cluster group within EUSDR r@pean Strategy for the Danube
Region); international networks outside Europe, &g-Japan, Euro-Med Innovation
network, etc.

The increase in the scope of the internationabratif economy, markets and the sup-
ply base is accompanied by a systematic growthearevel of cluster internationalization.
The observable changes within this scope are fratyjuperceived as a sign of logical
consequence of pro-growth activities in this typemanizations. As far as the level of
localization is concerned, all international clustean be divided into two grou@s

< the transnational cluster is an international eysthe participants of which are

concentrated as a rule in non-bordering regiortsvofor more countries; this clus-
ter can comprise both a wide range of independaktekolders and individual re-
gional clusters;

17 A.M. Kowalski, The role of innovative clusters ..., op.,qit. 184.

18 B. Jankowskalnternacjonalizacja klastrow,Gospodarka Narodowa”, No. 5-6, 2010, p. 23.

19B. GreenhalghCluster internationalization handbopklanchester Metropolitan University, Manchestet 20
p. 31.

20, Mikhailov, Development of international clusters in the BaSiea Regiart'Baltic Region”, No. 1, Vol. 15,
2013, p. 38.
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e a transboundary cluster is also an internationatel; however, its members are
localized in the border regions of neighbouringritoes.

However, what is crucial for the process of intéiovalization is that the decision-
makers who manage this organization strategicalinfilate a proper internationalization
strategy. They also have to implement this plaiciefitly, as to make the final level of
internationalization appropriate to the current &rtdre needs of a cluster. Internationali-
zation strategy must be cohesive with the inteomatlization strategy of its members,
mainly enterprises.

While characterising the strategy of the internaization of cluster companies, M.
Gancarczyk emphasizes that whereas cost-oriena@ggies assume the establishment of
hierarchical relations, characterized by the suipattbn of the cooperants and one-way
knowledge transfer, differentiation-oriented stgigs assume the creation of heterarchical
relations, which ensure the use and the developafemowledgé.

As any other economic process, the internation@agrocess involves certain risks
and uncertainty, stimulated by the underestimatibrthe costs and the uncontrollable
international environmefft Therefore, the risk that determines the finaketf of cluster
activity can have a positive or a negative dimemsithus, contemporary clusters in vari-
ous ways adjust their activities to the “doubleunat of the risk. Whereas some of them
still concentrate on continuous risk avoidance orimization, others take risk intention-
ally, and entrepreneurially manage on the markbt.Richardson and M. Yamin suggest
that the potential positive and negative impactchistering on internationalization is
characterized Iy

e positive impact (e.g., the access to ‘sticky’ knesde through cluster net-
works/relationships, observation/imitation, inteérf labour mobility, access to
specialized labour pools, access to industry —iip@ater-mediate inputs and ser-
vices, access to venture capitalists, technolog+@gers, association with clus-
ter’'s ‘brand name’, higher chance of being ‘foubg’international contacts, etc.);

* negative impact (e.g., localized congestion, irntelogalized competition, distrust
among the members, overdependence on region fispesources, ‘poaching’ of
workers by other cluster firms, loss of technolayiedvantage due to imita-
tion/technology spill-overs, etc.).

Additionally, cluster managers also underline {hasitive aspects of inter-cluster co-
operation in international space include: greatemgth in lobbying, co-promotion (pro-
motion at the international level), the possibilitiyexchanging the information regarding
cluster-based policies in different countries, farding obtained knowledge to local au-
thorities and to other clusters, exchanging theeggpce and good practiéésThe pro-
gressive development of clusters’ internationalpsration may also enable the access to

2IM. Gancarczyk,Strategie internacjonalizacji przegbiorstw w klastrach[in:] Miedzynarodowe stosunki
gospodarcze — internacjonalizacja i konkurencyjhmiedzynarodowaed. T. Sporek, Wyd. Uniwersytetu
Ekonomicznego w Katowicach, Katowice 2012, p. 132.

22 F, Stremtan, S.S. Mihalache, V. Pior@s) the internationalization of the firms — from ding to practice
“Annales Universitatis Apulensis Series Oeconomité&dl. 11, No. 2, 2009, p. 1030.

2Ch. Richardson, M. YamirThe impact of industrial clusters on internatiozalion: the case of SMEs in
Malaysia’s Multimedia Super Corridofin:] The process of internationalization in emerging SMvihd
emerging economiesd. H. Etemad, Edward Elgar Pub, Northampton 201354.

Z4\1. Bialic-DavendraAn investigation of a new concept of world-classstrs in Europe — a case study of the
Visegrad Group of Countrie8Journal of Competitiveness”, Issue 2, 2011,3. 5
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specialized and advanced resources, intellectymiatgdknow-how, qualified work force,
partnerships with key clients and/or suppliersgess to specialized, high quality services
and infrastructure, to innovative branches in th@ustry in which cluster operates and
also the proximity to competitors (which, e.g. lieinces pressure on innovations), %tc.
Moreover, A.S. Mikhailov considers that the formatiof industrial clusters at an interna-
tional level is an efficient mechanism for the imative development of periphery regions
of the countries involved in a cluster interactfon

Industrial clusters comprise many resources (tdagimd intangible resources) that
cluster firms (mainly small and medium-sized comeanmay leverage to initiate and
accelerate their internationalization activitfe<Cluster externalities have a positive im-
pact on the internationalization process of thestelufirms and the reputation of cluster
members. Cluster reputation assists the interratization process of enterprises (mainly
SMES) in at least three ways: by reducing the ilegiting expenses required by a new
firm; by allowing a firm to charge premium pricasdaposition itself on the higher end of
its respective market; and by facilitating the fimgl (or the “being found”) by current and
future customers,

On the basis of their own research, A. S. Mikhaydmd A. A. Mikhaylova indicate
that the formation and the development of inteoratily organized clusters is a long and
complex process that requires countries to haveamg innovative capacity, globally
competitive economy, as well as a significant anh@irannual investments in the sphere
of science and education and for supporting int@nal cluster initiative and internation-
al clusters that are already formigdinternational cluster competitiveness is pregentl
considered the key element of the maintenance itk development of global compet-
itiveness of EU economy. Thus, various stakeholdaedertake a number of initiatives to
create the so-called meta-clusters by means dtien of clusters, to strengthen innova-
tiveness and competitiveness of the entire EU emgnancluding national economies.

3. 'BORN GLOBAL' TYPE OF CLUSTER INTERNATIONALIZATI ON

The concept of a cluster of born global type i atrelatively new one, and has not
been thoroughly discussed in economic literatutest€rs of born global type are defined
taking into account the activity of a cluster aseatain entirety (organization) within the
scope of internationalization, as well as takinig iconsideration the activity of entrepre-
neurs themselves (cluster members). A definingatharistic of a born global is its accel-
erated internationalizatiéh It ensues from the research conducted on clukteelop-
ment that a number of clusters, particularly theoirative, high-tech and knowledge-
based ones, fail to follow a typical path of grddeaolutionary process of internationali-
zation, as they initiate their activity on foreigmarkets right from the beginning of their
existence. Frequently, the international or evebgl market is for them one of the major

Blbidem, p. 44.
%A, Mikhailov, Development of international ..., op. cf. 37.

2D, Libaers, M. MeyerHighly innovative small technology firms, industridusters and firm internationaliza-
tion, “Research Policy” No. 40, 2011, p. 1427.

2D, McHardy Reid, R. DeMartino, S.C. Zyglidopoul@$e internationalization journey ..., op. ¢ip. 544.
7S, Mikhaylov, A.A. MikhaylovaGeographies of cluster ..., op. ¢cjp. 36.

30J. Weerawardena, G.S. Mort, P.W. Liesch, G. Knigimnceptualizing accelerated internationalizationttie
born global firm: A dynamic capabilities perspeetitJournal of World Business”, Vol. 42, 2007, p429
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supply and sell markets. Sometimes, these clustgéree slightest or none interest in a
national market. They specialize in manufacturingedain product which distinguishes
itself amidst the competition, and which is aimedhe sale on large, absorbent markets
of highly developed countries. In the case of sticisters, high activity within the scope
of internationalization is manifested by the memsbremselves, mainly entrepreneurs,
who:

« initiated internationalization (including exportdaimport activities) not later than
3 years after entering a national market and whaeaport-oriented — at least 10%
of export?;

« by means of quick internationalization with subsramount of international op-
erations; they rest on various options to accessces, seek to found local ad-
vantages in host markets and monitor unique capabiln order to create and co-
ordinate value chains on international basis, be&cemntensive export and/or im-
port start-ups, become region specific businesseégbal actor%;

« develop relatively fast on foreign markets and hexeeptional skills, key compe-
tences in international business, which can bergbden the improvement of eco-
nomic results right from the moment of their creatt;

» plan their businesses basing on global strategisppetives; they look globally,
and use global opportunities when suit&ble

It has to be emphasized that these entreprenewitsg ®o strategic cooperation within

a business network (cluster), use common resouiregading knowledge and experience
of other partners. Thinking strategically, theyi@éntly use market chances, support the
development of new, innovative goods and serviaed, actively take risk connected to
entering new foreign markets. They continuously wiew customers and acquire
knowledge on new markets owing to the developmémmovative ICT®. Generally, it
can be assumed that clusters of born global typdasiness organizations that:

« from inception, seek to derive significant competitadvantages from the use of
resources and the sale of outputs in multiple aoesit;

« have achieved international operations within a fgars of its establishment
through the application of knowledge-based res@utag¢he sale of outputs in mul-
tiple countries and the combination of input resesrfrom multiple countries, in-
cluding those located beyond the firm’s domestiatic@nt”.

31, Zhou, W. Wu, X. LuoJnternationalization and the performance of borigal SMEs: the mediating role
of social networks‘Journal of International Business Studies”, \38, 2007, pp. 673-690.

32 A, Gokmen, D. TemizBorn global firms: a foreign trade related study dmrkey “Eurasian Journal of
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From the viewpoint of the development strategyhi$ type of clusters, there can be
observed a global orientation and high-level prsifasalism of cluster managers in inter-
national business right from the beginning of tteiistence. In clusters of born global
type, the owners and managers of companies, leaddrsluster managers perceive world
as a market without bordé¥sContemporary possibilities of the developmenEofopean
born global clusters are related, inter alia, tok®bopenness and deregulation, the devel-
opment of knowledge-based economy, the EU’s oriemtaowards the development of
economic networks, including knowledge transfechtelogy and innovation in the com-
petitive European area; and they constitute a neallenge within the scope of broader
analysis of theoretical and practical dimensioclo$ter internationalization.

4. CLUSTER INTERNATIONALIZATION — SELECTED RESULTS OF THE
CLUSTER BENCHMARKING IN POLAND (EDITION 2014)

The benchmarking of polish clusters is an exampleyolical research on the devel-
opment of clusters in Poland and their internahgfarmation, which has already been
conducted three times by the Polish Agency for Epntge Development (PAED). It is an
effective cluster policy tool which allows the idiication of good practices in cluster
management, the most effective methods for conalyi¢tint operations within the cluster
by comparing the activity of a particular clustathaothers, including the model (bench-
mark) ones. The key objective of cluster benchnmayki Poland includé$ providing
clusters with a useful tool to improve their openas, gather knowledge and learn,
demonstrating the best solutions and practicesieapjh polish clusters, indicating rec-
ommendations regarding cluster support policy tarbglemented both on the country
(central authorities) and regional/local level,\pding recommendations for other entities
that support clusters and cooperate with themaiiqular R&D institutions, innovation
and enterprise support centers, collecting knovdeolg the current cluster development
stage in Poland and internal processes carriethatitisters, promoting the idea of clus-
tering in Poland.

The first study of this kind was conducted in 2qQb6 a sample of 47 clusters), the
next in 2012 (a sample of 35 clusters) and 201sataple of 35 cluster¥) In each edition

38 G.A. Knight, S.T. CavusgilA taxonomy of born-global firméManagement International Review”, Vol. 43,
Issue 3, 2005, p. 15.

39 Deloitte Business Consultingenchmarking klastréw w Polsce — 2010. Raport zahig PARP, Warszawa
2010, p. 210.

40 Third edition survey was conducted among 8%sters based on a dedicated methodology digeel in
2008 and then modified by a team of expents2010 and 2012. Out of this group, 31 clissteere
involved in the 2012 survey and 20 in the 2010 eur¥he clusters qualified for the study includedimha
the ones which had participated in previstisdies, and in particular in the second cluseéerchmarking
study carried out in 2012. The remaining 4 dwstwhich were to complement the sample vws=lect-
ed on the basis of the following criteria:esific form of business; concentration arouaddominant
industry and geographic concentration; durgbilif cooperation; involvement in common iaiives -
implementation of common projects and existenceashmon value chain links between enterprises/other
entities operating in the cluster; diversity ofiges making up the cluster (companies, repregimes of the
R&D and academic sector, public authoritieggp®rt institutions); cluster having its own deysient
strategy. Clusters have been benchmarked in foprakeas: cluster resources, processes in a clatister
performance, and growth potential, as well as 15aeas in the framework of these areas. B. Plawgo,
Benchmarking klastrow w Polsce — edycja 2014. Raptadania PARP, Warszawa 2014, pp. 7-8; Deloitte
Business ConsultingBenchmarking klastréow ..., op. ¢itpp. 12-23, 114-120; J. HotptBenchmarking
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of the survey, the scale of assessment for pasti@reas/sub-areas was extensive (1-10,
where 1 is the lowest rating and 10 — the highattg). The final assessment, based on
an individual in-depth interview with cluster maeag, was conducted via a standardized
questionnaire by an expert in the field of clustgrfa research team member).

One of the major sub-areas in the course of bendtintastudies was the level of
cluster internationalization. In this sub-area thgearch had focused on the identification
of standard parameters such as:

« the number of foreign markets (countries) on wtaklster enterprises are present,

» the share of exports in the structure of salehenctuster core,

< the number of formal cooperation agreements betwheeiluster and foreign enti-
ties.

Additionally, in 2010 that sub-area included alsotggipation in trade fairs, interna-
tional exhibitions, cluster's trade missions in pineceding 2 years and a number of publi-
cations in a foreign language (industry materiatsss) in the preceding 2 years. The third
edition of the survey in 2014, in addition to theee standard indicators, included the
number of international networks/projects (thematidustry-related) to which the cluster
belongs.

Based on clusters’ average results obtained in,2@1this sub-area one can conclude
that the best rated were the shares of exportserstructure of sales in the cluster core
(3.5 on average), slightly less rated: the numbidoi@ign markets (countries) in which
cluster enterprises are present (2.5 on averade), number of international net-
works/projects to which the cluster belongs (2.2awarage). Definitely, one of the major
weaknesses of most of the surveyed clusters wasattévity in the field of establishing
formal cooperation agreements with foreign enti(@dy 0.5 on average). In the analyzed
sub-area of cluster activity, it was easy to obsesignificant differences in the results of
this activity. For example, in 2044

* model (benchmark) cluster's enterprises operate@iGihmarkets, while the aver-
age for an individual cluster was 27;

« the maximum value of exports in the structure désavas 90% (benchmark val-
ue), with the average for clusters at 35%;

* model (benchmark) clusters had a total of 67 ages¢snconcluded with clusters
around the world, whereas an individual clustethia sample concluded the aver-
age of nearly 5 agreements of this kind, 11 clssatthe time of the study failed to
have a single contract concluded with a foreigitynt

« the surveyed clusters participated in a total oih&8vorks/international projects,
with an average of 2, maximum - 8, minimum - Org@ny as 9 clusters).

It ensues from the results that the varied levellaster internationalization may facili-
tate exchange of knowledge and experiences amasteclmembers on specific foreign
markets, as well as contribute to a more activeriational expansion, especially of those
clusters which have operated so far on a limitedlrer of markets.

klastrow w Polsce — edycja 2012. Raport z badaRiaRP, Warszawa 2012, pp. 13-18, 117-122; A. Nowa-
kowska , Z. Przygodzki, M. Sokotowicz, J. fdlaynski, K. Matusiak, M. Klepka,Benchmarking klastrow:
opracowanie i opis metodyki benchmarkingu klastwo®olsce PARP, Warszawa 2008.

41 B. PlawgoBenchmarking klastréw ..., op. ¢ipp. 112-121.
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In the third edition of the survey in 2014 an esis¢rcomplement to the research
methodology was to obtain members’ views of theveyed clusters during Computer-
Assisted Web Interviews (CAWI) and Computer Asslstelephone Interviews (CATI).
This survey aimed to evaluate the quality of clustanagement and the ultimate effects
of the functioning of these structures from thespective of their members (mainly en-
terprises). The study involved 618 members selefdenhi1917 members from all 35
Polish clusters surveyed.

For the assessment of the impact of cluster ppdtitin on cluster internationalization
there were invited 513 selected entrepreneursdseptatives of 238 micro-, 143 small-,
91 medium-sized and 41 large enterprises). Inddmple, there was noticed a very strong
diversity of entities as to the business area. quentitative majority of entities was en-
gaged in both domestic and foreign markets (eslhedlee EU). For 43 enterprises the
main ones were the markets of EU members, and6fer fbreign markets outside the EU.
A vast majority of them assessed the coordinatetivity (cluster organization) very
positively as to the support of the expansion abtdr enterprises to foreign markets, e.g.
through the organization of trade missions, thegfer of information, participation in
trade fairs abroad. Nearly 70% of the managersefsurveyed clusters considered the
increase of the level of internationalization antkinational competitiveness of the clus-
ter as a priority in terms of their strategic oljees for development. Moreover, during
the study it was found that:

* 15% of respondents conducted research and developedperation with foreign

partners (non-members of the cluster);

« 37% of respondents participated in internationahemic events organized for the

members of the cluster (e.g. trade fairs, exhibgior other events);

« 32% of respondents felt that in the preceding teary they continued to introduce

products/services into international markets;

* 28% of respondents gained new international maiketse preceding 2 years;

« 30% of respondents increased revenues from export.

These results indicate a moderate level of intenalization of the surveyed clusters.
This certainly stems from the fact that, firstlyo8the surveyed clusters operated only
from 2007, 7 - from 2008, 3 - from 2009, 3 — 2010,2011, i.e. a vast majority of them
had less than four-year experience in the operatiothe market in a more or less formal
structure. Secondly, the structure of cluster @mises was dominated by micro-
enterprises (44%) and small businesses (32%). Langerprises, which generally have
a wider range of activities on the domestic andrimational markets, accounted for only
6% in the analyzed structure of the enterprisekiwihe surveyed clusters.

Not all participants expressed willingness to anstive question of whether participa-
tion in the cluster had positive influence on th&aduction of another product/service
into a foreign market. Of the 151 entrepreneurs puvided this reply, 59% felt that the
influence was very small, while only 14% said itsMarge and very large. It was also
difficult for the respondents to determine theuefhce of their current participation in the
cluster on gaining new international markets. Gf 87 entrepreneurs who gave this
reply, 62% felt that the impact was negligible, Mtonly for 23% of them it was signifi-
cant.

In most cases the respondents were not able toaebuassess the influence of par-
ticipation in the cluster on the introduction ofoéimer product/service into the internation-



42 B. Bembenek, M. Frankowska

al market, on attracting new foreign markets oreéasing revenues from export activities.
This area rated only approximately 30% among tkpardents. The research shows that
the more mutual are the projects within a clustes,higher is also their activity on inter-
national markets and higher assessment of the ingdgwarticipation in a cluster on the
process of internationalization. In addition, iisthegard, the phase of cluster live cycles
and size of the cluster were both importafifable 1).

Greater experience of clusters, associated witlgtbeth/maturity phase translated in-
to their much better performance in the respeatatms of internationalization. What is
more, big clusters (over 61 members) operated eratyest number of foreign markets
and in the largest number of international netwarnkprojects in relation to other clusters.
On the other hand, the managers of large clustérsof show high activity in search for
new foreign partners for cooperation (businessrenwment institutions, clusters, etc.),
which seems highly puzzling. Perhaps this is duthéofact that most of cluster managers
first focused on the improvement of the internagasses in clusters, and only later on
developing a network of relationships in the in&dional areas.

Table 1. The average cluster internationalizataie depending on the number of members

Factor Up to 28 members 29-60 members over 61 members
Number of foreign
markets (countries), on 2,1 1,8 3,4

which cluster enterprises
are present
Shareof exports in prod 4,2 3,0 3,6
uct sales structure within
the cluster core

Number of international

networks/projects, in 1,3 1,3 3,7
which the cluster oper-

ates

Number of formal coop-|

eration agreements 0 0,1 1,1

between the cluster and
foreign entities
Average for the sur- 1,7 1.4 2,7
veyed clusters

Sourceown elaboration based oB. PlawgoBenchmarking klastréw ..., op. ¢ipp. 119, 219-221.

The cluster internationalization is usually asseédeetwo aspects: firstly, in terms of
the activity of cluster members in internationalrkeds, and, secondly, in terms of the
activity of cluster coordinators on these markatging on behalf of the cluster. The re-
search shows that a significant percentage of refgas fail to fully explore the opportu-

“21n order for every group to be represengzgnly two sections were created: 1-3 yearsdayehrs and
more (“younger clusters” and “older clusters”). Thst group was made up of 10 clusters reage the

second one (4 years or more) consisted ofliZ8ers. The assumed criterion allows to speciéyldvel at
which e.g. the experience in cooperation transliatesthe results achieved by a cluster. The ploaskevel-
opment criterion used in the previous edition & tienchmarking study (2012) was abandoned, sirm®dc
ing to the rules of classification applied at thiate all the clusters analyzed in this edition vabgét into one
group (growth/maturity phase). B. Plawd@enchmarking klastréw ..., op. ¢ip. 16.
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nities provided by the possibility of wider coopra with clusters and other networks,
operating in different parts of Europe and the dioBimultaneously, nearly half of re-
spondents expect clusters and cluster organizatiiodevelop activities for the sake of the
expansion of cluster enterprises on foreign marketgen that, clusters create an entre-
preneurial ecosystem permanently stimulating theiel of internationalization; what is
also important are further improvements of clustenagement processes.

5. CONCLUSIONS

One way to achieve higher degree of economic catiyegtess is to increase the in-
ternationalization of enterprises.The fact thatstdu internationalization becomes more
and more significant ensues not only from the psses of globalization of the world
economy and European Integration, but also fronfabethat cluster structures constitute
a successful means of attracting foreign investment

The cluster internationalization occurs in two disiens: the internationalization of
the cluster as an organization and the interndization of enterprises as cluster mem-
bers. As mentioned before, there has been obseelati/ely high awareness of the need
for internationalization at both levels. Howevenltiple factors affect the final actions
undertaken on foreign markets and their effectdemi@l benefits certainly include,
among others, increase in sales, access to nevetsatkansfer of knowledge and know-
how, enhanced competitiveness. Nevertheless, oisé mote that the activity in the inter-
national markets is burdened with a number of id&ins and threats. This applies in
particular to clusters where the dominant group bensmare SMEs. In their case, a signif-
icant limitation is, among others, the need foragge involvement of employees and fi-
nancial resources. Those are necessary to estdhlshess contacts and ensure active
participation in the international project. In ailsh, there occur differences language-
and culture-wise, as well as within knowledge atfgn markets and their legal and eco-
nomic conditions.

The benchmarking of polish clusters conducted leyRblish Agency for Enterprise
Development, as cyclical research on the developroErlusters in Poland is an im-
portant policy tool which allows the identificatiaf good practices in cluster manage-
ment processes, including cluster internationabratBased on clusters’ average results
obtained in 2014 one can conclude that the bestl raere the shares of exports in the
structure of sales in the cluster core, the nunatbéoreign markets on which cluster en-
terprises are present and the number of interretiogtworks/projects to which a cluster
belongs. The major weaknesses of most of the sadvelpsters were their activity in the
field of establishing formal cooperation agreemaevith foreign entities. The results show
that clusters’ operating time and a higher numbiéheir members have a positive impact
on cluster internationalization, along with the qeattage of large enterprises, which have
better potential to move into foreign markets.

On the other hand, it should be noted that thegmtes study ignores the division of
clusters into sectors, or even into product/servichustries. Meanwhile, it may be an
important factor in the development of internatiaration, as research shows, because of
the fact that service companies have a greatdtyatnlcooperate on foreign markets, due
to lower costs, greater mobility, and thus gredledbility. On the other hand, industrial
companies are more capital-intensive, whereas dloperation with foreign partners is
associated with, for instance, high transport ¢ostsich further increases the risk in-
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volved. Therefore, the urgent need for internationalizattbcluster enterprises is dispro-
portionate to the state of understanding of thehaprisms and the effects arising from
international cluster cooperation. To conclude, ¢hacept of cluster internationalization
is a relatively new issue in economics, therefesearch in this area should be continued.
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INTERNACJONALIZACJA KLASTRA JAKO KLUCZOWY CZYNNIKD LA

ROZWOJU | KONKURENCYJNO SCI CZLONKOW KLASTRA

Umiedzynarodowienie klastra me pomac przedsbiorstwom, zwlaszcza P w do-

skonaleniu ich konkurencyjdoi oraz przyspieszeniu ich obednbw globalnych tacu-
chach wartéci. Ten punkt widzenia jest ¢gto reprezentowany przez mepedw zarz-

dzapcych klastrami, naukowcéw i politykéw. Jednak pimatrzeba internacjonalizacji firm
klastrow jest wgjz niewspétmierna w stosunku do stadwiadomdci mechanizmow i
skutkéw wynikajcych z médzynarodowej wspotpracy klastrow.

Pierwsza teoretyczna ¢ tego artykutu zawiera przegl literatury przedmiotu, ktéry
miat na celu ocedistan wiedzy na temat ugdizynarodowienia klastrow, w tym przeglsi
biorstw klastrow. Co wane w tej czsci zaprezentowano m.in. nowy model klastrow tzw.
klastry globalne od powstania, dla ktdrych intejonalizacja jest gtowan strategi rozwo-
ju. Empiryczna cg¢ artykutu opiera si na wynikach badabenchmarkingowych klastrow
w Polsce, jakie byty realizowane w 2014 roku. Aatopodkrélaja, ze internacjonalizacja
klastrow, w tym ich cztonkdéw jest wgi zagadnieniem nowym i ztonym, przez co wy-
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maga dalszych pogbionych bada i analiz. Zrozumienie czynnikéw, mechanizméw oraz
finalnych efektow internacjonalizacji me pozwolé na lepsze dopasowanie instrumentéw
zarzydzania klastrami i polityki klastrowej na poziom@gionalnym, jak i na poziomie Unii
Europejskiej do potrzeb klastrow.

Stowa kluczowe:klaster, zargdzanie, strategia, internacjonalizacja, rozwéj, koencyj-
nos¢
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CREATIVE CLASS AND CREATIVE INDUSTRIES
AS A MEANS OF RENEWAL OF THE CITY
(CASE OF RZESZOW)

Crisis is a universal phenomenon, manifesting itatldifferent stages of development of
various entities or social structures. In the cafsarban crisis, what is primarily essential
is certain moment of its development, when cursentrces and directions of development
get exhausted and new ones have not yet been fotdgnedn renewal concerning cities suf-
fering from crisis ensuing from deindustrializatibas manifested itself in many forms -
from comprehensive infrastructural investments,jaqerograms, ending with attempts at
reviving lost industry. Investing in culture provexlbe a common trend and the most popu-
lar renewal strategy. Calling upon Richard Floridatsative class conception, one should
note that reviving cities are especially attractiveepresentatives of creative class and, con-
sequently, creative enterprises, etc. The termatisre economy” or "creative industries" re-
lates to industry based on knowledge and intel@gwoperty. Here, intellectual property
constitutes the added values of scientific rese@gohcerning new technologies) and cultur-
al context of creative units which make up the hoirare of the industry. The creative in-
dustry has been defined based on DCIM instructionkteanslated into the currently bind-
ing Polish PKD system. Rzeszéw has been describsetban the number of workers em-
ployed by creative business entities (as well af ttelation to all entities registered in the
city). It can be noticed that employment in creatbwusiness entities, as well as the number
of such entities has been constantly increasing.

Keywords: city crisis, city renewal, creative class, creatindustry

1. INTRODUCTORY REMARKS

Crisis is a universal phenomenon, manifestingfisetifferent stages of development
of various entities or social structures. In theecaf urban crisis, what is primarily essen-
tial is certain moment of its development, whenrent sources and directions of devel-
opment get exhausted and new ones have not yet foemed. According to Andrzej
Majer, the term,urban crisi8 was ,initially a metaphor originated for the purpose of
political rhetoric, aiming at labeling the problerhpoverty and closing industries in cities
using only one wortt. Originally, urban crisis was understood as a aynoof financial
limitations of urban systems which were unablertwvjule necessary means for improving
living conditions of lowest social classes. Witméd, its meaning was evolving towards
the results of disproportions relating to politicistem: excessive consumption of the
wealthier part of societies, together with lack daiflure to fulfill fundamental needs of
others, increasing poverty and unemployment as a&ltlegradation of city areas as a

1 Grzegorz Droba, MA, Institute of Sociology, Unisity of Rzeszow, Rejtana 16C Rzeszow, tel. +48 286
993, mail: grzegorzdroba@gmail.com

2 Majer A. 2014. Odrodzenie miast. t6dVydawnictwo Scholar : 34.
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result of abandonment and negligehddew meaning of urban crisis (or even regional
crisis) is owed to transformations caused by destréhlization and economic globaliza-
tion which worked as a catalyst of this process.efioan cities of the North started to
suffer from initial processes of this type as eadyin 1960's, they witnessed decrease in
employment and their inhabitants emigrated fromdéeters into far suburban areas or
even away from citiés Cities of Central-Eastern Europe did not undesigailar process-
es owing to their political-economical situatidmwever, their later system transfor-
mation resulted in accelerating the slow and syatienprocess as observed in the West to
show exceptional burst. The crisis, precipitatedsbgden deindustrialization and general
decrease in employment, was accompanied by therregnarginalized role on the then-
forming global market. The crisis of Central-East&urope cities may be compared to
the one suffered by cities of the West, even thomigthows its own unique character.
Municipal authorities and central administratiospends to agglomeration crisis by tak-
ing up various actions aiming at overcoming it. 3&@ctions may be called an attempt
at urban renewal.

Urban renewal may be defined gestoration of economic and social health of the
city healthi®. Urban Renewal is a proper name and it dates tmdl©th century when
.large scale reform attempts began to be calledasming at restoring cities' health, im-
proving sanitary conditions and infrastructifreUrban Renewal was a response to the
crisis caused by industrial revolution and extréneease in urban population. The cha-
otic and aesthetically unacceptable infrastructuas one of the reasons why inhabitants
of great agglomerations such as London, New YorRanis were alarmed. The attempts
at clearing up the cities were concerned with urbegulations as well as aiding poor
inhabitants, employees of factories who lived inilde conditions and "moral decay".
Renewal always follows some sort of a crisis. Saeteribach differentiates between two
main ways of acting. The first one is focused oppbe and is a part of social policy,
aiming at improving living conditions of the moshderprivileged social classes. The
other one, referred to gslevelopers way focuses on comprehensive exchanging and
tidying of urban infrastructure, as well as makinmore appealing (especially downtown
districtsy.

Urban renewal concerning cities suffering fronsisriensuing from deindustrialization
has manifested itself in many forms - from compredive infrastructural investments,
social programs, ending with attempts at reviviogt lindustry. Investing in culture
proved to be a common trend and the most poputewal strategy. Thus, authorities
concentrated on rebuilding the cultural positiortities believing they would regain their
status thanks to restoration of monuments, gecdtibn of central and downtown dis-
tricts, as well as animation of cultural life inbeoad sense. Those strategies appeared
parallel to creative cities, creative class anducalindustry.

SBeauregard R. 1993. Voices of Decline: The Posfeae of U.S. Cities. Oxford: Basil Blackwell.

“Savage M. Warde A. 1993. Urban Sociology, Capitatsd Modernity. New York: Continuum : 64.

*Holcomb H.B. Beauregard R.A. 1981. Revitalizingiit Washington: Association of American Geogragher

& Majer A. 2014. Odrodzenie miast. t6dVydawnictwo Scholar : 30.

Zielenbach S. 2000. The Art of Revitalization. Ilmying Conditions of Distressed Inner-city Neighbuamds.
New York-London: Taylor and Francis : 23-54.

8 Zatocki G. 2012 Rozwojzréwnowaony: idee, efekty, kontrowersje. Ta@ruWydawnictwo Uniwersytetu
Mikotaja Kopernika : 53-54.
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According to Andrzej Majer,Europe adopted a certain standard of urban renewal
schemes which today mostly agrees with the priesigf new urbanism and intelligent
developmenit’. The main ideas of contemporary Urban Renewabased on creating the
atmosphere of corresponding to modern capitalisipparting economic, educational and
cultural activity, that is, rebuildingindustrial citie$ into ,,knowledge-based cities

2. REVIVAL OF THE CITY

City revival is the third and last element of & called triad of urbanization. Both
crisis and renewal manifest themselves in econamlgjure and social life in their own
different ways. According to Andrzej Majer, one csaty that,revival is a metaphorical
name given to the next stage and an interpretafitine process which indeed qualitative-
ly intensifies the renewal, making the cities regé#eir attractivenes¥. Revival is
marked by two basic tendencies: the first one mafgraphic restoration of the city which
had been depopulated, meaning migration or retfiits éanhabitants. The other tendency
is significant "animation" - presence of many dgegitive changes in central areas of a
given agglomeration.

A set of correlated city revival causes may beeoled. The first group consists of
economic-geographic causes, such as growth of atpalwhich has positive effect on
economic aspects. Urban economy's productivithéseased as a result of local market
development (stimulated by the volume and dendifyopulation}2. The other group is
made up of social-cultural causes - increasingattaed value achieved by concentrating
large amount of high quality human capital overeastain area. Calling upon Richard
Florida's creative class conception, one shoule ribat reviving cities are especially
attractive to representatives of creative class andsequently, creative enterprises, etc.
Both groups of causes are interrelated and thariostof their parallel existence is indi-
cates that the revival period has begun.

3. THE IMPORTANCE OF CREATIVE CLASS FOR CITY DEVELOPME NT

One of the popular concepts of creative cities (arehtive class) is a theory intro-
duced by American sociologist and economist RicHdatida. This researcher received
international recognition thanks to his boblke Rise of the Creative Cla%sand the one
published in 2005 Cities and the Creative Cla¥s Richard Florida is the co-author of
one of the first American programs of academic tess$ incubators run in Pittsburgh by
the Carnegie Mellon University. The program aimédhrsimating students' resourceful-
ness, but first of all - developing cooperationwstn enterprises located in the city and
region and the university's research centers. Atfhahe program turned out to be a great
success, Florida noticed that despite numerousré¢hsves, perfect infrastructure and

9 Majer A. 2014. Odrodzenie miast. £dVydawnictwo Scholar : 57.

10 Majer A. 2014. Odrodzenie miast. t6dVydawnictwo Scholar : 137.

11 Duxbury N. 2004. Creative Cities. Principles amedfices. Ottawa: Canadian Policy Research Network

12 Scott A. J. Storper M. 2003Regions, Globalization, DevelopmenRegional Studies 37 (6-7) Oxford : 579-
593.

1 Florida R. 2002. The Rise of the Creative Clast laow it transforming work, leisure, community agabry-
day lifes. Nowy Jork: Basic Book.

1 Florida R. 2005. Cities and the Creative ClassyiNdork: Routledge.



50 G. Droba

potential development in areas of education anévigr@rovided by the university, com-
panies still continued to move their seats (as asglproduction) to other regions of the
country. This obviously led to the formulation bktquestion: why did it happen? Having
explored the subject, Richard Florida came to thechkision that high-tech companies
choose location for their activities paying attentmostly to the creative potential of its
inhabitants. This revolutionary observation ledthe creation and development of the
concept of creative cities and the creative class.

Richard Florida's theory assumes that the decitintpr about pace and direction of
urban growth or regional growth is the region inteatis' creative potential. R. Florida
understands all people as creative individualsafidigss of their profession, education,
etc.) but in his research he focused only on thds® continue to use their creative poten-
tial (as a foundation of their job). By analyzirtgetstructure of American economy, he
estimated that one third of all employees were eygal in creative sectors, including
scientists, engineers, inventors, artists, desgyni@mancers, etc. Although creative em-
ployees constituted only a third of all employebtdat 38,3 million people), they were
estimated to have generated over two thirds of AcaarGDP. Moreover, creative work-
ers largely contributed to providing jobs for thbers, as their activity stimulated produc-
tion and allowed employment to be maintained in-omrative sectors. When analyzing
territorial distribution of the class representaivone can observe that they often concen-
trate in particular places, usually large municipahters. Thus, geography of creativity
concept was later subject to further research]tiegun following observations:

1. Creative class representatives show tendency tadalpatraditional corporate
environments and places inhabited by physical wsrke head towards creative
centers.

2. Creative centers show economic dominance over aitezrs thanks to high con-
centration of creative potential - creative indivéds and high-tech companies.
These centers are also leaders in population aptbgment growth.

3. Creative centers owe their growth dynamics to oregieople who inhabit them.
These people create certain atmosphere of opemamnessinovation, facilitating
all creative activity, including artistic, culturainnovative activity. Resources
necessary for the development of traditional econbave secondary meaning.

4. Creative individual, when deciding on where to Jiege mainly driven by the
place's social culture. They value openness andrgity as well as tolerance.
Traditional deciding factors, such as the numbeob$, recreational infrastruc-
ture or transport are far less important than wiegmesentatives of other classes
make their choices.

Richard Florida simplified the creative citiesahgto one rule called 3T - technology,
talent, tolerance. All these elements are intetedland the creative potential of an urban
individual depends on how they are implemented riaciice. Development of modern
technology is one of the foundations of economimngh; R + D (Research + Develop-
ment depend on human capital quality, so placels highest values (highest concentra-
tion) develop at greatest speed. Tolerance, adeamneat of 3T becomes certain culture
base for innovation. Centers with high toleranchies attract extraordinary individuals
who escape norms and at the same time are verijverea.g. artists. The atmosphere of
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tolerance also helps information to be exchangeiteand makes contact between di-
verse environments easier. (e.g. between artisthigh-tech industry representativiés)

When putting his concept into practice, Richardriéla used several indexes whose
application was intended to show the most creatigglomerations. These indexes in-
clude: Bohemian Index, Melting Pot Index, Cultuneéx, Gay Index, Talent Index, Tech-
Pole Index and Coolness Index. Urban centers wiched the highest (San Francisco,
Boston, Seattle, etc) also dominated as far asoeeprand demography were concerned.
The author has formed a theses, being one of thedeclusions of his research, which
said that concentration of creative class repraesignt in a given area attracts more crea-
tive individuals. This can lead to the conclusibatt,the creative attract the creative
Richard Florida also performs a deep analysis eative individuals' attraction potential
for territorial units of the USA (he takes into aoat the strenghts of the country and
mechanisms making the USA slowly lose their creasisvantagés.

The term Creative City is parallel with the terrm&t City, meaning intelligent city -
comprised of dimensions such as economy (high mtodty and market innovation and
flexibility), communication and transport (fast e@etion network), environment (optimi-
zation of energy resources use), people (changators), quality of life (intelligent city
guarantees high quality of life) and intelligentusmns (working out appropriate man-
agement procedures). The element which joins alVamentioned dimensions is that they
are smart. N. Komninos defines this term as teyitmfr high capability of learning and
innovating, as well as creative, having researéfastructure institutions, university level
education, digital infrastructure and communicatiechnologies combined with high
level of management effectivenéss

4. CREATIVE INDUSTRY IN RZESZOW'S ECONOMY

The term,creative economy or ,creative industri€srelates to industry based on
knowledge and intellectual property. Here, intdli@t property constitutes the added
values of scientific research (concerning new tetdgies) and cultural context
of creative units which make up the human corehefihdustry. The remaining elements
of these industries are fields showing high leveltechnical advancement, so called
knowledge intensive industries, e.g. ICT (Inforroatand Communication Technology),
R+D (Research and Development), financial servidesign, etc. According to Beata
Namyslak, creative fields enjoy intensive developmemttdbuting to economic growth
in the scenario when fields based on mining andgssing resources are losing grond
The term Creative Industry is gaining popularitthaligh it is often defined and interpret-
ed in various ways.

All creative industries are tightly interconnect] as a result, the "spreading effects"
can be noticed on many dimensions. The best exaafighés phenomenon is the flow of
knowledge created in one company and its absorfi@mother company. These effects
may also concern the issues of companies' deménaoften happens if demand for one

15 Klasik A. 2009 Kreatywne miasto - kreatywna aglomeracja. Katowitlgdawnictwo Akademii Ekonomicz-
nej w Katowicach.

16 Florida R. 2007. The Flight of the crreative cldssw York: HarperCollins.
17 Komninos N. 2002. Intelligent cities:Innovationpéwlage system and Digital Space. London: SponsPrés

18 Namylak B. 2009. Przemysty kreatywne w aglomeracji vaaskiej. Kreatywne miasto - kreatywna aglome-
racja, Katowice : 134.
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company's products increases as a result from anottimpany's development. This phe-
nomenon may be observed when for example thereliease in demand for CDs as a
result of CD industry development. Consequentlygcpsses of "spreading” may also
adopt the form of mutual inspiration of differemtdies to improve their activitié®

Creative economy is becoming priority in developt&rategies of countries, regions
and particular urban units. European Commissioroanced year 2009 as the European
Year of Creativity and Innovation so as to encoarbgsinessmen and public institutions
to show more involvement in scientific researchiraduce innovative technologies and
build knowledge-based economy. Creative industagsification carries numerous meth-
odological problems as the industry may be inteégarén different ways. The same con-
cerns measuring its scale. What is available igéatimeasurement, that is estimation of
influence of creative industry on the whole economfiyeach country or regiét) or by
using more complicated tools, such as EuropeantiBityalndex designed by Anton Bo-
bric and Anton Draghic. The index is made up of haneapital index, scientific talent
index, technological innovation index, scientifesearch index, as well as indexes meas-
uring tolerance levet

Creative industry classification can be perforniednany ways, but when studying
research results British solutions are mostly talkeém account. The most popular works
include the classification created by English Dapant of Culture, Media and Sport
(DCMS), defining the industry as activity based iatellectual property. The popular
definition of the industry, along with a set of éxés was also provided by Richard Flori-
da, however the practice of European researcheattive industry indicates that the Brit-
ish solution is more often used (and, thus, offecse possibilities for comparative analy-
sis). DCMS includes advertising, architecture, amtl antique market, television, radio,
computer programming, film and video markets agspaf creative industry, as well as
publishing, fashion, design (graphic, industrialyltimedia), artistic activity, entertain-
ment and computer gantés

In order to gather all creative entities activeFaland in one coherent group, one
should use the PKD classification (Polish Activ@lassification), that is formally accept-
ed, hierarchical and systematic set of divisiorie &l kinds of social-economic activity
realized by business entities. Despite numerousnteal issues caused by artificial bor-
ders marking particular types of activity accordingPKD, Beata Namyak managed to
translate DCMS instructions into positions maniesin Polish PKD: publishing activity
contained in DE.22, programming activity in sectidry2,2, data processing in section
K.72.3, activity related with databases in sectomn2.4, architecture and engineering in
section K.74.2, advertising in section K.74.4, fiamd video industry in section 0.92.1,
radio and television in section 0.92.2, artistid antertainment activity in section 0.92.3,
informational agencies activity in section 0.92a4,well as activity of libraries, archives

19 Szultka S. 2012. Klastry w sektorach kreatywnycimetory rozwoju miast i regionow. Warsaw: Polska
Agencja Rozwoju Przeddiiorczaci : 129.

2Celmer A. 2012, Miary kreatywisoi na bazie wybranych modeli i teorii przemystovedtywnych. W: Krea-
tywna gospodarka w mieie i aglomeracji. Katowice: Wydawnictwo Uniwersytd&Ekonomicznego.

21 Bobirca A., Draghici A. 2011. "Creativity and Eamic Development”. World Academy of Science. Engi-
neering and Technology, nr 59.

22 Oakley K. 2004. "Not So Cool Britannia: The Roletlee Creative Industries In Economic Development”.
International Journal of Cultural Studies, nr 7. (1)
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and museums in section 0.92.5. Translating DCM$&uaosons into PKD codes poses
one more technical challenge: PKD classificatiorclinging, so that: initially, KGN
classification was used, and then it was replage8lKD, further replaced by PKD classi-
fication in 1997. It was later amended in 2004 agdin in 2007 (currently binding). The
translation of activities as described above carerthe classification of 2004, so an
update was necessary to match it with the 2007 dment. Table 1 gives creative fields
according to DCMS as translated into KGN, EKD, PK#97, PKD 2004, PKD 2007.

Table 1. Creative industry according to DCMS as teded into business activity classifications
used in Poland.

PKD 2004 PKD 2007 PKD 1997 EKD KGN
DE.22 - publishing 18 22 22 661
58
K. 72.2 - programming 62.01.Z 72.20.Z 72.20 671
62.02.Z
62.09.Z
K.72.3 - data processing | 62.03.Z 72.30.Z 72.30 671
63.11.Z7
K. 72.4 - activity related tq¢ 62.01.Z 72.40.Z 72.40 671
databases 63.11.7
63.12.Z7
K. 742 - architecturel 71 74.20.A 74.20 37
engineering 74.90.Z 74.20.B
74.20.C
K. 74.4 - advertising 73 74.40.Z 74.40 893
0.92.1 - film and videg 59.11.Z 92.11.Z7 92.11 662
industry 59.12.7 92.12.7 92.12
59.13.Z 92.13.Z 92.13
59.14.7
59.20.Z
0.92.2 - radio and televi 59.11.Z 92.20.Z 92.20 846
sion 59.20.z
60.10.Z
60.20.Z
0.92.3 - artistic activity 79.90.C 92.31.A 92.31.10 84
and entertainment 85.52.7 92.31.B 92.31.15
90.01 92.31.C 92.31.20
90.02 92.31.D 92.31.25
90.03 92.31.E 92.31.30
90.04 92.32.Z 92.31.35
93.21.Z 92.33.Z 92.31.50
93.28.Z 92.34.Z7 92.32
92.33
92.34.10
92.34.20
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92.34.30
0.92.4 - informational 63.91.Z 92.40.Z 92.40 -
agencies 74.20.Z
90.03.Z
0.92.5 - libraries, archives
museums
libraries libraries libraries libraries libraries
92.51.A 91.01.A 92.51.A 92.51.10 832
92.51.B 92.51.B 92.52.20
archives archives archives archives archives
92.51.C 91.01.B 92.51.C 92.51.50 893
783
Museums Museums Museums Museums Mu-
92.52.A 91.02.Z 92.52.A 92.52.10 seums
831

Source: own work based on data from Statisticalc®fih Rzeszéw.

5. CREATIVE INDUSTRY ENTITIES IN RZESZOW

Rzeszéw is the capital of Podkarpackie Voivodsim the largest city in the area.
According to official data as of the end of 2018 dity takes up 116,32 km2 and is inhab-
ited by about 184.000 people. The city is locatethea crossing of important communica-
tion routes - road E-40 Dresden-Kiev, and natignalds 9 and 19. The city functions as
regional culture and education center: it offerdiBfaries, 7 museums, 4 cinemas: there is
an international airport in direct vicinity of thegglomeration, as well as Podkarpacki
Park Naukowo-Technologiczny (Scientific-Technol@ji®ark). The city also possesses
moderately developed educational facilities, inglgd the University of Rzeszow,
Politechnic of Rzeszow and non-state schools - &cbd Law and Administration,
School of Information Technologies as well as SthddBusines#. As a regional scien-
tific-cultural center, Rzeszow aspires to be deemedeative city which is evidenced by
numerous documents, including the Podkarpackie Aiship's Development Strategy.

According to the REGON database as of DecembeB, 223703 business entities are
registered in Rzeszéw, 3771 out of which belongsréative industry. The exact number
of creative industry entities registered in RzesZtween 2009 and 2013 (when the
newest PKD classification of 2007 was binding) haen presented in table 2. The table
shows the number of entities from particular creaindustries after the application of
DCMS system.

Z Tuziak A. 2013Innowacyjnd¢ w endogenicznym rozwoju regionu peryferyjnéyarsaw: Scholar : 10-26.
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Table 2. Business entities belonging to particulkeld$ of creative industry according to DCMS in
Rzesz6w in 2009-2013.

2009 2010 2011 2012 2013
publishing 229 254 255 249 241
programming 385 449 490 553 609
Data processing | 61 79 84 90 106
Activity related 396 480 525 588 635
with databases
Architecture, 1065 760 1107 1185 1235
engineering
advertising 400 406 414 437 458
Film and video 39 46 50 47 48
industry
Radio and televi- | 40 47 51 45 42
sion
Artistic activity 207 217 202 219 232
and entertainment
Informational 116 120 115 133 156
agencies
Libraries, ar- 10 10 9 9 9
chives, museums
Creative industry | 2948 2868 3302 3555 3771
(together)
overall Rzeszéw | 19775 21177 21543 22406 23703
(entities of all
industries)

Source: own work based on data from Statistical Offic&Rireszow.

Looking at the above grouping, one can easilycedtie positive trend - the increasing
number of business entities which happened witen2009-2013 period. The numner of
business entities increased then by 3928 unitshimgancrease amounting to 19,8 %, and
the creative industry increased by 823 entities, i127,91% improvement.

6. BUSINESS ENTITIES OF RZESZOW BASED ON THE NUMBER OF EM-
PLOYED

Based on data of REGON, entities have been casegbaccording to the number of
employed workers (persons employed in the entitiederstood as belonging to creative
industry). Table 3 presents the structure of emplant in creative industry in Rzeszow in
2009-2013.
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Table 3. Employment in creative industry in Rzeszd®009-2013.

2009 2010 2011 2012 2013
publishing 686 731 739 975 958
programming 2136 4244 4132 4078 4058
Data processing | 217 239 242 233 239
Activity related 2191 4311 4203 4178 4176
with databases
Architecture, 2175 1904 2230 2158 2202
engineering
advertising 603 603 624 870 925
Film and video 66 76 81 69 67
industry
Radio and televi- | 199 209 204 192 187
sion
Artistic activity 657 641 608 658 674
and entertainment
Informational 144 144 132 108 131
agencies
Libraries, ar- 280 280 284 284 284
chives, museums
Creative industry | 9354 13382 13533 13803 13901
(together)
Overall Rzeszéw | 110450 | 115230 113857 110006 108800
(employment in
all industries)

Source: own work based on data from Statisticalc®fih Rzeszéw.

The above grouping helps one see easily thatetied bf employment in the creative
industry accounts for a small percentage (12,7%0b3) of all employed in Rzeszow.
The increase in jobs in creative industry betwe@d92and 2013 was as large as by 4547
persons, which is 48,6 %, but it was mainly dusigmificant increase in employment in
IT sector between 2009 and 2010.

SUMMARY

The creative industry constitutes a foundatiorkrdwledge-based economy. Bearing
in mind the conclusions arising from Richard Flatgdresearch, it can be stated that the
creative potential of territorial units, reflectsetr competitiveness. The creative industry
has been defined based on DCIM instructions ansla#ed into the currently binding
Polish PKD system. Rzeszéw has been described lmséde number of workers em-
ployed by creative business entities (as well a8 tielation to all entities registered in the
city). It can be noticed that employment in creatbusiness entities, as well as the num-
ber of such entities has been constantly increasigquite difficult to clearly state actu-
al number and potential of the creative industryRaészéw based on PKD classification
as it involves numerous ambiguities. It should &membered that many registered busi-
ness entities (possessing proper PKD codes) deeally run creative activities and, the
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other way around, certain entities without parécUPKD codes - do. In the case of many
creative fields (e.g. video production) people oheplwith such activity do not register
their companies and, consequently, do not exisffinial data of Statistical Office.

Another problematic issue is the fact that whetemhaining the number of persons
employed in the creative industry, one can onlywaverall data (that is the sum of em-
ployees of a given business entity which is clésdifis creative.) One cannot establish
how many people in the company are actually creatrerkers (and how many work as
drivers, receptionists, etc.)

It is a very difficult challenge to estimate to attextent the actions taken up by City
Council have contributed to the increase in creaiivdustry. Another issue requiring
thorough research is also the pace of growth oirttiestry. One should address this ques-
tion: how to make it increase? Bearing in mind Ré@ss geographic location and lack of
other powerful centers in the vicinity, the citymstls in front of a real chance to become
the dominating agglomeration in the region.
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KLASA KREATYWNA | PRZEMYSt KREATYWNY JAKO  ZRODLA
ODNOWY MIASTA (PRZYPADEK RZESZOWA)

Kryzys jest zjawiskiem powszechnym, objaw@jm st w réznych stadiach rozwoju
podmiotéw i struktur spotecznych. O kryzysie w m@sie rozwoju jednostek miejskich mo-
zemy moéwt w sytuacji kiedy wyczerpaniu ulegaglotychczasowerédta wzrostu, a jego
kierunki zostaj zachwiane. Miasta Zachodu ciejge w Il pot. XX wieku z powodu dein-
dustrializacji prébowano rewitalizowgoprzez wdrzanie wielkich projektéw przebudowy
lub programoéw spotecznych skierowane do ich miesaka. Najbardziej efektywne z per-
spektywy czasu okazatyesinwestycje w kultug, czy wzmocnienie roli miasta jakadrodka
kultury wyzszej. Wspélgra to z koncepdRicharda Floridy, ktdry spopularyzowat koncep-
cje klasy kreatywnej, kreatywnych i miast i paa@nych z nimicisle brarz kreatywnych.
Wedtug Floridy nowy modus kapitalizmu krajéw wysoewinictych opiera sie bedzie
przede wszystkich o waié intelektuala wytwarzan przez brage kreatywry. Wartai¢ ta
przyjmujgca posté innowacji, nowych technologii, designu lub débidtkoy jest motorem
dla catej gospodarki i generuje miejsca pracy wiaekh nie-kreatywnych. Kluczaykwe-
stig dla stworzenia kreatywnego centrum miejskiegojggd umiegtnosé do przycigniecia
przedstawicieli klasy kreatywnej - wysoko wyspegejavanych pracownikéw, naukowcow,
designeréw i artystow. Bram kreatywne zostaly wytonione na podstawie przsda bry-
tyjskiej kwalifikacji DCIM na polskie kody dziatal$oi gospodarczej (PKD). Rzeszow zo-
stat scharakteryzowany podtem liczby podmiotéw gospodarczych, zaliczanychbdary.
kreatywnych oraz podgkem liczby pracownikéw zatrudnionych w tych podraidt. Mazna
zauwayc¢, ze zarowno liczba kreatywnych przegsorstw, jak i ich pracownikéw systema-
tycznie zwiksza s¢, stanowigc coraz wekszy odsetek ogotu miejsc pracy w ke, Mia-
sto kreatywne jest jednym z alternatywnych kierommkézwoju Rzeszowa, co jednak nie
wyraza sk w oficjalnych planach i strategiach jego wzrostu.

Stowa kluczowe:klasa kreatywna, przemyst kreatywny, kryzys miagthnowa miasta.
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REFLECTION OF PROMOTIONAL STRATEGY
IN THE DIVERSITY OF NATIONAL PAVILIONS
DURING EXPO 2015

This paper aims to classify pavilions preparedufaiversal expositions. For the purpose
of the classification, cohesion between displayd assumptions of national branding, as
well as the central idea of Expo was taken intos@eration. The first part of the article
presents the key areas and determinants of managegformance project during a world
exposition. The second part of the publication as an assessment and classification of
national pavilions, which were based on the obsemaonducted by the author during Ex-
po 2015. In the context of nation branding indidatgavilions which fit squarely into a cur-
rent promotional strategy; pavilions which are aohnected with a current concept of pro-
motion, however, which consider existing socialpremmic or political factors; pavilions
which are not in line with a long-term concept ofintry promotion and do not take into ac-
count present social, economic or political factdvereover, taking into consideration the
level of adjustment of particular countries’ perfances to a theme of Expo, pavilions were
be categorised as: pavilions which correspond Glosith the exhibition theme; pavilions
which correspond loosely with the exhibition themayilions which do not correspond at
all with the exhibition theme. The exposures ofitha, France, Germany, Slovakia, Slo-
venia and Turkmenistan are given as examples. &pgténtion was given to the Polish pa-
vilion. Finally, the author focused on whether jEdpation in world exhibitions in the 21st
century is legitimate — taking into account theteah of costs related to the preparation of
pavilions and universal access to the Internet.

Keywords: Expo exhibitions, trade fair performance managamexhibition architecture,
country image.

1. INTRODUCTION

Great universal expositions, whose aim is to prenamhievements of the whole civi-
lisation and inform about successes of individwalrgries, have been held for more than
one and a half century. Nowadays, almost 200 etdnibevery five years strive to display
their offers in an appealing manner and thus attrecattention of tourists, investors and
media representatives. Preparing and staging emsith long display requires the effort
of many people who have to get involved in sucluadertaking for at least one year, and
moreover, necessitates huge financial outlays. &fbex, a proper approach to exhibition
project management is of crucial importance.

This article aims to put forward a classificatiohpavilions erected for Expo events,
considering whether they conform to the assumptafnsational branding and adhere to
the central concept of an exhibition. Performang®e®n by individual countries were

1 Marcin Gebarowski, PhD, Department of Marketing, FacultMznagement, Rzesz6w University of Technol-
ogy, Powstacéw Warszawy 8, 35-959 Rzeszéw , tel.: + 48 (15 86 74, e-mail: marcing@prz.edu.pl.
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assessed based on the two-day long observatiorucwudduring the world exposition
which was held in Milan in 2015.

2. PROCESS OF PREPARING NATIONAL PAVILION — MANAGE RIAL AP-
PROACH

Currently, the largest exhibition events — Expaare referred to as world (universal)
expositions. Apart from them, also Internationade@alised) Expositions with narrower
themes, which are smaller in scale, are organRaghts to host both the types of exhibi-
tions are granted to selected cities by BlBureau International des ExpositioiiShe
International Exhibitions Bureau), which is an asation of 168 countries.

It is believed that the event which started theohsof world expositions was the
Great Exhibition of the Works of Industry of All Mans. The exhibition was held at
London’s Hyde Park in 1851. After that event, diffiet countries hosted exhibitions de-
voted to the review of worldwide achievements -thia dimension of both the whole
civilisation and individual states, and those ekldhs were staged every couple of years,
at irregular intervals. Since 2000, the expositibage been taking place every five years.
The last edition was organised in 2015 in Milarg &me next Expo opens in 2020 in Du-
bai. In the period of more than one and a half usntnearly 70 exhibitions, different
from each other both in terms of their importanod aature, have been staged, including
34 events that enjoyed the status of universal gipos.

Contemporary world expositions are attended by@p@00 exhibitors (countries, in-
ternational organisations and so-called Expo pesjn&herefore, there is strong competi-
tion for visitors’ attention. An average person vdroves to see a fair, even when staying
for the whole week on the premises of the expasiti® not able to visit all the displays.
That is why most exhibitors compete with each otlgng their own pavilions, which are
usually original structures, as well as stage tpeirformances following action-packed
programmes comprising multiple interesting events.

It should be stated, based on a review of booksaatides, that scientific literature
comprises very few publications on world exposisioAuthors of the works published
thus far sometimes focused on marketing aspeckxpd events. Only few articles ana-
lysed the dimensionality of the image of the vevgm®@s, their impact on the image of a
host city’ and a host countfyln the context of marketing, some authors turthedr atten-
tion to the motives for participating in exhibit&nas well as to experiences that visitors

2 C.Q. Deng, M. Li, H. Shereveloping a measurement scale for event imabmirnal of Hospitality & Tour-
ism Research”, 2015/39(2), pp. 245-270.

3 M. De Carlo, S. Canali, A. Pritchard, N. Morgafgving Milan towards Expo 2015: designing cultunéoi a
city brand “Journal of Place Management and DevelopmentO922(1), pp. 8-22; L. Yu, Ch. Wang, J. Seo,
Mega event and destination brand: 2010 ShanghabEXpternational Journal of Event and Festival Man-
agement”, 2012/3(1), pp. 46-65; K. Xue, X. Chen,Yu, Can the World Expo change a city’s image through
foreign media reports?‘Public Relations Review”, 2012/38(5), pp. 74647%.Q. Deng, M. LiA model of
event-destination image transfédournal of Travel Research”, 2014/53(1), pp.8&9-

4 N. Chen,Branding national images: The 2008 Beijing Summam®ics, 2010 Shanghai World Expo, and
2010 Guangzhou Asian Gamé&Bublic Relations Review”, 2012/38(5), pp. 731574

5 Ch.-K. Lee, S.K. Kang, Y.-K. Le&egmentation of Mega Event Motivation: The Cadexpb 2010 Shanghai
China, “Asia Pacific Journal of Tourism Research”, 2AB3}6), pp. 637-660.
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have. However, there is a lack of publications addragsa management aspect of the
preparation of national performances at Expos.

Preparing a display which will attract a big audiemequires proper exhibition project
management. Such management entails taking degisibomany planes (Fig. 1). The first
decision-related area is represented by a straegiweptual) plane and involves mainly
developing a concept of a performance. Such a @orsteould correspond well with the
central theme of Expo, as well as allow for cregatnunique pavilion and taking actions
aimed at making a specific country’s display digtiishable from those made by other
countries. Furthermore, the performance concepildhme cohesive with other marketing
activities performed as a part of the philosophyelieped to create an image of a specific
country. Both what the pavilion looks like and wiehappening during the performance
should result from a national branding strategsersgithening thus a concept of country
positioning that is being implemented consisten@pnceptual activities are influenced
also by current political (especially in stateshaibhe totalitarian system) and economic
factors (e.g. willingness to support the exportasfources or particular products, promo-
tion of tourists destinations, encouraging investorspend money on new projects).

Fig. 1. Managing project of preparing and stagiegfggmance during Expo event — planes and
determinants

Area of determinants

Area of Expo project management
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Source: own elaboration.

Considering the dimension of pavilion-related &ti#g, one has to refer to a process
comprised of multiple actions, which — in a genexahse — can be perceived as the fol-
lowing stages: selecting a project (which is fraglyechosen as a result of a contest pro-
cedure), erecting the pavilion on Expo premisesguthe building during the exhibition,
dismantling. Each of the four stages involves manant through taking operational

6 E. Bjorner, P.O. BergStrategic creation of experiences at Shanghai WBERgo: a practice of communifica-
tion, “International Journal of Event and Festival Mgament”, 2012/3(1), pp. 30-45.
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decisions. Designing a pavilion requires develongpncept of the shape of the building
(including its facade), as well as planning induatl areas thereof: the entrance zone, the
exhibition part, corridors, personnel and utiligcflities. When building the pavilion, it is
also relevant to carry out numerous actions, inolycarticularly obtaining necessary
permits and arranging for a team of constructionkers. At this stage, proper logistics is
of crucial importance to ensure that material regplito construct the pavilion and show-
pieces is delivered in time. Using the buildingidgrthe exposition entails mainly repair-
ing possible defects and performing marketing &@&iinside the building according to a
country promotion concept, developed before thenevEéxcept for very few cases, all
national pavilions are of a temporary nature andtnbe dismantled after the exposition
finishes. The stage during which the pavilion isngedismantled also requires proper
organisation of works and decision-making (e.gnitst be decided what to do with the
showpieces exhibited at the Expo).

The very last dimension of taking decisions, alsosé of an operational nature, in-
volves managing pavilion personnel. In that respibet following must be highlighted: a
recruitment process to select people having apm@tpqualities and skills (e.g. who
speak the language of a hosting country), traifinguding, among other things, famil-
iarising staff members with goals of a nationafpenance and informing them about the
necessity to perform cohesive promotional actiomsdtivation and control, constant
supervision.

The areas of pavilion and personnel managemerdetegmined mainly by a budget
available for a performance. It is the amount péficial resources, which has a powerful
impact on the way a building presenting a natiatigpplay looks like, what its size is and
what it is equipped with. The budget influence® dle number of staff members, as well
as diversity of marketing activities. The amounttiofe that is left before the exhibition
opening constitutes also a key determinant. It inbighimpossible to construct a pavilion
containing a complex display and prepare numeroasrapanying events — e.g. concerts,
economic missions within several months. As a iitlean be assumed that the time need-
ed to complete a national pavilion does not excaeslyear (generally, this is the period
of time during which an organiser makes an aredabla for construction), although in
many cases, the completion time is limited to s@veronths or even a couple of weéks
Recruitment and training of personnel should be glsnned in advance and requires
time. The process of designing, constructing, using dismantling a pavilion depends
also on BIE requirements and legal regulationsiaegple in a hosting country (e.g. con-
struction law in force).

3. REVIEW OF PAVILIONS IN THE CONTEXT OF IMPLEMENT ING NA-
TIONAL BRANDING ASSUMPTIONS

A pavilion used at a world exposition serves a afl@a showpiece, as its appearance
decides how many visitors will enter the buildingorming its external shape, arranging
the area and setting up a display system, seleatic@nstruction type, materials and col-
ours, deciding what type of lighting and loud spragystem should be used, creating a
proper atmosphere — these are instruments emptoyeksent the fundamental message

" M. Kysiak, Architektura pawilonéw wystawowycBficyna Wydawnicza Politechniki Warszawskiej, \&fa-
wa 1998, p. 33.
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of the national display. The manner how solutiaomghiose problems are found demon-
strates the level of intellectual potential anchteadogical capacity of a country which an
exhibitor comes frofh Throughout the decades, conveying informationugh the form
of pavilions has changed from “record-breaking” iepgring achievements to architec-
tural and designer hybrids, supported by statdefart technology. At present, symbol-
ism of exhibition structures is clearer and clogepopular stereotypes or icons with a
global rang&

Based on the observation of performances givendstigipants of Expo 2015, it is
possible to put forward a classification of natibpavilions, which includes a long-term
concept (strategy) of country promotion. In thatpect, the following three groups can be
distinguished:

- pavilions which fit squarely into a current pronaotal strategy of a country (comply-
ing with the assumptions of national branding);

- pavilions which are not connected with a curremtogpt of country promotion, how-
ever, which consider existing social, economic ditigal factors;

- pavilions which are not in line with a long-termncept of country promotion and do
not take into account present social, economimtitigal factors.

An example of a pavilion shown at Expo 2015 whidswohesive with a present con-
cept of creating a national brand was the buildisgd by Slovenia to exhibit its offer
(Fig. 2). The pavilion was comprised of five pyraiset on a geometrically diverse sur-
face built from the natural materials (wood andsg)a Since 2007, Slovenia has been
using the concept of marketing activities nametl &EEL SLOVENIA”, which aims to
distinguish the country clearly from other courgri&isual cohesion and consistency in
performing promotional activities are supportedtihs guidelines included in “The brand
of Slovenia. Brand book” (this document containsdamental assumptions of corporate
identity)!°. Referring, through exhibition activity, to therm@pt of promoting the country
image was not only limited to placing the centrassage of the brand on the facade of
the Slovenian pavilion, but entailed also usingeatising elements (brochures, leaflets,
stickers, gadgets), which were prepared in liné wlie guidelines set out in the “Brand
book”.

8 lbidem, p. 125.

9 W. Swigtek, Trzy polskie pawilony na wystawyviatowe Expo ,Czasopismo Techniczne. Mechanika”
2012/26, p. 334.

10 The brand of Slovenia. Brand book” is availabla the website: http://www.ukom.gov.si/fileadmin/

ukom.gov.si/pageuploads/dokumenti/arhiv_projekte8/Blovenias_Brand_brand_book.PDF.PDF (access on:
17.09.2015).
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Fig. 2. The Slovenian pavilion (own).

Source: own pictures.

An example of a display, in which greater attentieas given to political and econom-
ic factors, rather than to the central theme ofElkpo, was the pavilion set up by Turk-
menistan (Fig. 3) When entering the building, peamuld see a picture of the Turkmen
president, and further, most elements of the dysplare devoted to rich deposits of natu-
ral gas and crude oil. A characteristic featur¢hefdisplay was glamour and a combina-
tion of tradition (folk ornaments, rugs typical ®firkmen yurts) and modernity (a large
display in a form of a LED bowl hanging from thélicey). The roof garden on top of the
building presented yurts, traditional carpets angreen area with a café The whole
display was prepared under the slogan “Water é3,léven though there were very few
references to water inside of the pavilion.

Fig. 3. The Turkmen pavilion

Source: own pictures.

The goal of pavilions classified under the lastugra.e. structures which are not con-
nected with a concept of country promotion and dbtake into account current social,
economic or political factors, is only to make thgiesence felt during Expos. Most fre-
quently, such pavilions are buildings with appeaeadevoid of uniqueness, which form
an element of a larger exhibition (complex) groDpring Expo 2015, displays staged by
some of the exhibitors were located in an isolabedh, within a group of identical build-
ings. So-called “clusters” were created, in whichmtries were grouped under the follow-
ing themes: “Rice”, “Cocoa and chocolate”, “CoffeéFruits and legumes”, “Spices",

1 Expo Milano 2015. Short guid&ondadori Electa, 24 Ore Cultura, Milan 201530.
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“Cereals and tubers”, “Bio-Mediterraneum”, ,Islandea and food”, “Arid zones”. For
example, the “Coffee” cluster comprised countriesf different continents: Burundi, El
Salvador, Ethiopia, Dominican Republic, Guatem#lanya, Rwanda, Uganda, Yemen,
Timor-Lest (Fig. 4).

Fig. 4. Pavilions of the “Coffee Cluster”

Source: own pictures.

It is worth noting that among the countries exflgitthemselves in the clusters, there
were very few cases which — although the exterppkarance of their buildings was not
remarkable — were able to prepare interesting ayspinside the pavilions, appealing to
visitors and corresponding with the motto of therld@xposition. One of such examples
included the display staged by Ethiopia (Fig. 5)a# from presenting a process of gath-
ering and brewing coffee (combined with tasting)yide range of plants grown in this
country was exhibited. The performance was helcutite slogan: “Ethiopia: the Root of
Coffee and Much More”.

Fig. 5. The Ethiopian pavilion

Source: own pictures.

Among the cluster-arranged exhibitors, there weggniyp poorer countries, which
could not allocate large sums of money to the gadtion in the Expo. Limited budgets
were the reason why they could not erect pavillmesed on their own unique designs.

4. REVIEW OF PAVILIONS IN THE CONTEXT OF REFERRING TO THE
CENTRAL EXPO THEME

It is a common occurrence that there is a main igieg behind every universal expo-
sition, which is reflected in the central themeeTgrevious three Expo events were as-
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signed the following slogans: “Nature’s Wisdom” ¢Ai 2005), “Better City - Better
Life” (Shanghai 2010), “Feeding the Planet, EndiapLife” (Milan 2015).

Taking into consideration the level of adjustmeinparticular countries’ performances

to a central theme of an exhibition, national gew$ can be categorised as:

- the pavilions which correspond closely with thetcalrexhibition theme;

- the pavilions which correspond loosely with thetegrexhibition theme;

- the pavilions which do not correspond at all whk tentral exhibition theme.

An example of the building whose interior, as wadl events held therein followed
strictly the theme of the exposition, was the Germpavilion presented in 2015 — with the
title “Fields of Ideas” and the motto “Be(e) Activi-ig. 6). In this case, the main empha-
sis was laid on the food of the future. Visitoraulcbsee the displays in two ways: by
strolling across the freely accessible landscapa l@here they were welcomed by the 16
German federal states with their stands, or bytingithe indoor exhibition, here they
could find their way from the source of food to fioproduction and right up to consump-
tion in the city? Those who entered the pavilion could interachwdisplays to access
further multimedia information. The climax of thésplay was the “Be(e)active” digital
show, which combined live music with active pagation of an audience.

Fig. 6. The German pavilion

7 i T
[ el

Source: own pictures.

Another pavilion which strongly referred to the Bxfheme was the French display,
whose message was: “Different Ways of ProducingRmiding Food” (Fig. 7). People
entering the building had to go through a kind d&lbyrinth — the large garden, where
plants grown in different parts of the country wemesented. The pavilion had a huge
cave-like structure and it was made entirely ofnErewood. The high vaulted roof area
mixed typical French products, kitchen utensilsp@@nd vegetation, with video moni-
tors showing suggestions for “producing more arttelbé3,

12 Feeding the Planet, Energy for Life. Expo Miland200fficial CatalogugMondadori Electa, 24 Ore Cultu-
ra, Milan 2015, p. 95.

13 Unmissable: Pavilion attractionshttp://www.expo2015.org/en/unmissable--pavilidtractions, (access on:
21.09.2015).
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Fig. 7. The French pavilion

Source: own pictures.

Apart from the pavilions set up by Germany and Eearthere were also other pavil-
ions that adhered to the theme: “Feeding the Pldafwe¢rgy for Life”, and these were
buildings exhibited by: Argentina, Azerbaijan, Ir&ussia, Spain.

Most of the exhibiting countries prepared perforoemthat reflected the dominant
dimension of the exposition, yet only to a modesattent. The above-mentioned Sloveni-
an pavilion, presented in 2015, exemplified the evate compliance with the central
Expo theme. The following motto was demonstratednduthe Slovenia’s performance:
“I Feel SLOVEnia. Green. Active. Healthy”. The elftor was present in Milano with
five main themes: saltpans, bees, thermal and alimeaters, hiking and cycling, and the
measurement of black carbon partiétes

Yet another example of referring to the centrahtheof the exhibition in a moderate
manner was the pavilion demonstrated by Slovakig. @ The display covered six the-
matic issues: traditions, nutrition, innovationsperiences, culture and sport. The whole
was referred to as: “The World in Your Pocket”. v&lkia was shown as “a place for re-
charging”. There was the relaxation area outsidelthilding — consisting of a cube of
wooden slats with a waterfall that drove a watdreyistem — which contained a series of
beanbag chairs where smartphones and tablets beutdcharged. Inside the pavilion,
apart from the demonstration zone, a restaurantlecated, where dishes typical of Slo-
vak cuisine were served.

Under the last group of displays, i.e. the one<tvidid not refer anyhow to the central
theme of the exhibition, one has to classify maithlg pavilions of poorest countries.
Most frequently, those countries did not have irhgfent pavilions and exhibited them-
selves in cluster-like arrangements. Their displagse formed predominantly by simple
showpieces connected with tourism, and visitorsevsarved by personnel consisting of
few people (one or two members). Such an observatas exemplified by the pavilions
used by the countries like: Afghanistan, Algerian@roon, Congo, Gambia, Sierra Leo-
ne, Uganda, Zimbabwe. Sometimes, a food zone wab asthe main part of the display,
where visitors could taste regional dishes andkdrinvhich was the case, for example
with Cuba and Bangladesh.

14 Feeding the Planet, Energy for Life. Expo Miland200fficial CatalogugMondadori Electa, 24 Ore Cultu-
ra, Milan 2015, p. 152.

15 Unmissable: Pavilion attractionshttp://www.expo2015.org/en/unmissable--pavilidtrections (access on:
21.09.2015).
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Fig. 8. The Slovak pavilion

Source: own pictures.

The last group covers also displays which were nsorélar to gift stalls, rather than
to exhibition pavilions. The main part of such digg@ included handicrafts (e.g. jewel-
lery, sculptures, paintings), clothes (regionalteo®s, headgear) and foodstuffs (like
honey, spices) characteristic of a specific couatrgl offered for sale to people who ap-
peared at the Expo. The pavilions where Laos, YerBean, India (Basmati Pavilion)
held their exhibitions, could be good exampleshefdabove observation.

In addition, it must be mentioned that Expo 2015prdsed not only buildings with
national displays, but also several pavilions usgdinternational organisations (e.g. the
European Union), non-profit organisations (suchSawe the Children International),
corporations (e.g. New Holland Agriculture). Moreoythe exhibition included thematic
areas devoted to important matters — e.g. the iBavero, where a relation between the
Earth and food and nature was demonstrated.

5. POLISH PAVILION DURING EXPO 2015

The Polish pavilion, covering the area of 2,369raq.was the fourth largest pavilion
out of all the countries participating in Expo 20E5g. 9). Visitors could begin sightsee-
ing on the first floor where they had to walk thghua “magic garden”, covered with
plants growing on Polish meadows and in orchartduding apple trees. There was no
roof above the garden, and its walls were coverigdl mirrors, which created an illusion
of vast space. From the garden, visitors enteredntside of the pavilion. The demonstra-
tion zone consisted of a place where showpieces sleswn and films were played, both
of which exhibited Polish landscapes, state-ofaheagriculture and rapid economic
growth of Poland. Further, there were a sectionoti/ to the country’s regions and a
place intended for special events, where piano exteof Frédéric Chopin’s music were
performed. The pavilion featured a shop (wheretasisicould buy traditional products —
among other things, jam, honey, alcohol) and ateant (serving dishes characteristic of
Polish cuisine — such asirek (a sour soup)pierogi (dumplings),placki ziemniaczane
(potato pancakes).
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Fig. 9. The Polish pavilion
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Source: own pictures.

The dominant motif used in the Polish pavilion waasvooden apple box, used in
shipment as packaging for those fruits. The facddbe building was constructed in such
a way that it resembled hundreds of wooden boXesd pine on another. Furthermore, the
whole pavilion, because it was in a form of a cuvhen seen from a certain distance
could be perceived as a large-scale box. Additign#ie motif of apple boxes was uti-
lised at the stalls set up in front of the pavilievhere Polish foodstuffs and beer were
sold. The name of the country placed on the facddlee building was preceded by a “#”
sign, which was supposed to trigger an associatitm an apple box. There was also an
open space where seats for visitors were locatettruambrellas illustrating growing
apple trees, and those who decided to have ar#sat area were given the opportunity to
taste apple juice. People entering the display areme welcomed by a display board
showing a picture of an orchard and a slogan: “‘Wamnderland of Apple”.

The main motif of the pavilion centred thus arouwagticulture, and in particular,
around the production of apples. Such a profilehef display should be correlated with
the embargo imposed by Russia on Polish foodstufigch was symbolised by apples in
the years 2014-2015. Therefore, the Polish dispak into consideration current eco-
nomic and political factors. Moreover, due to thetfthat great emphasis was laid on the
agricultural and food industry, the display refesttto a considerable extent, a part of the
theme of Expo 2015 (“Feeding the Planet”).

The Polish display was an example of a pavilion dic¢ctly connected with a long-
term country promotion concept, as it was baseti@m symbolism — that had not been



70 M. Gebarowski

seen in any promotional activities before. The fmitiapple boxes was prepared only for
the purpose of the exhibition activity in Milan.

6. CONCLUSIONS

Based on the visits made to the national pavilextsbited at Expo 2015, a classifica-
tion of national displays has been put forward.sThés demonstrated that performances
can be perceived in respect of different dimensighieh allow for grouping them under
various categories, considering the cohesion betweplays and assumptions of a coun-
try promotion concept, as well as with regard ® dispect of adhering to a central theme
of an exhibition. Pictures of selected pavilionwédoeen shown together with descrip-
tions to exemplify the above. Each category cailllistrated by further examples, how-
ever, owing to the word limit of this paper, itngt possible to discuss more displays.
Taking into account the effectiveness of pursuiragkating goals, it is the most desirable
when an exhibition project is managed in such a thay a specific country can be dis-
played attractively (focusing, among other things, its natural values, scientific and
cultural achievements, economic accomplishmentshpptying with a concept of national
branding and adhering to a central theme of an®tpn.

While walking around the grounds of Expo 2015, abseof many countries could be
noticed. Not only those less affluent, but alsdhranes — such as: Australia, Canada,
Denmark, Finland, Norway, Sweden. The reason dieethe absence was high participa-
tion costs. It is noteworthy that some of thesentdes exhibited themselves on a grand
scale five years ago during Expo in Shanghai. Rstaince, in 2010, the Danish pavilion
generated intense media interest, as the origtatlies of the Little Mermaid was trans-
ported from Copenhagen and put inside the exhibitinilding. A distinctive feature of
the Swedish pavilion, on the other hand, was anremwment-friendly structure (it was
built of energy-efficient steel that made it possito use the heat of the Sun to warm up
the inside of the building). And as for the Austia display at the Shanghai exhibition,
the country erected one of the largest paviliom®wering an area of 4,800 sq. m. Origi-
nally, Poland was not going to take part in Exp@®0yet finally, the Polish government
decided to prepare the display. The cost of Pofapdrticipation in the Milan event is
estimated at approx. PLN 57 million, however, tieplhy was part-financed (three fourth
of the sum) by the European Union with the Europeagional Development Fund.

Such a situation should provoke us into posing estjon whether — considering the
high costs of preparing and running pavilions aaldngy into account universal access to
the Internet — participation in world expositioridl snakes any sense. Yet that is a diffi-
cult question to be unequivocally answered. Thertrt creates opportunity for present-
ing oneself on the Web, however, it triggers oriphs and hearing, whereas the other
senses of recipients of marketing activities areawtivated. Participating in an Expo, on
the other hand, enables visitors to “feel” exhitstaffers with all the senses. This hap-
pens in a unique atmosphere created by face-toefatct with representatives of many
countries and through participation in multiple exkable events that accompany the
main exhibition. The answer for the question reldtethe reason behind participating in
Expos will be given by the next exposition, whiclilwe held in 2020 in Dubai. This
event will demonstrate how many countries in thetZentury, nearly 170 years after the
first universal exposition, are still capable oh@wing the situation when exhibit market-
ing balances out costs of participation.
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ODZWIERCIEDLENIE STRATEGII PROMOCYJNEJ
W ZRO ZNICOWANIU PAWILONOW NARODOWYCH
PODCZAS EXPO 2015

Celem artykutu jest sklasyfikowanie pawilonéw przimeanych na wystaw§wiatowe.
Przeprowadzag klasyfikacg uwzgkdniono z jednej strony spoéjéib poszczegolnych wy-
stgpien narodowych z zat@niami brandingu narodowego, z drugiej zadopasowanie tych
wystgpien do przewodniej idei Expo. W pierwszejeéei artykutu przedstawiono kluczowe
ptaszczyzny i determinanty zadzanie projektem przygotowania oraz realizacji wyiet-
nia podczas wystaw§wiatowej. Z kolei w drugiej agci publikacji, na podstawie obserwa-
cji przeprowadzonej przez autora podczas Expo 284proponowano podziat pawilonéw
narodowych. W kontekie kreowania wizerunku kraju wyagimiono: pawilonyscisle wpi-
sujace st w aktualr strategi promocyjmy kraju (spetniajce zataenia brandingu narodo-
wego); pawilony niezwizane z obeenkoncepags promowania kraju, wpisage sé jednak
w aktualne uwarunkowania spoteczne, gospodarcz@dlibyczne; pawilony oderwane od
dtugofalowej koncepcji promowania kraju i niewpigzg@ s¢ w aktualne uwarunkowania
spoteczne, gospodarcze lub polityczne. Ponadtagbipod uwag dopasowanie wyspien
poszczegolnych krajow do wiacego tematu wydarzenia, wyebniono: pawilonyscisle
nawizujace do idei przewodniej wystawy; pawilonyzho nawizujace do idei przewodniej
wystawy; pawilony, w ktorych wyspit brak odwotania do idei przewodniej wystawy. W
ramach egzemplifikacji przywotano ekspozycje: Hiioprancji, Niemiec, Stowacji, Stowe-
nii i Turkmenistanu. Szczegé@ruwag paswiecono polskiemu pawilonowi. Autor zapre-
zentowat take krytyczne spojrzenie na zasaéthaczestnictwa pastw w wystawachwia-
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towych w XXI wieku — w kontedcie wysokich kosztéw przygotowania ekspozycji, jak
réwniez powszechnego dagtu do internetu.

Stowa kluczowe: wystawy Swiatowe, zargdzanie wysipieniem targowym, architektura
targowa, wizerunek kraju.

DOI: 10.7862/rz.2015.mmr.54
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OCCUPATIONAL HEALTH AND SAFETY
MANAGEMENT IN THE INTERNATIONAL
CONDITION (CONSISTENT WITH OBJECTIVES

THE 1SO 45001 STANDARD)

Occupational health and safety management in bssimeganizations increasingly
entails the need for improvement measures aimediliaig out or reducing the adverse
impact of threats and untoward factors on the |&ae. The result of measures taken is to
get the conformity with the needs and expectatiohemployees, recognized as internal
customers of this processes.

Creation of safe and hygienic work conditions in ¢oenpany is inseparably connected
with the need to undertake improvement activitigbich are used to eliminate or reduce
the negative impact of hazards and onerousnegsployees. Similar factors occur during
a use of systemic requirements.

Despite the adoption of uniform principles, the agement systems are a lot varied. In
effect is difficult of talking about a possible taftal consistency. Each of these systems,
covering relevant areas the organization activitissially operates as an independent
system with its own management structure. Indicdliéfctulties are considered as one of
the causes of development the ISO 45001 standdrathws international management
standard of safety and health at work.

The paper enumerates significant reasons for dewejothe 1SO 45001 standard. It
outlines the key guidelines for drafting occupasibhealth and safety management systems
based on ISO 45001 requirements and in keepingththprovisions of OHSAS 18001 and
ILO guidelined applied to enhance systemic occupational heatfrsafety management.
Keywords: occupational health and safety management, staizdéiaoh, 1ISO 45001.

1. INTRODUCTION

The development of safe and hygienic working coodg in business organizations
inextricably entails the need for improvement meeswimed at ruling out or reducing
the adverse impact of threats and other untowartrs on the labor force. The need for
such actions follows primarily from accident prefilwhich show relatively high accident
rates and their substantial coStheir characteristics are shown in Table. 1.

1 Pozna University of Technology, Faculty of Managemengeering, Department of Ergonomics and Quali-
ty Engineering, 11 Strzelecka St., room 318/2, 68-Bozna, e-mail: adam.gorny@put.poznan.pl.

2 Guidelines on occupational safety and health maneage systems ILO-OSH 2Q0lhe International Labour
Office, Geneva 2001.

3 Accidents at work in 2010-2013. Statistical Infotima and ElaborationsCentral Statistical Office, Warsaw
2011-2014.
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Table 1. The number of injured in accidents andideet rate in selected sectors of

manufacturing.

Specification

a — absolute number 2011 2012 2013 2014

b - per 1000 persons employed

TOTAL a 97222 91000 8826[ 88641
b 8,3 7,78 7,54 7,45

Manufacturing a 33431 30243 28095 28620
b 13,70 12,47 11,64 11,59

- manufacture of wood and products a 2155 1798 1678 1725

of wood b 17,07 14,76 14,11 13,99

- manufacture of electrical equipmentg 1198 1080 1027 1040
b 12,59 11,25 10,64 10,40

- repair and installation of machinery a 1175 1189 1081 1110

and equipment b 10,80 10,91 9,48 9,26

- manufacture of wearing apparel a 421 346 326 296
b 3,57 3,14 3,16 2,9%

- manufacture of food product a 6051 5735 549¢ 5433
b 14,60 14,01 13,46 13,2b

SourceAccidents at work in 2010-2013011-2014.

Not only are accidents a substantial drain on btsdgethey also pose serious social
problems. It is therefore critical to identify tgdior improving the working environment
in ways similar to those employed in other field$osiness so as to boost the efficiency
of production, service provision and auxiliary ftinos. Hence, the working environment
should be seen as part of the overall businessr@maent in which an undertaking

operates.

The improvement measures adopted to that end ngyoresystemic management
guidelines premised on the need to employ elenadrttse continuous improvement loop
and, as a consequence, guaranteeing proper carsditio all those employed to work in
the working environment. This is particularly craiciwhere business is conducted in the
face of growing risks Once such systemic management procedures isate, pltisks
associated with the environment, the health ancalfiety of workers become targeted by
formulating requirements designed to ensure theiatemh of strains that result from

failures to ensure proper working conditions formam operatofs

Despite the essential significance of occupatiomedlth and safety for business
efficiency, the field is yet to be unified with st#ards that correspond to those pertaining
to quality (the 9000 series of 1SO), environmehie (L4000 series of 1SO), food safety

4 M. Waters, et alExposure Estimation and Interpretation of OccupadiioRisk: Enhanced Information for the
Occupational Risk Managedournal of Occupational and Environmental Hygi&®d5, 12:supl, pp. 99-111.

5 A. Gorny,Zarzgdzanie ryzykiem zawodowylvydawnictwo Politechniki Poziakiej, Pozna 2011; J. Tabor,
Occupational Safety Management in the light of @ausnalysis of Accidentdolish Journal of Management
Studies”, 2013, vol.7, pp.188-200; K. KodiVork Improvement and Occupational Safety and Health
Management Systems: Common Features and Reseaects Nadustrial Health”, 2002, vol. 40, no 2, pp.
121-133; Gérny A., Rembiasz Myyptyw wieku zatrudnionych na wytyczne oceny i akeegnaici ryzyka
zawodowegp,Zeszyty Naukowe Politechniki Poziekie, Seria: Organizacja i Zarzadzanie”, 2015, 4opp.
49-64 andOccupational Health and Safety Management. BS OH®A@81 moving to ISO 4500Rapport of
International Register of Certificated Auditors,aCted Quality Institute, London 2014.
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(ISO 22000) and others. The OHSAS 1808&thandard, which applies internationally, falls
short of fulfilling all the criteria (most of whichre formal) that need to be met for the
standard to be recognized as a globally applicaid&rument. Therefore is worth to

consider a need and scope of necessary actiormsyirdl indicate an action most

important to take for integrating the managemenbatupational health and safety in
international dimension. And because of the wonkquener for developing international

standard for safety management (ISO 45001), takemat to assess possibility of
obtaining the expected benefits.

2. WORKING ENVIRONMENT IMPROVEMENTS IN BUSINESS

Improvements in the way business is done shouldsden as a prerequisite for
business success and an organization's sufvivalich improvements increase an
organization’s capacity to meet the needs and ¢apens of all concerned parties. They
extend to efforts to improve the achievements afress partners and cover specifically

— products, services and processes as well as #teoredhips among them,

— organization structures,

- management systems,

- human and cultural considerations,

- infrastructures, working environments and technielsg

— relations with concerned parties.

Of major significance for promoting an organizat®ogrowth is for its improvement
measures to be international in scope and basemhtemational standards issued by
European and global standardization bodies (ISON,CESTIM). Since organizations
operate in an international corporate environmehgy need to apply uniform
management standards regardless of the specifitroesiand industries from which they
stem. The most common links of this kind arisenireinational supply chains. In such an
environment, cultural differences, laws, ethicahpiples, business and social practices,
technologies, etc. may not significantly constithi@m in their business pursdits

As a consequence, organizations need to develegrated control systems to protect
them from the risk of failing to ensure the reqdisafety level®. Such protection may
well be viewed as the fundamental objective in dmieg the international 1SO 45000
standards on occupational health and safety maregethat are based on uniform
management structures applied across multiplesfiefdusiness.

6 BS OHSAS 18001:2000ccupational Health and Safety Managem@&8i, London.

7 S. NenonenAn operational model of safety management for semproviders in manufacturing industf{fhe
Service Industries Journal”, 2013, vol. 33, ispp.,99-114.

8PN-EN ISO 9004:2010Managing for the sustained success of an orgamimath quality management ap-
proach Polish Committee for Standardization, Warsaw.

9 see for example: S. Lachiewicz, M. Matejun (ed&a)yzdzanie rozwojem organizacji w otoczeniu wielokul-
turowym Politechnika tédzka, £&d2014; W. Karwowski and S. Trzcigfiki (eds.)Value Strem Activities
ManagementlEA Press, Madison 2007.

10 K. Kazutaka,Roles of Participatory Action-oriented Programs Rmomoting Safety and Health at Work
LSafety and Health at Work”, 2012, vol. 3, isspp, 155-165; K. Kogipp. cit, pp. 121-131, and J. Tabor, J.
GrabaraOccupational Risk Management in Poland’s WoodernoBe@Annals of Warsaw University of Life
Sciences — SGGW. Forestry and Wood Technology”3200.84, pp. 234-240.
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The recommendation is for the improvement measadpted by process-based
organizations to be followed also on process basishased on the PDCA (Plan — Do —
Check — Act) methodolody This allows them to ensure proper interactionsoragm
processes in keeping with the needs of the condepaedies. Success in completing the
measures is crucial for achieving the desired nitgtof an organization’s management
system. The improvement measures aimed at idemgifgisystem’s maturity are provided
in Table 2.

Table 2. Description of improvement measures whichease management system maturity.

Maturity Maturity description
level

1 Improvement priorities are based on errors, comfdair financial
criteria.

5 Improvement priorities are based on customer satisin data or
improvement measures.

3 Improvement priorities are based on the needs mpelctations of some
concerned parties including suppliers and orgaisizahembers.
Improvement priorities are based on trends andtidpta from other

4 concerned parties as well as surveys of socialr@mwental and
economic changes.

5 Improvement priorities are based on input daienfconcerned parties.

Source: PN-EN ISO 9004:201@arzdzanie ukierunkowane na trwaty sukces organizdjidefcie wyko-
rzystujce zarzdzanie jakécig (Managing for the sustained success of an orgéioizaA quality
management approachKN (Polish Committee for Standardization), Warsa

A set of comparable requirements should be incatedrinto an occupational health
and safety management system with proper accoken taf the specific ways in which
the relevant company operates and interacts vgtarivironment. In such conditions, any
irregularities as well as any ways to rectify thare linked with the need to ensure safe
and healthy working conditions to workers and approworking environment to the
parties therein.

3. WORKING ENVIRONMENT IMPROVEMENTS — THE INTERNAT IONAL
DIMENSION

3.1. Domestic and international standardization

Despite similarities among them, various systemedu® manage diverse fields of
business cannot be considered to be fully congidtekach system covering an
organization’s specific functions tends to operatependently and command its own

1 A, Hamrol, Zarzdzanie jakécia z przyktadami, Wydawnictwo naukowe PWN, Warszaw8=, s. 113; J.
tunarski,Zintegrowane systemy zadzania — wspomaganie zadzania systemami standardowy®ficyna
Wydawnicza Politechniki Rzeszowskiej, Rzeszéw 2011.

12N.J. Duijm, et al.Management of health, safety and environment iegs® industry,Safety Science”, 2008,
vol. 46, iss. 6, pp. 908-920.



Occupational health and safety management... 77

separate management structéir€his is not changed by constructing systems erbtsis
of common guidelines or in attempts to integratenthby assigning to one system the
requirements that allow one to assume they addilipapply to other fields of business.

To achieve complete consistency, one needs to cwntiintegrate various aspects of
management into a single effective and efficiestesy. Such efforts have for years been
taken by enterprises oriented at risk managethaentd to improve safety levels making
organizations more mature in terms of protectioairegt accidents and incidetts

However, international standardization bodies heo/éar failed to further such efforts.
The integration they pursue usually involves adaptjuality, environmental, food safety,
information-related and other requirements in a tiooous-improvement based
management modélwhich only appears to be universal.

An attempt to facilitate consistent measures hahbeade in drafting 1ISO 22351
The standard defined requirements on the plannéstgblishing, deploying, running,
monitoring, reviewing, maintaining and continuali;proving management systems
across all areas of application. ISO 22301 is aesignot only to be implemented in an
organization but also to guide the development @hagement systems that rely on
common requirements. It points to the basic achilevdenefits to be derived from
adopting management systems. The main goal in gangplwith the standard’s
guidelines is to facilitate operation despite tieewrence of adverse events. Specifically,
the effort is aimed at:

- reducing the probability of the occurrence of saghnts,

— preparing the organization for their occurrence,

— ensuring the organization is prepared to adopt idiate improvement measures

should such events occur,

— helping the organization find its way out of a misituation should such adverse

events occur.

The requirements are assumed to form a common fwankefor the development of
the management systems in question, especiallyeimsavhere varied conditions restrict
the pursuit of business on an international s€ale

The international standard which first filled thapgin international occupational
health and safety standards was OHSAS 18001:199%ntly replaced with OHSAS
18001:2007. Despite its global apprdv¥and continuous pressures on the 1SO to develop

13 Occupational Health and Safety Management. BS OHB881 moving to 1SO 4500Rapport of Interna-
tional Register of Certificated Auditors, Chartedaty Institute, London 2014.

14 How to manage work health and safety risk. Codwradtice Safe Work Australia, Canberra 2011.

15 J. Tabor,Occupational Hazard Prevention in Manufacturing t8yss,,,Applied Mechanics and Materials”,
2015, vol. 718, pp. 227-232 and N.J. Duipp, cit.,pp. 908-920.

16 Occupational ..., op. citJ. Lunarskiop. cit

1 PN-EN ISO 22301:2014-180cietal security. Business continuity managemestems. Requirementolish
Committee for Standardization, Warsaw.

18 A. Gorny, Zarzzdzanie bezpiec#stwem pracy w budowaniu przewagi konkurencyjneggsibiorstwa
LZeszyty Naukowe Uniwersytetu Szczeskiego, Seria: Ekonomiczne Problemy Ustug”, 2009,540(34),
pp. 295-302.

19 As of to date, ca. 90,000 certificates confirmthg conformity of existing occupational health esafety
management systems with the OHSAS 18001 standasdlie®n published in 127 countries (ISO/CD 45001,
Occupational health and safety management systBaguirements with guidance for u€eSi, London
2014).
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an international standard, no set of rules thatdcba considered a common international
standard exists today. The need for such a docupremipted a proper effort. In 2013,
the 1ISO/PC 283 Technical Committee was formed thski¢h developing 1ISO 45061
The schedule of work aimed at drafting and pubtighthe 1SO 45001 standard is
provided in Table 3.

Table 3. Schedule of works involved in drafting asgling the 1ISO 45001 standard.

Completion time Scope
June 2013 - draft design spec. and WDO
October 2013 - approved design spec. and WD1
July 2014 - CD for comment and ballot (3 months)
June 2015 - proposed DIS publication
July 2015 - proposed FDIS publication
October 2016 - proposed ISO 45001:2016 publication
proposed transition | - 2-3 years from standard publication
period

Source: Author’s work based oBccupational Health and Safety Management. BS OHSAS
18001 moving to ISO 4500Rapport of International Register of Certificateddiars,
Charted Quality Institute, London 2014 and A. Kovealk Norma I1SO 45001. Systemy
zarzydzania bezpieczstwem i higien pracy, ,Promotor”, 2014, no 11, pp. 50-52

ISO 45001 is developed on the basis of OHSAS 180and the ANSI/ASSE A
10.38-201% working environment improvement guidelines. IS@@s authors have also
referred to the occupational health and safety gam&nt system guidelines developed
by the International Labor Organizatfén

The organization appointed to create the standatbe British Standards Institution.
The International Labor Organization and other bediesponsible for ensuring safety at
work play an important advisory role in the processpecially in areas in which
differences of opinion arise and the existing rudppear to be inconsister@®@ne of the
important sources of the difficulties are arisenfrthe application of different national
regulations in the ISO member countries. They ailered to the specific functioning of
enterprises and economic, social, local mentatty @thers conditions. Thus adopted with
for use standard must take into account the expecstaof all stakeholders and represent a
consensus of these requirements. It is not antaaky

3.2. Occupational health and safety management aacing to ISO 45001

The ISO 45001 standard is expected to provide ¢in&ke for the development and
application of systemic occupational health andetgafprinciples by combining the

201S0O 45001, New International Standard for OccupaticHealth & Safety Management Systehitp://www.
bsigroup.com/en-GB/ohsas-18001-occupational-heaithsafety/ISO-45001 (date of access: September, 15
2015).

21 BS OHSAS 18001:2000p. cit

22 ANSI/ASSE A10.38-2013Basic Elements of an Employer's Program to Prowdgafe and Healthful Work
Environment The American Society of Safety Engineering, FRidge 2013.

Z Guidelines ..., op. cit
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provisions of OHSAS 18001 and OHSAS 18002. Thisiragpn is reflected in the
standard’s official name of “Occupational healthdasafety management systems.
Requirements and guidelines” (draft number: 1SO/4ED02%). The currently disclosed
version of the document is provided for informationly as aid in the adequate
interpretation of the requirements and their agfiility in business practice with a view
to reducing the cost of failures to ensure safe hadlthy working conditions. The
standard is structured in keeping with the rulesenily enshrined in ISO 14001 (EMS)
and 1SO 9001 (QMS) and covers 10 key chapterdy@srsin Table 4.

Table 4. Proposed new chapters of the ISO 4500itiatd.

Chapter titles

. Scope

. Normative reference

. Terms and definitions

. Context of the organization
. Leadership

. Planning

. Support

. Operation

. Performance evaluation
10. Improvement

O©oOoO~NOOOTA,WNE

Source: Author’s research based on ISO/CD 45@xktupational health and safety management
systems. Requirements with guidance for BS3, London 2014 and A. Kowalkoworma
ISO 45001. Systemy zadzania bezpieczstwem i higienp pracy — wymogi i wytyczne
stosowania,Promotor”, 2014, no 12, pp. 39-40.

The approach to systemic management adopted istémelard relies on the PDCA
loop of continuous improvement centered on leadiersind the responsibility of the
management for an organization's actions. The stracof this approach and the
relationships found in ISO 45001 are shown in Feglur

24 1SO/CD 45001 Occupational health and safety management systReruirements with guidance for use
BSi, London 2014.
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Figure 1. Diagram of interdependencies in the ISO 45001 standard.
Source: own ‘elaporaudn pasea on CunsSO4s@eccupaionadl’ nedalin ana $arety management
systems. Requirements with guidance for BS&, London.

Under the adopted approach, the standard attribatesignificant role to an
organization’s context associated with its envirent To comply with the standard,
organizations are obliged to constantly monitoirtirapact on their neighbors (such as
the residents of the local community in which thadty business). For conformity with
system requirements, businesses are expectedvioissees broadly rather than limiting
themselves to the mere assessments of risks aetoiging operational control over their
activities. It is essential to work closely withetHocal community and consult all
concerned partiés This is in keeping with the guideline that regsithat organizations
be socially responsitie This new approach has been applied to risk assstsalso
beyond the strict bonds of occupational healthsafdty. The risk assessment is described
as essential for ensuring proper conditions fordperation of humans in the working
environment. To secure such conditions, one needkentify the influence of uncertainty
on the organization’s footprint as well as the oigation’s ability to ensure its efforts are
effective and to assess such efforts to measureffectiveness accordingly to its
managerial maturity (see Table 1). In order to enshat the requirements have been met,
businesses need to employ assessment indicatasstdhdard relies on dual evaluation
of such effects which incorporates system effectdgs and system efficiency assessments
covering:

— the organization’s management and specificallpdtivities, the products it makes

and the services it provides,

%K. Kazutakapp.cit, pp. 155-165.

26 PN-ISO 26000:2012Guidance on social responsibilitiPolish Committee for Standardization, Warsaw and
A. Gorny, Influence of corporate social responsibility (CSR)safety culture,Management”, 2014, vol. 18,
no. 1, pp. 43-57.
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— occupational health and safety and specificallw@néing worker injuries and ill

health.

Notably, not all proposals made in the standard camesistent with European and
Polish legislation. Workers, at whom the effortsden the standard are targeted, are
defined as all members of the organization, allceoned parties and persons in the
organization’'s care. However, occupational diseaghiEh provide a measure of the
effectiveness of the efforts made are treated maléq any other health issues. The same
applies to accidents at work which are definedhtduide incidents that do not constitute
accidents per se. This approach is in keeping thghAmerican view.

Particular emphasis has been placed on system ,stlopeorganization’s context,
leadership, the concerned parties and informateoonds. A brief outline of selected
fields of systemic occupational health and safegnagement in line with 1ISO 45001
guidelines is shown in Table 5.

Table 5. Selected requirement areas in 1ISO 45001.

Section in Chapter title Nature of requirements and sample issues
ISO/CD incorporated into management system
4.3 Scope of the The occupational health and safety management
OHS system extends to all activities, products and
management services whose delivery in keeping with systemic
system guidelines affects safety levels within an

organization. Such activities should be monitored
and assessed in terms of the identified impacts. Th
duty to monitor and evaluate the impacts includes
any functions that have been outsourced and any
external processes which affect an organization’s
operations. The organization has a duty to askess t
severity of such impacts.

Sample issues:

— in adhering to the adopted occupational safety
guidelines, an organization needs to account for
existing and potential threats to the occupational
safety of workers performing outsourced work and
conducting activities, producing products or
providing services to the organization,

— supplies-related requirements must be drafteld w
due account taken of existing and potential threats
the organization’s workers performing outsourced
work and conducting activities, producing products
or providing services to the organization.

it

4.1 Context of the The measures undertaken are aimed at ensuring that
organization essential issues are properly understood. Thisesppl
in particular to issues having either a positiveaor
negative impact on the occupational health and
safety management system in place and the
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Section in
ISO/CD

Chapter title

Nature of requirements and sampleeiss
incorporated into management system

employed workers. It is critical that the orgatian
achieve its intended occupational health and safe
goals pertaining to its commitments in the field,
recognize the laws and other regulations the
organization agreed to comply with, identify theea
and find ways to prevent them.

Sample issues:

— external features (culture in the business
environment, social issues, political factors, lega
requirements, available funding and technologies
business environment, international, domestic,
regional and local competition),

— internal features and conditions affecting the
organization’s operation (management,
organizational structure, role and responsibility o
workers, organization culture).

ty

Leadership

The management are responsible foriagsa
complete integration of business processes with
system requirements. The management are to dig
a commitment to act systemically to improve
occupational safety. Such commitment should
include the direct involvement of the managemen
any actions undertaken. Such involvement may n
take the form of delegating tasks to other people
expected to represent the management.

Sample issues:

— incorporation of the efficiency of occupational
health and safety management in strategic planni
— keeping concerned parties up to date on increa
in management system efficiency achieved while
ensuring compliance with relevant requirements,
— support for persons striving to improve the
efficiency of the occupational safety management
system,

— guidance extended to individuals who strive to
improve the efficiency of the occupational safety
management system,

— the selection (from among top management
executives) of a person directly responsible for
occupational health and safety policies and the
running of the occupational health and safety

play

tin

ng,
5ES

management system.
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Section in Chapter title Nature of requirements and sample issues
ISO/CD incorporated into management system
4.2 Concerned The organization is obliged to identify all parties
parties whose actions affect the operation of the

occupational health and safety management system
and define the requirements that such partiesoare
meet. It is also essential to identify requirements
specify when they will apply and assess and
acknowledge conformity. Once adopted, the
measures are to be seen as mandatory.

Sample issues:

— mandatory requirements (principles) and
legislative rules (primary laws and implementing
acts),

— voluntary commitments by concerned parties
(whose adoption has been approved by the
organization).

—

Source: Author’'s work based ddccupational Health and Safety Management. BS OHS3881
moving to 1ISO 450Q1Rapport of International Register of Certificatedditors, Charted
Quality Institute, London 2014 and A. KowalkoiNprma ISO 45001. Systemy zatzania
bezpieczéstwem i higien pracy — wymogi i wytyczne stosowanRromotor”, 2014, no 12,
pp. 39-40.

In outlining the 1ISO 45001 guidelirfsone can note a close similarity to guidelines
applying to the management of other fields of qmwise activities. The ISO/CD 45001
standard offers a number of new requirements while not been seen in the existing
documents used as a basis for its drafting andhndnie insignificant for compliance with
ISO 9001. ISO/CD 45001 does not discuss the useroéctive or preventive actions but
rather refers exclusively to improvement measuféss should be viewed as part of the
concept of the uniform approach to improvement messsin other management systems
(applicable to quality and the natural environmeHR)wever, the adopted principles may
not be considered to be exactly the same as th&nsigs management guidelines
governing other fields of a business organizatioatgivities. The reason for the
substantial number of differences is that the rulesed to account for specific
requirements pertaining to individual fields of rmgement.

3.3. Benefits of employing principles of systemic amagement of occupational
health and safety

The implementation of systemic occupational heaitti safety management principles
is the most effective way to improve safety at warld modify worker behaviors and
consequently shape an organization’s safety climatk culturé’. However, to achieve

271SO/CD 45001pp. cit

28 K, Frick, Worker influence on voluntary OHS management systefreview of its ends and meayBafety
Science”, 2011, vol. 49, iss. 7, pp. 974-987; BnRadez-Muiiz, et alSafety management system: Develop-
ment and validation of a multidimensional scale of Loss Prevention in Process IndustriesQ720v0l. 20,
iss. 1, pp. 52-68, and A. Gérngarzzdzanie bezpiecZstwem pracy jako czynnik przewagi konkurencyjnej
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the desired results, the workers and the manageamehbccupational health and safety
experts need to join forces and make shared conant#h

By applying a system approach to occupational gatetvork based on international
standards, organizations stand to gain a numbbenéfits which will be enjoyed by all
parties affected by the standard’s requirementsuber of these benefits tie directly to
systemic measures. The systemic measures requira@law organizations

formulate their improvement policies thereby segtithe organization’s OHS-
related goals helping them to complete safety imgment tasks,

launch and complete actions based on the PDCA wepnent model which is
aligned with the improvement principles applying tmher fields of an
organization’s activities providing for more unagross management systems,
attribute a special significance to continuous iowements and the need to ensure
effectiveness thereby reducing the burden of aatsdend health issues at work,
proactively engage in improving the effectivenegsoocupational-health-and-
safety-related measures aimed at preventing irgjan ill health,

promote health education while treating training part of continuous
improvement crucial for the effectiveness of measur

take systemic measures, most commonly in the fofranointernal audit or a
management review,

adopt the necessary internal and external solutimalsapply measures to prevent
hazards and strenuousness accordingly to theirenatsuch measures should be
seen as facilitating systems integration,

address inconsistencies and the need to take imprewt measures on a
continuous basis — this too should be seen as atloomanagement system
integration,

make the management responsible for compliancelaith and other regulations
to which the organization has committed itself dbere,

view risk assessment as a pivotal issue determthiagffectiveness of continuous
improvement and the successful establishment efwafking conditions,

as part of ensuring readiness for proper respansmse of failures, take proper
action to prepare for emergencies and plan andiegsie emergency procedures.

Defined in the above manner, the achieved benafitsult from deploying
improvement measures in five key areas, i.e.:

the identification of internal and external issues,

przedsgbiorstwa ,Zeszyty Naukowe Politechniki Pozfekiej, Seria: Organizacja i Zadzanie”, 2009, no
54, pp. 15-25.

29 A. Gorny, Zarzgdzanie bezpiec#stwem pracy jaka.., op. cit, pp. 15-25 and J. Grabamoceduralno-
podmiotowy model zagdzania bezpieczetwem i higien pracy, in: J. Tabor (red.)/arzdzanie bezpiecze
stwem i higiep pracy. Techniczne, organizacyjne i ludzkie uwaowdnia bezpieczstwa pracy vol 3, pp.
178-196, Sekcja Wydawnictw Wydziatu Zadzania Politechniki Gstochowskiej, Cgstochowa 2012.

30 A, Goérny, Humanistyczne aspekty zadzania bezpieczstwem pracy ,Zeszyty Naukowe Uniwersytetu
Szczeabskiego, no 849, Studia i Prace Wydziatu Nauk Ekacanych i Zaradzania”, 2015, no 39, vol. 4,
pp. 43-56; A. GoérnyUse of Quality Management Principles in the ShapgNVork Environmentin: C.
Stephanidis (ed.), Posters Extended Abstractsrniatenal Conference, HCI International 2015 (pyt
~Communications in Computer and Information Scién@@15, vol. 529, pp. 136-142 af@ccupational ...,
op. cit
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— elimination of risk in view of the nature of threaind strain and the feasibility of
specific improvement measures,

— commitment on the part of the organization to compith relevant laws and
regulations,

- preparedness for an immediate emergency respormsguled by emergency risk
analysis and testing in simulated conditions bylypg emergency response
procedures.

The hierarchy of improvement measures should relemmonly applied guidelines
and be approved by the workers, their supervisord auditors. For their proper
implementation, the measures need to be precedempénational planning and proper
controls. Contrary to OHSAS, where the measuresseea as optional, ISO/CD 45001
stipulates them as mandatory.

The range of benefits described hereinabove isgdedi primarily to eliminate or
mitigate risks. Under OHSAS, many actions are ssegompulsory - these include the
need to apply a specific hierarchy of the measdesigned to reduce risks and improve
safety’! and the need for the political engagement of ta@agement in risk control. Of
particular importance in ISO 4500%4s

- risk management,

— ongoing risk assessment,

- measures aimed at preventing and/or reducing thadtof the existing threats,

- the need for verifying continually maintained cormapte of the occupational
health and safety status with legislative and otbguirements,

— safety oversight exercised during the performariatsourced processes,

- the application of assessment indicators to overfiee effectiveness of
occupational health and safety measures,

- the monitoring, measuring, analyzing and evaluatofgactions pertaining to
occupational safety improvements (in terms of effeness, current status and
trends).

The outcomes of the measures taken should be sdwmnefits derived from employing

systemic occupational health and safety manageimémprove worker health

4. SUMMARY

Once adopted, the international standard ISO 45@ilundoubtedly facilitate the
development of proper working conditions. Althougdving the standard in place alone
will not suffice to improve occupational safétythe standard may be viewed as a tool
enabling an organization to implement improvemevtide easing its integration with the
management systems that are already in pla@onsiderable similarities can be seen

3L A. Gorny,op. cit; A. Junewius, D. GelZinyteEmployees health and safety requirements and régatain
the European Union,European Integration Studies”, 2009, iss. 3, p§-85 and rozpogzizenie Ministra
Pracy i Polityki Socjalnej z dnia 26 wkzrea 1997 r. w sprawie ogolnych przepiséw bezpigstea i higieny
pracy; tekst jedn.: Dz. U, 2003, nr 169, poz. 16%0zm.

32 Occupational ..., op. cit

33 A, Gorny,Influence ..., op. citpp. 43-57 and K. Frickgp. cit.,pp. 974-987.

34 K. Frick, Ibidem pp. 974-987.

35 A. Gorny,Application of quality shaping methods in the werliironment improvement. A case of theoretical
frames ,Management Systems in Production Engineerin@14 no. 3(14), pp. 106-111.
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between OHSAS 18001 and ISO/CD 45001. Such simdarresult from approaching

OHSAS 18001 as a basis for drafting the 1SO stahdBine need for integration was a
central aim pursued by its authors driving change®ccupational health and safety
management systems. However, in many areas, thestaawlard proposes an approach
that is specific for the field of occupational hbaland safety. For instance, the
requirements concerning documentation and the afihig to keep records have been
placed in a single section and subdivided intalinee areas of:

— general requirements,

— principles governing the drafting and updating ofaments,

— control over documented information.

The above category encompasses not only documethteaords but also information
stored in e.g. smartphones, tablets or other eleictmedia, which brings the standard up
to date with today’'s technological advances. Byndoso, the ISO 45001 standard
accommodates the needs of contemporary enterprises.

Nevertheless, significant discrepancies need tmdted between the standard and
existing laws. The most substantial of them appedre the definitions of risk, workers
and the workplace. Such discrepancies will cemnaimequire elaboration and
interpretations to restore consistency betweestidnedard and the existing laws.
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ZARZ ADZANIE BEZPIECZE NSWTEM | HIGIEN A PRACY W WYMIARZE
MI EDZYNARODOWYM (ZGODNYM Z ZALO ZENIAMI NORMY ISO 45001)

Realizowane w przeddiiorstwie zarzdzanie bezpiechstwem i higien pracy
wymaga wprowadzenia a ngshie doskonalenia rozgiaan pozwalagcych wyeliminowa
lub ograniczy negatywny wptyw zage@n i ucigzliwosci na zatrudnionych. Zazwyczaj
stosowane w tym celu rozgwania oparte g na zasadach systemowego zdeania,
wykorzystupcych tle ciggtego doskonalenia, tym samym uitiwiajgc realizacy zada
na coraz wyszym poziomie jakéciowym. Efektem podejmowanych dzidtgest uzyskanie
zgodndci z potrzebami i oczekiwaniami zatrudnionych, wzaaych za wewgtrznych
klientdw realizowanych proceséw. W podejmowanychaldniach pracownicy magby¢
traktowani zaréwno jako ich adresaci oraz weryfikay ich skuteczrizi.

Ksztaltowanie bezpiecznych i higienicznych warunkdmykonywania pracy w
przedstbiorstwie nierozerwalnie zwtane jest z konieczhoig podgcia dziata
doskonadcych, shigcych eliminacji lub ograniczeniu negatywnego odiymiania
zagraen i ucigzliwosci na zatrudnionych. Analogiczne uwarunkowania wysg podczas
stosowania wymagasystemowych.

Pomimo stosowania jednolitych zasad systemyagaemia ranig sic w istotny sposob,
czego skutkiem jest trudédmowienia o maliwej catkowitej spojnéci systemow. Kady
ze stosowanych systemoéw, obejguyich adekwatne obszary dziélarganizaciji zazwyczaj
funkcjonuje jako niezalmy system z wilasn struktuy zarzdzania. Nie zmienia tego
podejmowanie préb integracji systemowedicej najczsciej przypisaniem do jednego
systemu wymagapozwalajcych przyjc, ze obejmug réwniez inne obszary dziatalgoi.

Wskazywane trudrigi traktowane s jako jedna przyczyn opracowania normy ISO
45001, Rkdacej midzynarodowym standardem zgiizania dotycgtym bezpiecagstwa i
higieny pracy.

W opracowaniu wskazano na istotne powody rozwijasiandardu 1SO 45001
(okreslajacego zasady stosowania systemowego sdaemia bezpiechstwem i higien
pracy). Opisano podstawowe wytyczne doigez opracowywania systemow zauzania
bezpieczastwem pracy oparte na normie I1SO 45001 oraz wymagagodne z
wytycznymi OHSAS 18001 i MOP, stosowanymi w celu maxnienia znaczenia
systemowego zagdzania bezpiecistwem i higielg w przedsibiorstwie.

Stowa kluczowe:zarzdzanie bezpiecistwem i higieg pracy, normalizacja, ISO 45001.

DOI: 10.7862/rz.2015.mmr.55

Tekst ztazono w redakcji: padziernik 2015
Przyjeto do druku: grudzie2015



MODERN MANAGEMENT REVIEW 2015
MMR, vol. XX, 22 (4/2015), pp. 89-100 October-Deosber

Mateusz GRZESIAK?

E-BRANDING vs. TRADITIONAL BRANDING

Television, radio and press for many years reigsiggteme in the marketing market,
and made it possible to reach out effectively teide audience. However, we are now ob-
serving a decreasing effectiveness of traditionaht of brand communication (communi-
cation through TV, in the press, on the radio otthxy use of outdoor advertising). Young
audiences - representatives of generations Y anexpect a completely different message
from their parents or grandparents. They requineeasage to be as interactive as possible,
as well as personalized, and they have much less itr traditional forms of advertising.
This all means that the importance of e-brandingoisstantly growing. The objective of
this article is to describe the traditional wayscodating brands and of brand management,
and to compare them with e-branding, taking intooaat the characteristics of forms as
well as the most common distribution channels aagisaof formulating messages. Tradi-
tional branding and e-branding are here discusdate wemaining in the context of pur-
chase choices, made by representatives of speeifierations. Moreover, the article points
to important differences in both described form&@nd creation, as well as - based on the
newest examples of image campaigns and advertfeindhousehold names proves e-
branding to have greater effectiveness in the copéeary world. This is happening be-
cause e-branding gives far greater possibilitieestéblishing personal rapports with cus-
tomers, which is of great significance; but whatven more essential, as those from gener-
ation Z expect fully personalized announcements, il start to dominate the market.
Keywords: branding, e-branding, traditional branding, bram@reness, creating a brand.

1. INTRODUCTION

Over the past decades TV, press and radio havweedl@dvertisers to reach the mass
consumer, providing them with a controlled mess&yél into the 1990s, a one-way
marketing communication was applied - a brand Ugualilt its image and its value
through announcements directed at consumers viargss, television, radio or through
traditional outdoor actions: on posters, billboaodsleaflets. However, at present, in a
world dominated by new technologies, the effectesmof traditional announcements is
decreasing. According to the McKinsey survey, tfiectiveness of a TV commercial in
the USA is now estimated as on the level of oneltbf the results that were achieved
only 20 years agéThe Ehrenberg-Baas Institute for Science Marketiag conducted a
survey showing that only every sixth advertisentgntdcast on television is remembered
and correctly associated with the brand six dater afansmissioA.The audience of the

1 MD Mateusz Grzesiak, a PhD student in the Depantrof Consumer Behaviour Research, Institute of Man
agement, Warsaw School of Economics, ul. Mad&lego 6/8, 02-554 Warsaw, Poland,
e-mail: mg@starwayinstitute.com

2. Kall,Branding on smartphone. Brand mobile communicatidfulters Kluwer SA, Warsaw 2015, p.11

3 Ibidem,p.11.
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largest TV statiorfsis also dwindling, as well as the average timensje front of the
television over twenty-four hours falling, espelsiah the youngest age groups of TV
users> Customers demand the ability to interact, whickvig/ besides traditional brand-
ing, e-branding is increasingly appearing. Effezttommunication requires that the brand
is present in networks - as the research showggtrenue growth of businesses that use
social media while communicating with customers iguarter higher than in the case of
companies which do not use thmCommunicating brands online allows interactivity
which makes it possible to collect feedback onrtaetion to the produced message, and
gather opinions of products, activities, servicEge Internet facilitates communication
with the online brand-consumer, enabling instafdrimation sharing and a response to
new emerging circumstances. Currently, the potewstistomer develops their opinion
about the brand, assesses its credibility and famsepinion whether the brand inspires
confidence primarily on the basis of its image lom internet.

2. TRADITIONAL BRANDING

As shown by Elliot and Percy a brand actually exatly in the mind of the consum-
er, and therefore its management (branding) istheagement of one’s perception. The
brand is the entire range (not only the name, tradlk, graphics, etc.), which seeks to
assure buyers of something unique - either iniis, autility or symbolically, and thus
influence the selection process by offering moenth ‘no name’ product ", i.e. one that
does not have a clearly defined brédnd.

The aim of both traditional branding and e-brandsf

a) Providing information about the brand

Branding messages addressed to recipients hawartheot only to sell, but to make
the same brand marketable by providing informatibaut its usefulness.

b) Branding

Since people generally prefer what is known, thet Step in building a brand image is
to build awareness of it among its consumers.

a) Consumer involvement in a relationship with therigra

The purpose of branding is to create parallelfi¢dine between the brand and receiv-
er, which makes the brand become more attractesirable, worthy of recommendation
in the recipient’s eyes and the recipient, themfsince the brand corresponds to his fan-
tasies, becomes loyal to her.

4 According to a study by Palmieri and Lee it showleat in the years 2010-14 the audience of fouyelsir
television stations in the United States decreassd 21% in the age group 18-49, source:
http://www.bloomberg.com/bw/articles/ 2014-05-15tvinetworks-fight-with-netflix-miniseries-revivala¢-
cess: 14.10.2015).

5 M. Potfowianiuk, Television has no futuresource: http://www.spidersweb.pl/2015/07/telewigja-ma-
przyszlosci.html (access: 14.10.2015).

6J. Kall,op. cit.,p. 167.
" Por. J. Kallop. cit., p. 16.
8J. Kall,op. cit.,p. 28.
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3. TRADITIONAL BRANDING FEATURES

The main distinguishing feature of traditional biang is a one-way communication
channel with the customer. A narrow elite of braeslers define the content of the mes-
sage. Also linked to this is the monopoly of tramtitl media communications. In princi-
ple, in transmissions of this kind there is no pléar content created by consumers, not
counting those that pass the verification stagehkysender (for example on letter pages
in magazines). A high cost of access to marketoudstis associated with this and as a
result it confines access to a limited group ofdoicasters.

4. DISTRIBUTION CHANNELS

Traditional branding uses specific channels of camication: television, radio, press
and outdoor advertising. Among traditional waysadnding may also be included spon-
sorship activities and organization of events antergainments.For years’ traditional
media were successfully used in the process otiogea brand image. Globally, today
the most often used medium in marketing is telemiswhere market shares are 40%,
followed by promotion in the press (magazines aspapers) - 25% of global advertis-
ing budgets? Although in the last decade a considerable outftdviunds towards new
media has been observed, traditional marketingagtilounts for almost 78% of the budg-
et spent on advertising campaigisBroadcasters happily use traditional channels of
communication, in particular when branding is addesl to the older generations.

1. Personal recommendation

Personal recommendation is the most effective tyfemarketing. This concerns in
particular the recommendation of friends. Reseatubws that 90% of consumers trust
other people’s recommendatiot{dn the traditional range of marketing tools it dam
found, among others, as buzz marketing. Its rote ir®ach out to the recipient with direct
communication, which takes the form of "spontanéesasommendation. The aim of this
strategy is to create a “noise" around the prompteduct, service or perséhAn exam-
ple of such activities in the traditional form cdlle sending free products to volunteers
(who then share the experience with friends) atifig a star celebrity who will become a
brand ambassador, supporting the brand with tiveirimage. Nevertheless, still the most
effective form of marketing is friends’ recommeridas.

2. Out-of-home commercials

Creating images for OOH (Out-Of-Home) advertisisgone of the most dominant
tools of traditional branding. In Poland the momsggnt on outdoor campaigns for several
years has remained at a similar level — in 2013241d} it amounted to 450 million zlo-

9 J. Krélewski, P. Sala (red§-marketing. Contemporary trends. Starter Pack, PWidrsaw 2014, p. 13.
10, Kall, op. cit.,p. 194.

1 |bidem,p. 15.

12 |pidem,p. 17.

13 G. M. ThomasBuilding the buzz in the hive mindpurnal of Consumer Behavior”, vol.4/2004, p. B4~
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tys14This implies an ability to reach preferred groupsmarily urban residents, where
the use of outdoor advertising is rampant. This, toiobOOH advertising, allows a flexible
adaptation to the target audience, by taking irtcoant the criteria of the territory (a
specific city, region, state, but also for examalethe private universities in the coun-
try).The message coming from outdoor advertisirguées primarily on an image, so that
the advertiser can determine precisely the imagaeobrand, promoted by the advertise-
ments. A unique feature of outdoor advertisingssrievitable contact with the content by
the recipient. It is not possible for the recipiant to perceive the communication flowing
from the media, so inadvertently they memorizelit@adcasted message. Apart from its
traditional form, outdoor advertising can still bsed in innovative branding campaigns.
An example of this is the campaign for the IBM 20ttt used copyrighted elements of
industrial design (e.g. shelters to protect pedewrfrom the rain, benches) to place the
brand logo, thus giving it an association withdmation and user-friendliness.

3. The internet as the dominant communication channel

Technological development is ensuring that wheratarg a brand image, a greater
and greater part of the potential target messagipieats are Internet users. Especially
among the younger generations, it is the dominantnsunication channel. Currently in
the European Union, over 70% of people use therdate of which 47% do so via
smartphones and tablets, with the Internet corlgtahhand® The same thing is happen-
ing in Poland: 63% of Poles use the Intethahd 71.9% of households have access to the
network. Nearly two-fifths of Poles (39%) also hareaccount in social medi.

Mindshare Poland research has determined that Boéewl every da¥

a) 3-4 hours in front of a laptop

b) 3 hours in front of a computer

¢) 2.6 hours on a smartphone

d) 2 hours in front of a TV

e) 1.6 hours in front of a tablet

These data allow us to notice a huge differencinéntime spent on television com-
munication (2 hrs. per day) and online messagetotai on all devices with internet ac-
cess — 12.2 hrs. per day).

In developed countries - the US and the UK — okerpast five years the amount of
time spent on mobile devices has increased seweesi? Devices with network access
have a significant advantage over traditional méwievision, radio, press).

¥ IGRZ report on the results of OOH advertising in Ildw in 2014, source:
http://igrz.home.pl/Raporty/2014%20RAPORT%20ROCZRMGRZ.pdf (access: 10.14.2015).

15 D. Kiefaber, IBM's Outdoor Ads Actually Try to Be Useful and MalCities Bettgr source:
http://www.adweek.com/adfreak/ibms-outdoor-ads-altyttry-be-useful-and-make-cities-better-150091c- (a
cess: 14.10.2015).

16 S, Trzeciak, Public image on the web. Who areigdhe network ?, Helion, Gliwice 2015, p. 23.

7 The Communication Research CBOS No. 82/2014, rleter users in 2014, source:
http://www.cbos.pl/SPISKOM.POL/2014/K_082_14.PDEd@ss 14.10.2015).

18 The Communication Research CBOS No. 82/2014, reter users in 2014, source:
http://www.cbos.pl/SPISKOM.POL/2014/K_082_14.PDEdessed 14.10.2015).

¥ Por. J. Kallop.cit.,p. 75.
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Because of this trend, consumers’ decisions ar iatyeasingly made based on in-
formation available on the Internet; users cheakdgaand services on online forums, they
rely on friends’ recommendations, review the adddachannels of brand information on
social media.

5. E-BRANDING AND ITS FEATURES

E-branding, like traditional branding, aims to ¢eea specific brand image, but to cre-
ate it and manage it by using the tools and oppiiits offered by the internet. It has the
same objectives as traditional branding but botinfoare different in many aspects. E-
branding, unlike traditional branding is characed by:

a) Constant presence

Traditional forms of marketing communications swch TV advertisements, in the
press or on leaflets constitute an instantaneowgsage. Communication on the Internet is
constant; all the contents are constantly on websit social media profiles. They can be
reached by every internet user from anywhere invthdd. The cost of an online pres-
ence, as opposed to the traditional forms of brami small, especially considering its
stability.

b) Interactivity

Communication conducted on the internet allows side of the communication (ra-
dio advertising, television speech) to interactwitie customét. Social media users can
follow the channels of individual brands, they &spt informed about the activities of
their favourite brands, have the opportunity to gakstions, evaluate, provide feedback
on products and services so that businesses aidndis can react more quickly on user
ratings, and then match up their actions and bransiirategies to the needs and expecta-
tions of their customers.

c) Speed

Image campaigns in the traditional media (TV, presgdoor advertising) require
more regular planning in advance. Also, public tietes and media relations need time.
Building long-term relationships with journalistskes many months. On the Internet it is
possible to have an effect immediately and anyrinfdion sent over the network (a new
post on a blog, newsletter, a new post on sociaiaheoes to the audience right away.
What's more, attractive messages spread throughetirk itself, thanks to the possibil-
ities of copying, sharing and forwarding contént.

d) Constantly expanding audience

We are seeing a gradual decrease in the numbeadifional media consumers, for
example TV or the press. Meanwhile, the numbemtdrhet users is constantly increas-
ing.

e) Build trust

In traditional communication cases the range obmamendations of satisfied or dis-
satisfied customers was limited. Currently, the hamof reached consumers expressing
their opinions is much bigger, and as a resulthid, tany recommendation or negative

2 |bidem p.77.
21 S, Trzeciakpp. cit, p.25.
2 This is so called viral marketing.
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message can have a huge impact on the percepttbe bfand, and of creating its image.
The Internet and especially social media allow comsrs to organize themselves into
strong pressure groups, which can promote the Hrahdlso destroy them. That is why it
is so important in e-branding to ensure the creatiba community around the brand,
building trust, caring for loyal customers and Imavbrand ambassadors, who in the event
of a crisis may spontaneously help to provide brugmport.

6. E-BRANDING DISTRIBUTION CHANNELS

1. Social media

Channels on social media are now widely used innsonication. Their advantage is
the possibility of interaction between users aradlitand, but also the creation of relation-
ships between supporters of the brand. DEI WorldwRsearch and OTX have shown
that 70% of consumers use social media to searchflarmation about companies and
their offers. 20% of them make purchase decisiamswuch information. According to
research conducted by Synapse, customers who befttands or fans of a brand on
Facebook are more loyal, and spend more on shogharg other custometféTracking
your favourite brands on social media is becomirgyéasingly popular. Four out of ten
representatives of generation Y using social netimgradd to their favourites a brand’s
page; among generation X the figure is 31%, anepfesentatives of the post-war baby-
boom generation - 27%. Users want to be up to dateow what is currently happening
with a given brand. Representatives of generationstead of an ad expect the brands to
create exciting services and offer access to spedsmntent?

2. Content marketing

The growing importance in branding gains of conteatketing. The creation and dis-
tribution of high-quality information is one of thmost effective marketing strategies in
creating a brand image. Presenting professionafraedcontent favours perception of the
brand as being reliable and professional.

3. Websites

The website is the most important flagship of anralts high visibility and easy
availability increases reliability and customerdlimgness to purchase services or prod-
ucts?® In mechanisms for research positioning, websitespaced higher than social
media as results on Google; this is why having hsite is so crucial for a brand. Addi-
tionally, positioning mechanisms promote pages timattain words related to a search
(for example, when searching for the word “coachingt only results containing the
single word coaching, but extensive substantiveterdnare placed higher), as well as
being user-friendly services, that are clear, pansnt and have a mobile vers#Sn.

2 Online branding- the need for new strategies, source: http://waigomedia.pl/online-branding-potrzeba-
nowych-strategii (access: 14.10. 2015.).

24], Van den Bergh, M. Behrer, how to create brahds love generation Y?, Samo Sedno Edgard, Warsaw
2012, p. 38.

2 Online branding - the need for new strategiesycuhttp://www.migomedia.pl/online-branding-potrze
nowych-strategii (access: 14.10. 2015.).

26 B, Mazurkiewicz role of opinion leaders in infornecammunication, "Marketing and Market" No. 11/20/p438.
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4. Buzz marketing

The terms "buzz marketing", “viral marketing", "vébof-mouth marketing”, "evange-
list marketing" and many others are sometimes ugedchangeably. Currently, a signifi-
cant part of recommendation communication takeseptaver networks, which is why
brands so observantly follow opinions as they app@asocial media. Research shows
that 43% of teenagers aged 15-24 recommend theiidfs to try a brand. Buzz marketing
in generation Y has a huge impact on consumer idesis up to 60% of people manage
to convince another to try a product for the fiiste 2

7. BRANDING AND E-BRANDING IN THE CONTEXT OF CHOICES M ADE
BY THE GENERATIONS

1. The silent generation

Variously called the silent generation, depresgjeneration, the swing generation or
traditionalists. People born in the years 1928-194& children of World War Il and the
period of the Great Depression, the nickname "silezfers to the conformist attitude,
showing a big difference between them and the ymtession of their beliefs of the next
generationg® They value savings and ethics in business, arithpartant value for them
is social security and family ties. They rely ooyen, trusted products and services. Their
preferred communication channels are radio, tal@vjdillboards, magazines, traditional
mail and meetings with expers.

2. The post-war baby boom generation

This describes people born in the years 1946 td 1j06t after the end of World War
Il. Other names of this generation are the loveeggtiion, Woodstock generation, baby
boomers and the sandwich generation. They grewn @pgeriod of economic growth, so
did not have to be afraid of unemployment. Theygef greater freedom, leisure, and
thus they are more flexible and easier adaphey are characterized by a need for self-
sufficiency. The representatives of this generati@ne the creators of the first personal
computers and mobile devices. They appreciate ithai@lity, freedom and live according
to their own rules. Their goal in life is prospgrigood health and happiness. They have
less trust in authorities. Television is still thain and preferred medium of communica-
tion but they also benefit from the internet, thibugse it mainly for the development of
society; to a small extent they use it as a toaujport decision-making processes when
it comes to and selecting a bréhdnd purchasing.

27]. van den Bergh, M. Behrap. cit.,p. 53.

2 |bidem, p. 22.

2 K. C. Williams, R. A. PageMarketing to the Generations]Journal of Behavioral Studies in Businesapril
2011, p. 3, source http://www.aabri.com/manusadtips75.pdf (access: 14.10.2015).

30 M. McCrindle, D. HooperGeneration Y. Attracting, engaging and leading & generation at worksource:
http://avpma.ava.com.au/sites/default/files/AVPMZAbsite/resources/5.2%20Generation%20Y%20-
%20Attracting,%20Engaging%20%26%20Leading%20a%2M2dGeneration%20at%20Work.pdf  (ac-
cess: 14.10.2015).

31K, C. Williams, R. A. Pagegp. cit.,p. 6.
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3. Generation X

Generation X consists of people born in the ye@851to 1979; they are also called:
baby busters, a lost generation, the invisible geimn, the "why me” generation. They
began their careers in the early 90s of the twdntentury, during the recession, mass
layoffs and economic transformation. They are otter&zed by great individualism and a
general pessimism. They are interested in makingeynaising the rule of "buy cheap, sell
expensive." Inclined to believe to a much greaiterd than any other generation in the
truth of advertising, they perceive TV commercials attractive’? Television is their
preferred communication channel, but they alscthisénternet to educate themselves and
obtain information about products.

4. Generation Y

This consists of people born between 1980 to1986fitst generation growing up in
the era of the new millennium. Otherwise called Mi#dlennium generation, the Why
Generation, Net generation, or the generation oforks. They have a lot of knowledge
about marketing, as advertising and media haveraganied them since birth, and be-
cause of this they are relatively resistant to dibing messages. New technologies are of
great importance to thefi.Representatives of the generation Y have: envieotai
awareness, a distrust of the media, make intenseeof electronic media, have aware-
ness of global trends and use the Internet in ngakipurchasing decisicf Generation
Y, on the basis of research conducted mainly inlh#ed States is now considered the
largest market segment in the world, and its spengower is constantly rising. At the
same time the results of the research show tha¢i@gon Y does not tolerate bad experi-
ences with brands; all negative situations can idiately lead to great loss of trust and
loyalty. For Generation Y brand authenticity is wénportant, and its integrity and hon-
esty - only these provide the potential opportunityfong-term consumer loyalty to the
brand® At the same time the results of the research stiat Generation Y does not
tolerate bad experiences with brands, all negaitwations can immediately lead to a loss
of trust and loyalty. For Generation Y very impaittégs brand authenticity and its integrity
and honesty - only they provide a potential oppatyufor long-term consumer loyalty to
the brand®®They use the television selectively, focusing esitlely on programs dedicat-
ed for them. A new, emerging distribution chanral this generation is product place-
ment in computer gamés.

2], van den Bergh, M. Behramp. cit.,p. 22.

33 |bidem,s. 22

34 P, PaulGetting inside Gen,YAmerican Demographics”, no. 23(9), p. 42-49.

35 E. Gohb-Andrzejak Loyalty in the information society ohet example of "Millennials", "Marketing and
Market" no. 11/2014, p.13.

36 ], A. Parris)s your self-service Millennial friendly?Speech Technology”, January/February 2010, source:
http://www.speechtechmag.com/Articles/Column/Ins@igsourcing/Is-Your-Self-Service-Millennial-
Friendly-60407.aspx (access: 14.10.2015)

S7K. C. Williams, R. A. Pagegp. cit.,p. 9.
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5. Generation Z

This generation includes all born after 1996, alalbed the iGeneration, not only due
to their attachment to iPods, iPhones and iPadslsot because of their great need for
individualization. Personalization of communicatisrthe basis of thinking of this gener-
ation?8

8. TRADITIONAL BRANDING, E-BRANDING vs. BRAND AWAR ENESS

American research shows that online advertisingeases spontaneous brand aware-
ness by 4%, while research in Germany for MSN, ootetl by The European Interactive
Advertising Association, has revealed that compatiat advertise on the Internet in-
crease their range by an additional 18% contrast, the results of "The Branding Value
of A Search's Page One" from 2012 reveal that thetmignificant increase in building
brand awareness, as much as 30%, occurs when d apgears simultaneously in the
organic results in a search engine and the reshite/n on the first screen without scroll-
ing. 4°

1. McDonald’s

As an example of the effectiveness of e-brandingghenore effective compared to
traditional branding, we can look at the sandwiclvestising campaign conducted by
McDonald's in the UK. A transfer of 20% of the batiffom off-line advertising to online
advertising resulted in a 13% increase in produaraness. If this 20% had been spent
on traditional media, the increasing awarenesheptoduct would be only 29b.

2. Pepsi

Pepsi followed a similar path. In 2010 they abamdbtraditional advertising during
the final Superbowl match, and funds to an amodir§ 20 million were spent on a big
public campaign, the Pepsi Refresh Project. Thegted a web platform for the promo-
tion of local projects which required funding. Egahatform user could create an account
on the site and upload a video of their own projectiecting votes from other users. The
winning projects received funding to the amount600-25,000 dollars. Because users
gave their votes to the projects they found mastrésting, Pepsi could better understand
the needs and preferences of their audience. Tindtias of the Pepsi Refresh Project
involved well-known the American actress, star bé TV series "Desperate House-
wives”, Eva Longoria, supporting the project fore thon-profit organization Address
Contra El Cancef The project Pepsi perfectly tied in with the expéons of generation
Y, and was a good alternative to traditional adsiry, of which this generation is wary
and it engaged users, meeting the criteria of actérity.

38 J. van den Bergh, M. Behrer \op. cit., p. 24.

% Online branding — need of new strategiesurce: http://www.migomedia.pl/online-brandingsaeba-
nowych-strategii (access: 14.10. 2015r.).

4 lbidem.
“! lbidem.
42J, van den Bergh, M. Behrer Mop. cit., p. 45-46
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3. True Blood

The premiere of the third season of the TV serigsé Blood", produced by HBO, as
opposed to the previous series, was promoted oméheork. The campaign was ad-
dressed to network users Flixster film, and on &tgrion mobile devices. Touching the
screen while browsing caused an imprint of a bloodyk on the screen, and subsequent
blood dripping down the screen. Then appeared adragncouraging the viewer to see
the trailer for the new season of the show. Theveiship of the third season of "True
Blood" increased by 38% compared to the previoasme® This may be related to the
fact that the advertising met the criteria of inaten, as well as, by using the mobile
channel, it went to the representatives of the Megation, which uses much less televi-
sion.

4. Nike

In 2004 sportswear manufacturer Nike developedpgii@ation for runners, Nike +,
which after downloading it on your smartphone eadlihe consumer to store information
about each training session, and publish it onstteenikeplus.com. The technology was
in sync with iPods and iPhones. The site nikeplrs.aisers could benefit from specific
training programs, compare achievements and comp#teother users. Through Nike +,
Nike increased the company's turnover - with tH8% market share of the athletic foot-
wear rising to 61% within two years. Thanks to thésvice many users convinced them-
selves of the brand and its produ®t$he success of the image campaign was associated
first with the fact connection to a different braly many considered to be a cult, that is
Apple. Secondly, not without significance was thetfthat it provided users with a free
application, and the possibility of sharing reswitisich has helped build a community
around the brand.

9. VISIBLE TRENDS AND FORECASTS FOR THE FUTURE

These examples give reason to believe that thel tagray from traditional branding
for e-branding will continue. Comments by genernagiy and Z show they are not able to
be attracted by the traditional image campaignsetavision, newspapers or radio. It is
related in particular to the fact that the generatt and Z are focused on new technolo-
gies; what is more generation Z does not knowithe tvithout using the Internet, and the
network is their basic medium from which they gefiormation about the world. It is
generations Y and Z that are now the largest comsunarket brands.It seems that in the
framework of e-branding the trend towards mobilgeatising will strengthen, addressed
to users of smartphones and tablets. With eactingagsar the lifetime of these devices
increases for consumers, so mobile advertisingreach them at all, at any time - while
watching a show, traveling by public transport bogping. E-branding also gives much
greater opportunities to establish personal relatigps with customers, which will be of
great importance when the generation Z, depending folly personalized messages, will
dominate the market.

437, Kall,op. cit.,p. 129.
4 Ibidem,p. 35
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10. SUMMARY

Network media and social media have become thegpyirsources of knowledge
about brands and products for many consumers. alseyplay a key role in the discovery
of new brands through recommendations from frieadd unidentified network users.
Nowadays, the creation of a brand campaign is notigh. The real driving force of a
brand today are loyal consumers, people who areamelre of a brand and are eager to
use its products or services. Opinions and recordatems of friends can have a far
greater impact on consumers' decisions than adiregtiA good reputation has always
been important for the image of a brand, but nogv diwners of the brands have little
effect on the nature of comments on their prodaat$ services in the network, so hence
the thinking that the image is so important. A sgrdorand has a bond with the consumer
and makes an interesting offer. Marketing actisitid brands should arouse interest and
stimulate positive opinions about the brand, egtlyodbn the networks.
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E-BRANDING A BRANDING TRADYCYJNY

Telewizja, radio oraz prasa przez wiele lat niepelde panowaly na marketingowym
rynku i pozwalaly efektywnie docietado szerokiego grona odbiorcoéw. Jedreakbecnie
obserwujemy spadek skuteczootradycyjnych form komunikacji marki (poprzez kam-
katy w telewizji, na tamach prasy, w rozgach radiowych czy z wykorzystaniem reklam
outdoorowych). Mtodsi odbiorcy — przedstawiciele&kplenia Y i Z — oczekuj od komuni-
katow czegé zupetnie innego niich rodzice czy dziadkowe. Wymagapby przekaz byt
mozliwie jak najbardziej interaktywny i zindywidualis@ny oraz maj znacznie mniejsze
zaufanie do tradycyjnych form reklamy. Wszystkspoawia,ze znaczenie e-brandingu sta-
le rasnie. Celem niniejszego artykutu jest proba opisarsdycyjnego sposobu kreowania i
zarzdzania mark oraz poréwnania go z e-brandingiem, uwdgiajc cechy obu jego
form, najczstsze kanaly dystrybucji, a tak sposoby formutowania komunikatéw. Trady-
cyjny branding oraz e-branding oméwione zastajkontekicie wyboréw zakupowych do-
konywanych przez przedstawicieli poszczegolnychegaaji. Artykut wskazuje ponadto na
istotne ré@nice w obu przedstawionych formach kreowania maakiake — w oparciu o
najnowsze przyktady kampanii wizerunkowych i rektamych znanych marek — dowodzi
wigkszej skutecznii e-brandingu we wspotczesnyéwiecie. Dzieje si tak dlategoze e-
branding daje o wiele wksze maliwosci nawiazywania osobistych relacji z klientami, co
juz ma due znaczenie, a stanie $eszcze istotniejsze, gdy pokolenie Z, oczet@jpeinej
personalizacji komunikatow, zacznie domindéwe rynku.

Stowa kluczowe:branding, e-branding, branding tradycyjgwiadoma¢ marki, kreowanie
marki.
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CULTURAL CONDITIONS FOR INDIVIDUAL AND
CORPORATE ENTREPRENEURSHIP DEVELOPMENT

The article focuses on characterizing the two kisfdantrepreneurship — individual and cor-
porate. Their development is the result of a coatlmin of various factors, dependent — both — on
the internal (subjective) predispositions of patic individuals who themselves conduct busi-
ness activities (individual entrepreneurship) amel persons realizing entrepreneurial ventures
(corporate entrepreneurship), as well as on therredtconditions determining the rate of entre-
preneurship development and influencing the effentiss of this kind of activities. In the study,
the subject of the in-depth analysis is the is$uiltural conditions for individual and corporate
entrepreneurship development. The authors of therpdraw the attention to the fact that the
analysis of entrepreneurship (both — theoreticdlempirical) cannot disregard its connection to
culture, which creates solid foundations for angnlan activity, including entrepreneurial activity.
Entrepreneurship is a social process which is glyatetermined by culture. It depends on pat-
terns and the values that are shaped historicaltii®level of a family as well as local communi-
ties. J. Schumpeter indicated that entrepreneudshiplopment requires a favorable social cli-
mate. Presently, cultural conditions are considévdahve the fundamental role in the develop-
ment of all types of entrepreneurship. It is emjzeaisthat entrepreneurship is deeply rooted in
and completely shaped by culture. Hence, the aralyentrepreneurship (also individual and
corporate ones) cannot disregard its relationsltare.

Keywords: entrepreneurship, individual entrepreneurship, a@te entrepreneurship, or-
ganisational culture

1. INTRODUCTION

Entrepreneurship is a multidimensional phenomendrich can be analysed at the
level of individuals, groups, organisations as vesllregions, countries and economies. In
each case, the analysis of entrepreneurship césimatld not) fail to take into considera-
tion its connection to culture. Hence, as a sqai@nomenon, it requires the research that
exceeds economic, formal, legal, technical, etadimns. It should take into account
cultural context and the relations in working greusince in each case, entrepreneurship,
independently from its type, “occurs” in a spedfieultural context. Culture constitutes a
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basis for its creation and development; it is aidg force for human entrepreneurship.
Although it is a very significant aspect, it is redsy to analyse. That has been empha-
sised, inter alia, by t. Sutkowski, who claims thatganisational culture is a term that
constitutes foundations, but simultaneously, aefws humanities and social sciences’

The subject of the paper is the issue related écsinificance of organisational cul-
ture for the development of individual and corperantrepreneurship. There have been
discussed the nature, functions and the signifieaofcorganisational culture. There has
been also emphasised its role in the process mf@eneurship

2. THE NATURE AND THE SIGNIFICANCE OF ORGANISATION AL CULTURE

Organisational culturfgs a notion that has many various definitforsccording to the
narrowest conceptualisation, it is ‘certain behawjstandards and values of a particular
individual [...], usual way of thinking, feeling aratting — shared, adopted and assimilat-
ed by employee¥’ The selected definitions depicting the natur@rgfnisational culture
are presented in Table 1.

Table 1. The definitions of organizational culture

Author Organisational culture is:
£. Sutkowski a learned product of group experience, which baseslues,
standards and cultural patterns that ensue from the
E. H. Schein a pattern of shared basis assumption that wasdddmya group as

it solved its problems of external adaptation artdrnal integra-
tion, which has worked well enough to be considenadidi and,
therefore, to be taught to new members as thecatomaey to per-
ceive, think, and feel in relation to those proldem

M. Kostera a set of prevailing values and standards of belawbaracteristic

5t. Sutkowski,Ewolucjonizm w zagglzaniu. Menetkrowie Darwina,PWE, Warszawa 2010, p. 71.

& The present article has been prepared in conmegiit the realisation of the projeRecruitment for Effective
European Cultural Workforce Diversity — REDIVigalised by Danmar Computers within the scope ef th
project Erasmus Multilateral, under the directidnTbe University School of Management and Induktria
Studies in Porto, in partnership with Rotterdamdatiof Management and IESE Business School. The pro
ject in question is aimed at analysing intercultdifferences in the management process, partigylar the
stage of recruitment, and indicating significanpexts of increasing the effectiveness and satiefadtom
working in diversified cultural environment.

" The term “organisational culture” itself was prbbaused for the first time by E. Jacques, who e@sducting
research in the factory Glacier in 1940s. The caltperspective at the macro-social level served as
a variable that enabled the explanation of the @winand social problems of colonial countries. ldaer, its
permanent place in management sciences organiahtiolture gained in 1980s — 1990s. This movement d
veloped owing to the influence of the internatiooaiparisons of working processes in the USA apdida
source: k. SutkowskKulturowa zmienné organizacjji PWE, Warszawa 2002, p. 53 and the following.

8t is not an easy task to define organisationdlice. E. H. Schein comments on this problem inftliewing
way: ‘generally, everybody agrees that “it” (whishcalled organisational culture) exists and thas iim-
portant in its effects, but when we try to defihewe have completely different ideas of what 1&". E. H.
Schein emphasises that the problems with definnggrosational culture can ensue from various caiego
that are used to explain its nature, e.g.: 1) groums; 2) espoused values, formal philosophyu®srof the
game; 4) climate; 5) embedded skills; 6) habithifiking, mental models and linguistic paradigmssfared
meanings; 8) formal rituals and celebrations — e®uE. H. ScheinQrganizational Culture and Leadership,
John Wiley &Sons Publisher, San Francisco 2004, pp. 12, 13.

8 M. Czerska, Kulturowe uwarunkowania przegbiorczoici w badanych przedsiiorstwach, [in:]
JPrzedsgbiorcza¢ — natura i atrybuty”, K. Jaremczuka, ed., PWSZambbrzegu, Tarnobrzeg 2012, p. 219.
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of a particular organisation, underpinned with aissumption on
the nature of reality and which is manifested iefacts (external,
artificial culture creations)

K. Bolesta - Kukutka unwritten code of values, patterns of organisatibe@aviour,
symbols, attitudes and orientations of organisapanticipants,
which is deeply embedded in organisational cultur@ passed on
from generation to generation

J. Kisielnicki a set of the elements that are crucial for thetfanmg of an
organisation, e.g., artefacts, values, norms, paffan organisa-
tion, which are formed by: employees, traditiond &re environ-
ment

G. Hofstede a specific “intellectual refinement”, which is mésted in educa-
tion, art and literature

Source: t. SutkowskiKulturowa zmienn@* organizaciji,op. cit.,p. 58; J. KisielnickiZarzzdzanie.
Jak zarzdza® i by¢ zargydzanym,PWE, Warszawa 2008, p. 34 and the following; E. H.
Schein,Organizational Culture and Leadershipp. cit., p. 17; G. Hofsted€ultury i orga-
nizacje PWE, Warszawa 2000, p. 39; http://geert-hofsteme/poland.html [retrieved: July
8, 2015].

En enormous contribution to the development ofttieory of organisational culture
was made by a Dutch scholar G. Hofstede, who ir0§%hd 1980s conducted complex
research in several dozen countries in the woiltjng to determine the influence of
culture on the values held in a workplace. Owindghiem, he indicated considerable dif-
ferences between people according to the natign@lihich is strictly bounded with cul-
ture) they represent. On this basis, he defineckélyedimensions of the differences be-
tween cultures, taking into consideration the follng aspects:

- power distance indexPDI) — determines the way in which inequalities betweeople
are treated in a society;

- individualism and collectivism (IDV) — is measures the relations of an individual with
other people and setting personal freedom agdiegteed of social ties,

- masculinity and femininity (MAS) — concerns the division of social roles by sexhin
masculine society, there is a considerable divisibsocial roles by sex, and in the femi-
nine society there is relatively little division,

- uncertainty avoidance (UAI)— determines the attitude of the society to theedinty
concerning the future,

- long and short term orientation (LTO) — indicates the manner of viewing the time and
the perspective on activity

The above-mentioned classification is very usefhilevdetermining behaviour, pref-
erences and desirable ways of communication wihrépresentatives of a given culture

10 G. Hofstede Kultury i organizacje.,. op. cit, p. 51; http://geert-hofstede.com/polatl
[retrieved: July 8, 2015].

1 Originally, G. Hofstede distinguished 4 basic dirsiens of organisational culture, namely: 1) podistance,
2) individualism and collectivism, 3) masculinitpdafemininity, 4) uncertainty avoidance. In 1991, Rbnd
together with G. Hofstede diagnosed the fifth défeiating factor — “long and short term orientatioThis
dimension determined the way of perceiving time trperspective of action in particular cultules2010,
basing on the research conducted by M. Minkov etlneere proposed two additional dimensions: "pragmat
and normativism” (PRA) and “indulgence versus setitraint” (IND). Whereas the former was a comyete
new category, the latter derived from the long simdrt term orientation. Thus, in the present resean cul-
tures, G. Hofstede proposes the use of the sixrdiifors of the differences in organisational culture
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and can be of much help, e.g., in choosing a pro@ragement style, in motivating and
planning trainings for groups in accordance torthelonging to a given culture.

Organisational culture performs a range of funaiddndoubtedly, the most signifi-
cant one is building the identity of a certain coamity that is conducive to the sense of
its belonging, and, therefore, identification witie organisation. What is also important is
that it reduces uncertainty and provides greatesesef security which translates into
engagement, and therefore, into individual and misgaional effectiveness. J. Kisielnicki
formulated the functions of organisational cult@@wing attention to its significance
within an organisation and in reference to the mment. This division is presented in
Table 2.

Table 2. Internal and external functions of orgaivsal culture

Internal functions: External functions:
«  offers common language and concep understanding (e.g., by clients, suppli-
tual apparatus, which enable commu ers, shareholders) of organisation’s aims

nication improvement, and strategy,
« establishes the boundaries of activity « employees’ integration and their focus
of particular groups, determines zones on means and aims,
of influence, ¢ the adoption (by owners and employ-
< influences people’s attitudes and be- ees) of uniform principles of the evalua-
haviour, tion of goals achievement, the function-
< informs what is allowed and what for} ing of the entire organisation and its
bidden, particular elements,
» determines the way the style of power <  the creation of a climate that enables
is realised, overcoming threats, and common activ-
« determines the principles of punishirg ities aiming to change present strategy.

and rewarding,

. increases the sense of security,

«  offers the ideology that enables em-
ployees to find motivation to activity.

Source: Own study based on: J. Kisielnidérzdzanie. Jak zaggza’ i byé zargzzdzanympop. cit., p. 37 and
the following.

Organisational culture translates into organisasidunctioning — it influences the ef-
fectiveness since'it
- enables quick, efficient and unambiguous comnatito between participants; makes
them understand each other better,
- standardises human behaviour increasing foresigand replacing immediate control;
hence, it enables (to some extent) the resigntion formalisation that stiffens organisa-
tions and counteracts entrepreneurship and inn@ragss,
- owing to this kind of culture, the members of@ganisation interpret and evaluate the
surrounding reality and the changes that occurimwith scope,
- cultural community causes that organisation’s Iners share aspirations, aims, desires,
hopes and fears, which eases tensions connecteds&s, conflicts, and heightens the
feeling of the success being achieved.

12 A, K. Kozminski, D. JamielniakZarzzdzanie od podstav@ficyna Wolters Kluwer business, Warszawa 2011,
p. 267.
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Therefore, organisational culture is one of the tmoportant factors that stimulate, or
restrain (if the management underestimate its itapoe) organisations’ functioning and
development. It is also a complex tool for sha@ntrepreneurial behaviour and attitudes;
a source where emotional, cognitive and behavialeahents of entrepreneurial attitudes
come fron®®. It contributes to the creation and the developgroétentrepreneurial spirit”,
owing to which people are more creative and engmegurial.

3. THE ROLE OF ORGANISATIONAL CULTURE IN THE PROCES S OF INDI-
VIDUAL ENTREPRENEURSHIP DEVELOPMENT

Individual entrepreneurship consists in undertakdng running business activity (the
establishment of one’s own, independent enterpliged natural or legal person or other
organisational unit that is not a legal persois firobably historically the oldest depiction
of entrepreneurship.

In the literature on the subject, the significan€éndividual entrepreneurship was for
the first time emphasised by R. Cantillon, who tifesd an entrepreneur with a merchant
who buys goods at stable price, but sells at utestabe. The risk that is related to this
kind of activity (connected to lack of certainty aftivity, inability to anticipate future
state and situation in the market) makes — accgrtirR. Cantillon — a merchant an en-
trepreneur, since they take the risk of this typactivity*4.

Contemporary theories on entrepreneurship derieen fd. Schumpeter’s concept,
which is considered the prime one. He perceivedepreéneurship and the entrepreneurs
implementing innovations as the main acceleratogaminomic growth and development,
and the process of the so-called creative desbniétiwhich constitutes a source of entre-
preneurship, as a basis for every positive chaimgedccurs in enterprises and the econo-
my. According to him, this process bases on inriouatthat destroy the present (yet still
working) ways of production, introducing new, impea ones (the process is called moral
obsolescence of machines and equipment), simulteshebecoming a source of progress.
For J. Schumpeter, innovations are an endogeniindrforce for entrepreneurship.

What deserve particular attention in the processdiVidual entrepreneurship are an
entrepreneur and the economic functions they perfdthe above mentioned J. Schum-
peter called them demiurges, divine economy creairsource of all positive changes
and development. R. F. Hebert and A. N. Link creéaeist of various functions of an
entrepreneur that were available in the literatlifese aré:

— taking risk connected to uncertainty,
— providing (gaining) financial capital,
— the implementation of innovations,

13 A. PocztowskiRola systemu zagdzania kapitatem ludzkim w ksztattowaniu przelsiczoici. Narzdzia
zarydzania kapitatem ludzkim krewie postawy przeddiiorcze, [in:] ,Kapitat ludzki a ksztaltowanie
przedsgbiorczagci”, M. Juchnowicz, ed., Poltext, Warszawa 200£36 and the following.

14 H, Barreto,The Entrepreneur in Microeconomic Theory: Disappe@e and ExplanatigrRoutledge, London

and New York 1989, p. 34; R. CantilloBssai sur la nature du commerce en généfale Royal Economic
Society, Londyn 1959, pp. 54-55.

15 B. R. Barringer, A. C. BluedoriThe relationship between corporate entrepreneursinip strategic manage-
ment,,Strategic Management Journal” 1999, No 20, p. 442.

16 R. F. Hebert, A. N. LinkThe Enterepreneur. Mainstream Views and Radicatiqiits Peaeger Special
Studies, Praeger Scientific, New York 1982, pp.-108.
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— making profit,

- decision-making,

- leadership,

- leading, organising and coordinating activities,

— possessing resources that are used to run a bsigovesed by an enterprise),

- employing factors of production,

— entering into contracts, signing agreements,

— arbitrage of the goods that differ in prices in giegphically distant markets performed
to gain profit.

One of the more important conditions for individestrepreneurship development is
organisational culture. It determines people’s baha, the process of interactions be-
tween co-workers (partners, employees) — it cremtéad of frameworks of entrepreneur-
ial activity of an individual, a network of behauiothat establishes patterns and standards
of conduct. But for organisational culture, no amngation or human activity — also entre-
preneurial one — could exist and develop propdtlywas already emphasised by J.
Schumpeter, who postulated that the developmeahiwépreneurship, first of all, requires
favourable social climaté However, not until now so much importance hasnbae
tached to cultural factors, which are consideretidee great — if not decisive — signifi-
cance for the development of entrepreneurial behavit has been emphasised that ‘the
sources of entrepreneurial cultures lie much de#épar only in the mechanisms of the
market — also in culture, patterns and valuessufciety itself8,

According to H. B. Hawkins, present research omegmeneurship has been dominated
by economists. Although their works do not presentomprehensive image, their scien-
tific output cannot be questioned. As easily obséry claims H. B. Hawkins — many
economists omit the issues that constitute thenessef entrepreneurship on purpose: the
influence of such social factors as: moral coneittistandards and values that people in
various cultures prize the most. It is these eldm#rat determine the general frameworks
in which individuals can develop their entreprestip and seek new possibilittésEn-
trepreneurship could not exist and develop withaulture as ‘it is not “in culture” but ‘it
itself is the culture®. This theory is confirmed by D. Lavdie who claims that entrepre-
neurship consists in interpreting and influencindture. Moreover, he postulates that
entrepreneurship is deeply rooted in and completkhped by the culture. Similarly, B.
Berger states that ‘a type of cultural approachatols entrepreneurship enables the analy-
sis of “grassroots”, spontaneously increasing pses of economic growth. They are
driven by the effort of individuals and social gpsuaiming to realise various aspirations,
among which profit and improvement of one’s own if\ms compete with different
aims?2,

Every person’s activity is formed by culture, whicteates specific “social roots” of
human activity. The dissociation from them — acamydo M. Bartnicki — is an “alarm

17 T. PiecuchPrzedsibiorczoi¢. Podstawy teoretyczn€,H. Beck, Warszawa 2013, p. 109.
18T, GruszeckiPrzedsgbiorca w teorii przedsbiorczaici, CEDOR, Warszawa 1994, p. 91.
19B. Berger (ed.)Kultura przedsibiorczaci, ,R6j”, Warszawa 1994, p. 9.

20 A, SzareckiPrzedsgbiorczai¢ jako forma kultury,Problemy Zaradzania” 2008, nr 2, p. 189.
21 B, Berger (ed.)Kultura przedsibiorczaci, op. cit., pp. 17, 45.

22 Ipidem, p. 30.
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bell” that cautions against an avalanche destrokimes for entrepreneurial activity. The
above mentioned author indicated the types of thitns (activities, behaviour), within the
broadly understood culture, which are not condutivpeople’s entrepreneurship. These
are”;

— confidentiality of information,

- lack of trust,

— athreat of losing identity,

- bureaucracy that blocks the explanation of the afsdertaken actions,

— stubborn support of the concepts that led to sscicethe past,

— broadening the scope of power to make something gothe future,

— separation of the values that are considered irapgrt

— multiplication of the priorities and guidelines thearrow discretion.

Thus, to ensure development, entrepreneurial andvative attitudes and behaviour
are necessary, however, they have to be establishadture and they must have social
consent and support. The thesis on cultural estabkent of social activities leads to the
conclusion that legal regulations, access to teldgyoand funds for financing activities
are not sufficient for individuals, organisationglasocieties to be entrepreneurial. What is
indispensable is a proper cultural foundation, Whénables people to creatively use the
chances and opportunities. Cultural factors, eteudh they change, have more perma-
nent character than legal and economic conditforighey are able to create a proper,
positive climate around everybody who decides tmb® an entrepreneur. They perceive
their activity as imitable, good practices that gyete profits not only for entrepreneurs
themselves but also for their closer and furtheirenment.

4. THE ROLE OF ORGANISATIONAL CULTURE IN CREATING C ORPORATE
ENTREPRENEURSHIP

Entrepreneurship can refer to individuals, small amedium firms as well as to big,
complex enterprisé€3 Quick changes that occur in their environment thednecessity for
managing in more and more difficult conditions @lishat also in big companies (fre-
quently huge, international, global corporationsfrepreneurial behaviour is necessary at
various levels — employees and the managemernd. the so-called corporate entrepre-
neurship (also described as: organisational, iateinterorganisational or intrapreneur-
ship?®).This notion was introduced to the literature ba subject in 1980s by G. Pinchot
111?" owing to the publicatiomntrapreneuring. Why you don't have to leave thepdoa-

23 M. Bratnicki, Przedsgbiorczai¢ i przedsgbiorcy wspdtczesnych organizacfE w Katowicach, Katowice
2002, p. 126.

% B. Glinka, Kulturowe uwarunkowania przegbiorczaici, Kkklinc.blox.pl/resource/SeminariumReferat
Glinka.doc, [retrieved: July 3, 2014].

% See more: T. PiecuchEwolucja teorii przedsgbiorczoici — od przedsbiorczoici indywidualnej do
wewrgtrznej, [in:] ,Uwarunkowania przedsbiorczdici — r&znorodnd¢ i jedna¢”, K. Jaremczuka, ed., PWSZ
w Tarnobrzegu, Tarnobrzeg 2010, pp. 476-494.

% A, S. Saetre|ntrapreneurship. An Exploratory Study of Selectwmian IndustriesNorwegian Research
Concil, Trondheim 2001, p. 9,10.

27 Already J. Schumpeter, who laid the foundatiothef contemporary theory of entrepreneurship, cldithat
the “spirit of entrepreneurship” is not necessaidigntified with an individual — it can be felt large enter-
prises or profit-oriented institutions. Also P.Drucker emphasised that contemporary companietcylarly
large ones, will not survive in the period od quatianges and innovations if they do not acquireepnéneur-
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tion to become an entreprenélirHe assumed (on the basis of the observations of the
functioning of big American enterprises) the potisib(or even, necessity) of entrepre-
neurial behaviour even in very big units with a @bex structure. He comprehended
intrapreneurship as ‘a process by means of whigje lanterprises aim to support entre-
preneurship among the managers and other emplé$:.eadiereas, according to M. Bitz-
er®, intrapreneurship is a concept of supporting irative processes in a big organisation
in every area of its activity.

Thus, corporate entrepreneurship consists in dogw things, exceeding traditional
methods in seeking new possibilities of activityisl also a process in which individuals
within a large structure of an organisation hawe plessibility of active, entrepreneurial
activity, regardless of the resources they posiseasgiven mome#it. F. L. Frey empha-
sises that the following elements influence thenfation of corporate entrepreneursfip
— full involvement of corporation’s management in thatters on propagating entrepre-

neurship,

— the appearance of intrapreneurship culture in thigeecorporation and a determined
model or type of activities characterised by emapurship,

— aclearly determined, preferred profile of an iptemeur,

— adefined system of rewards and incentives fonaapreneur.

Ch. Stopford and J. Baden-Fuller distinguishedeHrasic types of phenomena that
create corporate entrepreneurship, nafiely
— the creation of new economic units within existawgporations, which also comprises

corporate venturing,

— transformation or renewal of already existing oigations, e.g., by means of process
innovations, including new ways of solving old (féiar) problems,

- difficult to achieve, ground-breaking, exceptiomatovations (called “frame-breaking”
or “discontinuous changes”) that change the rule®mpeting in the industry.

The development of corporate entrepreneurship s#atss a concurrence of a num-
ber of conditions, however, in the present papetiquéar regard has been paid to the
significance of entrepreneurial culture, in whi¢échnocratic determinism is proposed to
be replaced with a paradigm of subjective, actle of a person (entrepreneur, leader)
engaged in the process of making choices on thie basubjectively rational motivation

ial competence. Moreover, he claimed that it istnath that large size constitutes a barrier fdrepreneur-
ship and innovativeness. It is frequently heardhia discussions on entrepreneurship about bureauara
large organisations and their conservatism. Céytaoth of them exist and constitute a serioustantie for
entrepreneurship and innovativeness, however,titdssame degree as for other results. It is urguobsly
indicated by the registers that amidst the exisénterprises, companies and institutions from ubdictor,
the small ones are the least innovative and erneprrial. Whereas, there is a number of the egisirtre-
preneurial companies that are very large — solrcé&. DruckerNatchnienie i fart czyli innowacja i przed-
sigbiorczai¢, ,Studio Emka”, Warszawa 2004, pp. 168, 172.

2 G. Pinchot I, Intrapreneuring. Why you don’t have to leave thapDeation to become an entrepreneur,
Harper & Row Publishers, New York 1985.

29 C. Barrow,The Essence of Small Businéssd. ,Prentice Hall”, New York 1993, pp. 15 and the éuling.

30 M. Bitzer, Intrapreneurship — Unternehmertum In der Unternehgy$chaffer, Stuttgart 1991, p. 17.

St A, Turré, Organizational resources and intrapreneurial adis: a cross-country stugy
http://idem.uab.es/2Turré_JPC_2012.pdf [retrieviedy 15, 2013].

S2F, L. Frey Entrepreneurship: A Planning Approadiest Publishing Company, 1993.
33 A, S. Saetreintrapreneurship. An Exploratory Study of Selektimgian Industriespp. cit., p. 9.
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basing on values. What is particularly meant heithé creation of an organisation’s envi-
ronment that is conducive to creative thinkiigin such an entrepreneurial enterprise, the
prevailing innovative atmosphere ‘is created thtoegsuring a pro-innovative working
environment, which enables risk-taking, experimemaind challenging patterd¥’

What plays a crucial role in corporate entrepresigiprare employees’ entrepreneurial
attitudes and behaviour. However, what is also s&ary are certain solutions at organisa-
tional level that encourage workers to displayiative. All those aspects create the cul-
ture of intrapreneurship orientated towards innieesiess and proactivity not only at the
level of employees but also organisation’s managgemiccording to Z. Jasski, the
following activities are conducive to entreprenalidulture of an organisatiéh
— the support for every kind of novelty, improvemeantjovativeness, creativity, imagi-

native people and the use of every opportunityrplément innovative solutions,

— open manifestation that the management at varewedd are in favour of employees’
creative initiatives and ideas, and simultaneoashept possible failures,

— tolerance of other, unconventional way of thinkargl perceiving the world,

- tolerance of flexibility within the arranged schégkiserving objectives’ realisation; in
certain situations lack of hurry in decision-making

- effective communication, exchange and efficienwflof information between em-
ployees at various levels of management.

Intrapreneurial culture can be a counterbalanceef@messive formalisation and bu-
reaucracy; it supports employees’ creative activttys orientated towards teamwork. In
this type of culture ‘the place of such rules amysinconspicuous”, “do not take initia-
tive”, “do not make mistakes”, etc. are substituteith new principles that enable the
development of imagination, formulation of longregoals and plans of activity, reward-
ing the actions, attempts and experiments beingniakien®”. Entrepreneurial employees
in an intrapreneurial culture do not wait passivielly superiors’ orders — they themselves
think what they should do and how they can achibet. They have ideas, improve the
procedure of manufacturing, improve products amdvating to cooperate with manage-
ment, co-create entrepreneurship, feel like pastmdro are co-responsible for enterprise’s
condition — regardless of the position in the hielng they occupy. They are not satisfied
with imitative work that does not require engagetmparsonal contribution and creativi-
ty, but they want to take responsibility for whiaéy do, they do not avoid it — quite the
opposite. They want the freedom of choice of théh of activity and the ways of solv-
ing problems (preserving, certainly, reasonablée gmoportions between freedom and
discipline at work). Innovative achievements anglayees’ new ideas should be valued
highly and adequately rewarded. The managemenidlemgourage employees to devel-

34 L. Kaliszczak, Ksztattowanie kultury przedsiiorczoici oraz préba jej empirycznej weryfikacjjin:]
L~Uwarunkowania przedsbiorczaci — r&znorodna¢ i jedna¢”, op. cit., p. 167.

% D. Lewicka, W. Hydzik, Determinanty aktywngi innowacyjnej: osobowd, kompetencje i styl
rozwigzywania probleméw, wyniki baddin:] ,Przedskbiorczai¢ — natura i atrybuty”, op. cit., p. 102.

36 7. Jashski, Tworzeniesrodowiska dla zachowaprzedsgbiorczych,[in:] ,Kapitat ludzki a ksztaltowanie
przedsgbiorczdgci”, op. cit., p. 75 and the following.

37 Ekonomika i zargdzanie mat firmg, B. Piasecki, ed., PWE, Warszawa 1998, p. 31.



110 M. Miklosz, T. Piecuch, E. Szczygiel, A. Baraoc

op their own skills, to be creative; they shoulglgthe so-called ‘open style of imple-

menting innovations, i.e. continuous and permapesitive attitude to innovations:

What is also significant in creating corporate epteneurship is suitable (being a re-
sult of organisational culture) atmosphere in agaarsation. In such an atmosphere, em-
ployees are capable of taking initiatives; “theyuldbfeel like being active”; when they
feel good in an organisation they will not be alfrdian idea occurs to be unsuccessful.
And vice versa — employees will not engage or digghitiatives in organisations in
which ‘there is a tendency to oppose everything ifnaew, which is usually expressed in
generating false evaluations, rumours, emphassithexaggerating the drawbacks and
flaws of the proposed solutions, failing to mentithweir advantages, or even showing
hostility towards people who suggest “new rulestt@ game”, which usually requires
putting more effort and breaking present habits

Employees should feel that their creative efforl v noticed, appreciated and ade-
quately rewarded by the management. Only thenthdy be willing to display initiative
and work on the implementation of new innovativeusons. In such an enterprise, hav-
ing the trust and support of the management andar&ers they will feel safé.

To talk about the atmosphere that is conduciventeepreneurship in an organisation
one shouldf:

- ensure good organisation of an institution (impsation, activity or randomness al-
ways, in consequence, bode ill),

- make employees perceive themselves positively,aie@pen chance and receive clear
signals concerning their own success and goodtiireof personal development from
the boss and the closest environment,

— give everybody real, not illusory chances of praomt depending only on actual
engagement and work results,

— invest in the development of employees’ profesdioarad personal competence
through a suitable configuration of trainings, s@# or postgraduate studies,

— provide the members of an organisation with permgnenconditional support in
various aspects (legal, organisational, emotianakal and financial).

In view of this, the enterprises (regardless ofdize) that take risk, are entrepreneuri-
al, innovative and acti¥é create the conditions that encourage their enga@syo display
entrepreneurial attitudes and behaviour. The s@amte of organisational culture for this
process is manifested in its responsibility fortaier activities, attitudes and motives, the
manner in which an organisation as a team of pewpt&s and the way in which individ-

38 B. Kaczmarek|nnowacije i kultura organizacyjna we wspdiczesnyregsibiorstwie — zarys problemin:]
L~Uwarunkowania przedsbiorczaci — r&znorodng¢ i jednd¢”, op. cit., p. 22.

397, Jashski, Tworzeniesrodowiska dla zachowprzedsgbiorczych,op. cit. p. 75.

40 Lack of trust in co-workers is considered onehaf most significant barriers that curb employesslination
towards entrepreneurship. It ensues from the fatigweasons: 1) a potential corporate entreprefeis
lonely and knows that they will take responsibifity the entire realisation of a project (they caincount on
others); 2) an employee is afraid that if theiraslevill be right, they can be adopted by co-work#rsir au-
thor put the greatest amount of effort but the idsdaurels can be reaped by someone else (eggrisr) —
source: B. Glinka, S. GudkovBrzeds¢biorczai¢, Oficyna Wolters Kluwer business, Warszawa 201230.

41 E. W. RadeckiZachowania organizacyjne. Pytania i odpowiedxyzszej Szkoty Integracji Europejskiej
w Szczecinie, Szczecin 2010, p. 29.

42 B. R. Barringer, A. C. BluedoriThe relationship between corporate entrepreneursinigh strategic manage-
ment,op. cit. p. 422.
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uals function in a certain community. Furthermatrepntributes to the creation of a posi-
tive atmosphere that is conducive to entreprenguesid innovativeness.

5. CONCLUSION

Presently, in more and more complicated conditmfrexternal environment, there has
been observed a great interest in the issues #iutfluence of organisational culture on
human attitudes and behaviour. According to M. €zayit ensues from the fact tffat
— the reserves of the growth of the effectivenespeaafple’s functioning comprised in

the so-called “hard” factors run out, therefore glecstarted to seek additional sources

in the area of the so-called “soft” factors, whaftompass organisational culture;

- there was noticed and research-proved the influehcalture on the functioning of an
organisation, its image, effectiveness, markettjmosietc.;

- people have started to perceive organisationaliulas a kind of antidote for the
problems that an organisation has to face andtithenges of the present time.

The paper aimed to indicate the significance ofaigptional culture in creating indi-
vidual and corporate entrepreneurship. It has leephasised that culture is a basis for
every kind of activity, exists in every organisatiand supports its activity. Understood as
a set of prevailing values, human behaviour andythidelines concerning the realisation
of the fundamental objectives of a given organiseti unit, it is also to a great extent
responsible for the formation of entrepreneurididbgour. It results from the fact that it
has an effect on: communication, innovativenesk-taking, motivation to work, inter-
personal relations — the elements that are crdieiathe development of individual and
also corporate entrepreneurship.

For the development of corporate entrepreneursinganisational culture is even more
significant since corporations, most frequently large, supranational enterprises employing
the representatives of various cultures, posses$sizgches in various countries and doing
business in various parts of the world. The awa®oéthe existence of cultural differences in
various countries (which was emphasised by G. Edéjtcan considerably facilitate running a
business and prevent many mistakes. It is not easyequires knowledge of intercultural
management, however, it significantly facilitaté® tmanagement of global corporations,
which are growing in number under the conditionglobalisation.
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KULTUROWE UWARUNKOWANIA ROZWOJU PRZEDSI EBIORCZOSCI
INDYWIDUALNEJ | KORPORACYJNEJ

W artykule skoncentrowanogana charakterystyce dwdch rodzajow przgasrczaci — in-
dywidualnej i korporacyjnej. Ich rozwdj jest reaséém splotu rinorodnych czynnikdw, zate
nych zaréwno od wewvetrznych (podmiotowych) predyspozycji konkretnyclologpodejmug-
cych dziatalné¢ gospodarczna wiasny rachunek (przeglsiorcza¢ indywidualna) oraz realizu-
jacych przedsbiorcze przedsivziecia (przedsibiorczaé¢ korporacyjna), jak rownieod warun-
kow zewrtrznych wyznaczagych tempo rozwoju przedbiorczaci, wptywagcych na sku-
teczndc¢ tego typu dziata W opracowaniu szczegétowej analizie poddano falte uwarun-
kowania rozwoju przedsbiorczaci indywidualnej i korporacyjnej. Autorki opracowarewra-
caj w nim uwag na fakt,ze analiza przedgiiorczgci (zaréwno teoretyczna, jak i empiryczna)
nie maze pomij& jej zwiazkow z kultus, ktora stwarza solidne fundamenty#ego rodzaju ak-
tywnaoici czlowieka, dziatalnéei przedsibiorczej rownie. Przedsibiorczai¢ jest procesem spo-
tecznym bardzo silnie zdeterminowanym kulturowolezaod wzoréw, wartéci uksztattowa-
nych historycznie, tale na szczeblu rodziny i spoteagtw lokalnych. JiJ. Schumpeter wska-
zywat na to,ze rozwoj przedsgbiorczaici wymaga sprzyjapego klimatu spotecznego. Wspot-
czénie uwarunkowaniom kulturowym rozwoju Adego rodzaju przeddiiorczaci przypisuje
sie fundamentalprole. Podkréla sk, ze przedsibiorczac¢ gteboko zakorzeniona jest w kulturze
oraz catkowicie przez sksztattowana. Uwarunkowania kulturowe odgrynzardzo wana role
takze dlategoze przedsibiorczg¢ realizowana jest w ok§lonych realiach spotecznych, wynika
z uksztattowanych spotecznie wzoréw zach@vemosobdw mfenia oraz poznawaniaviata, z
samej natury cztowieka - przegsiorcy. Analiza przedsbiorczaci (takze indywidualnej i kor-
poracyjnej) nie mae zatem pomijajej zwigzkéw z kultus.

Stowa kluczowe:przedsgbiorczaé, przedsgbiorczai¢ indywidualna, przedsbiorczas¢ korporacyjna,
kultura organizacyjna
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THE IMPLICATIONS OF THE ECONOMIC CRISIS FOR
POLISH CONSUMER BEHAVIOURS

The economic crisis, affecting with varying intédgsa host of countries across the
world, has not gone unnoticed among Polish conssiraad households. The economic
slowdown has triggered among consumers and howsehal array of remedies and adapta-
tions to the changed crisis-time economic realitidany of the Polish consumers and
households, and especially those with lower incofmend it imperative to cut down on
consumer spending, scale down certain needs afgk rtheir pre-crisis consumption pat-
terns. In Poland the consequences of the recenbeto crisis were not so dramatic as in
other countries, however the country’'s economigvdlmvn had its impact on the standards
of living and behaviours of Polish consumers andslebolds, resultingnter alia, in ration-
alisation of consumer behaviours and spendingalf be assumed that the latest economic
crisis has prodded Polish consumers to reflechensense of the pre-crisis fever of credit-
based consumption and materialistic approacHdoThe basic objective of the paper is to
provide an empirical insight and highlight majssues related to the impact of the crisis on
Poles’ consumer behaviours on the basis of thdablairesearch findings, and author’s
own questionnaire research conducted in 2009 ad8.28n in-depth analysis of the new
tendencies in consumer behaviours and consumptitierps of contemporary Poles draw-
ing upon statistical data and latest availableaesefindings may provide useful tips and
recommendations for economic policy makers andaratp strategists.

Keywords: economic crisis, consumer behaviour, Poland

1. INTRODUCTION

The latest global financial and economic crisis,iohhbegan in 2007-2008, was
sparked off by a crisis on the subprime debt magket in a relatively short period it
spilled over to other sectors, morphing into a dwitle recession. Poland was among the
affected countries: even if its economic perforneapmved quite impressive compared to
other markets with GDP decreases, the resultinggdgloyn meant that business had to
operate in much deteriorated conditions, while mangspecially lower-income — con-
sumers and households faced the necessity of guitimvn on consumer spending and
revising their previous consumption patterns.

Prior to the crisis, Polish macroeconomic indicateere favourable, with GDP on the
rise, unemployment continually going down, inflatiat a stable level and consumption
growing robustly. Due to the welcome socio-econogti@anges in the country, many
investors perceived Poland as a dynamic econonty patential for growth. Polish con-
sumers and households, able to meet many of tbesumer needs and seeing growing
affluence, declared increasing satisfaction withdhality of their life.

! Professor at Warsaw School of Economics, Factiliyjanagement and Finance, Al. Niepodlggial62, 02-
554 Warszawa, Poland; e-mail: bogdan.mroz@sgh.wWaphpne/fax: (+48 22) 564 93 09.
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The present article discusses the consequencés ddtest economic crisis for Polish
consumers and households. It begins with outlitirigmacroeconomic context of chang-
es in Polish consumer behaviours, which is followselction 3) with a description of
households’ problems in the light of research figdi and statistical data. Section 4 pre-
sents conclusions of the author’'s empirical studfirtd out how Polish consumers react-
ed to crisis-induced economic problems. Selectedirigs of the author’s research into
Polish consumers’ contribution to the “shadow eecoyih as a way of cushioning crisis-
related hardship, are highlighted in Section 5 |evtiie final part deals with the weightiest
long-term consequences which the crisis has broaghPolish consumers and house-
holds. In the concluding part, the reader will fikely takeaways from an empirical study
by this writer and from literature on crisis-timeHaviours by Polish consumers.

2. THE MACROECONOMIC CONTEXT OF CHANGES IN BEHAVIOU RAL
PATTERNS OF POLISH CONSUMERS

Over the past quarter-century, it was many times Holish households had to adapt
to their changing environment and learn how to fiomcin a free market economy. The
first stage of Polish transformation was a traumexiperience for many Polish consumers
and families, reflecting a drastic decline in riemlomes which affected their living stand-
ards and consumption. In step with the market ecy'® consolidation in Poland, afflu-
ence levels, living standards and consumption vgeaelually increasing. The resulting
consumeriseuphoria and a sense of consumeristic hedonism therecooled down by
the crisis, which came to Poland with a certairetilng. With a set of macroeconomic
data which stood out among other countries, Polzaslproved fairly resistant to the
crisis, which in fact was confined to a delayedsslown. Still, the country’s GDP decel-
erated, unemployment went up and households samctiralitions deteriorating.

The change from the 7.2% real GDP growth rate dmmbrat the peak in 2007 was
quite substantial: to +3.9% in 2008 and +2.6% 002 — even though the 2009 result
meant that Poland was then the only expanding engrin the EU. The next two years
witnessed some GDP acceleration (up 3.7% in 20dd,up 4.8% in 2011), followed by
lower rates in 2012-2013 and a renewed upturn38&63yrowth in 2014, as estimated by
the Central Statistical Office (Eurostat’s figuraswup 3.4%). That came in part as a result
of increased consumptién

Thus, following a period of sustained growth, PdlarGDP in 2013 was 14.2% high-
er than in 2008 — the year in which most EU coesthiegan to feel the pinch. The runner-
up in this classification is Sweden, with 6.7% gtiowver the period, while the EU area
as a whole reported a combined GDP decline by rime 1%. In 2015-2016, Polish
GDP growth is projected by various institutionshe tPolish government, the European
Commission, the International Monetary Fund — o atian average rate of 3.2—3.5%.

The first symptoms of the economic slowdown begafilter through to the Polish
consumers in 2009, when they still perceived thsicmore like media reports from a
distant place than a hard reality. As demonstratedindings of a CBOS research con-
ducted in early March 2009 on a representative &aof®79 adult Poles, the households

2 Roczne wskaniki makroekonomiczne. 2015. Warszawa, Gtéwnyadr8tatystyczny.
3 Analiza sytuacji gospodarczej Polski w 2014 r.20&/arszawa, Ministerstwo Gospodarki, March, p. 7.
4 Polska 2014. Raport o stanie gospodarki. 2014s¥dava, Ministerstwo Gospodarki, p. 96.
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already felt the consequences of the crisis. So#f respondents declared so — an in-
crease of 26 percentage points on November 2008ereas 52% thought otherwisen
2001, too, respondents were expressing anxietytdhture living standards and family
finances. Such concern was declared by 74% of thagpy with their financial status and
as many as 91% of those unhappy. Respondents I8Hoyears of age, inhabitants of
large cities (with above 100,000 population) andvewsity/college graduates were slight-
ly more likely to state that they were not afrafdacrisis threat. Asked about which hard-
ships they associate with the crisis, respondentt frequently pointed to being forced to
cut spending on food (48%), being affected by $tmat redundancies at the workplace
(48%) and having one’s pension payments delaye®)4Bor one in five (22%) the crisis
would mean having to cut down electricity consummptiand for 15% it would mean a
loss of savings due to bank bankruptcy

Asked in a 2014 Eurobarometer survey about the meeses problems facing the
country, respondents most frequently indicated ypleyment (60%), the economic situa-
tion (22%), and rising prices/inflation (19%). Wheeplying to questions about their
personal perception, they pointed to rising prioéstion (30%), unemployment (27%),
the financial condition of their household (17%}ydrealth and security (16%), while the
country’s overall economic situation (12%) and pens (16%) stayed further down the
list. Well, people indeed seem to be “looking farmber one” — and Poles, accordingly,
take greater interest in the condition of their $ehold budgets than of the country’s
economy.

3. PROBLEMS FACED BY POLISH HOUSEHOLDS IN MEETING T HEIR
NEEDS IN TIME OF CRISIS

Seeking to adjust to their changing environmentjsetiolds tend to alter their con-
sumer behaviours which are strongly determinedhbir financial status, and particularly
the income level. Some Polish households actuwdle problems with satisfying their
needs, including basic needs such as food.

One manifestation of adjustment to the new, wordesmnditions is when more eco-
nomical ways of meeting one’s needs are embracethether in terms of shopping or
household maintenance.

In a survey taken in April-May 2009 by the Centne €onsumer Behaviour Research
at the Warsaw School of Economics, respondentsttatitio cutting down on consump-
tion, giving up some consumer purchases and swifctt cheaper substitutes. They also
opted to limit using paid-up services, and eitheitch to DIY or give up a service entire-
ly. The biggest reductions were in spending onajftheme entertainment (62.1% re-
spondents), electronic gadgets (62.1%) and elégtrigas and water bills (61.4%0)Prob-
lems with meeting their needs were also signallgddspondents in a comprehensive

5 Odczuwane i przewidywane konsekwencje kryzysu928@munikat CBOS, BS/51/2009, Warszawa, March.
6 Czy Polacy baj sic kryzysu. 2012. Komunikat CBOS, BS/2/2012, Warszaleauary.

7 Living conditions in the European Union. 2014. dharometer Standard 81, report, Spring 2014 — TNS
opinion & social, Brussels, European Commission,5pp4.

8 Reakcje polskiego konsumenta na kryzys gospodaeckyby Teresa Staby. 2009. Warszawa, Szkota Giown
Handlowa, pp. 53-55.
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national study of all major aspects of the lifeRafles, known as “Societal Diagnosis”
Contacted in early 2013, households described pusbhlems as minor (36% respond-
ents), regular (20%) and considerable (more théf)17

The past four years saw an increase in the pegerd& households who declared
leading a very frugal life in order to save for lsasecessities (up 5 percentage points,
from 17.2% to 22.6%). At the other end of the speut there were decreases in the re-
spective percentages of households who declarémiMolp a frugal way of life and, as a
result, keeping their heads above water (down byentikan 2 percentage points, from
39.2% to 37.1%) and not saving but still havingwegtoto meet all their needs (down by
nearly 2 percentage points, from 10.1% to 8.2%)bRms appear not only with meeting
needs related to food, but also non-food articiesluding consumer durables. While
durables’ penetration of households in Poland heen ltontinually improving, there are
still households not capable financially to buytsitems. In early 2013, financial con-
straints were a factor behind not purchasing amtegest/house (as declared by 60% of
the households not in possession of these itemsyutomatic washing machines (some
59%) and an LCD/plasma TV set (nearly 59%).

According to a CBOS research, the percentage o$dtmlds encountering financial
constraints in meeting their needs has droppe@dent years. In particular, households
felt short of money for the purpose of rest andreation (holidays, children’s sum-
mer/winter camps). purchase of home furnishingiuiand medical treatment. Lower
percentages were reported in respect of finan@aktraints on clothing/footwear pur-
chases, household bills, food purchases, educatidrpersonal hygiene (cf. Table 1).

Table 1. Households’ financial constraints on pasgs of selected goods/services in 2010, 2011

and 2014*
Spending category/ Consumer goods | or Year
services not purchased due to shortage of 2010 | 2011 | 2014
funds: % of respondents
Recreation (holidaying, children’s sum- 41 45 41
mer/winter camps)
Home furnishings 41 42 38
Culture (books, papers, theatre, concerts), 26 28 25
etc.)
Medical treatment 25 27 21
Clothing and footwear 21 23 20
Household bills (utilities, rent, etc.) 18 19 18
Food 16 19 16
Education 12 12 11
Cleaning agents, personal hygiene 13 14 9

* Last 12 months preceding the study
Source: Jak nam ¢izyje? Materialny wymiarzycia rodzin. 2014. Komunikat CBOS nr 44/2014, Wavea,
April, http://cbos.pl/SPISKOM.POL/2014/K_044_14.Pdecessed: 16 January 2016).

9 Diagnoza Spoteczna 2013. Warunki i jakaycia gospodarstw domowych. Polakow - Raport. [Sgdssuel].
2013. DOI: 10.5709/ce.1897-9254.99, available #&p:Mwww.ce.vizja.pl/en/issues/volume/7/issue/3at;
cessed 20 January 2016.



The implications of the economic crisis for ... 119

Problems with current expenditure were felt prifyalby the households describing
their financial situation as bad (19% had not emoegen for basic necessities, and 62%
had to economise intensely on a daily basis). Antbnge who declared being in an aver-
age financial condition, 74% said they had enowgttfirrent spending but had to save for
higher value purchases, while one in four (23%) toashve to allow even everyday shop-
ping. As regards the respondents perceiving thenfiral situation of their households as
good, half of them (51%) believe economising is me¢ded in respect of current spend-
ing but is required in order to enable higher vghuechases. Two-fifths of the respond-
ents (40%) declare living without savifig

Crisis-time saving is not only a Polish phenomeraond saving methods are similar in
different countries. As demonstrated by a reseaached out by the GfK institute, 39%
of Poles declare cutting down on their food spegdand the same is declared by 38.6%
of French people, 35.7% of Britons and 42.7% olidtes. Spending was down also in
restaurants and pubs, where in 2011 Western Eunop@asumers left 13% less money
than in 2007. Culture is another affected sectath wpending reduced by 41% of the
French, 33.6% of Britons and 26% of the Ddtch

In a 2013 survey, the Polish polling institute CB&gjuired about purchases during
the preceding 12 months of various items, includiacg, furniture and home furnishings,
computers and other electronic equipment. It turaetithat the purchase of all these
categories was declared by fewer respondents il 2pt3, as compared to July 2012.
The proportion of those declaring purchase of turei and/or household appliances was
down 6 percentage points; the corresponding chorgaurchase of computers was down
5 points and for other electronic equipment it wasteep as down 9 percentage points (to
a 26% proportion overall, including 15% for TV setsd 24% for digital cameras).
Asked about plans for the coming 12 months, orterirdeclared the intention to purchase
furniture and home appliances (11%), one in thirteear, the same proportion a piece of
electronic equipment (e.g. a TV set, a digital caa)e8% an iPod, and 5% a compditer

4. REACTIONS OF THE POLISH CONSUMERS TO THE ECONOMI C PROB-
LEMS — FINDINGS OF EMPPIRICAL RESEARCH BY THE AUTHO R

Seeking to establish how the crisis impacts Pdal@hsumers and households, the Centre
for Consumer Behaviour Research of the Warsaw Satfdgconomics launched a two-
stage project, conducted in 2009 and 2015 amompnelents representing urban house-
holds in seven selected towns of Mazowieckie Vosrop (Ciechanow, Ostrgita, Plock,
Radom, Siedlce, Sochaczedyrardéw). Judgmental (purposive) sampling and tines
naire research were used in the project which iratlthe same sample size of 365 in
both years, and which asked respondents an idesgtaof questions on how far their
needs have been satisfied. To ensure the same esatnptture in 2009 and 2015, the
weighing procedures were followed which are ofteadiin research based on quota sam-
pling and purposive sampling. With research repiom, a comparative perspective was

10 Ibidem.

1 wydatki Polakéw: wprowadzamy w domu politykiszczdnaici,
http://forsal.pl/artykuly/689874,wydatki_polakow_wgwadzamy w_domach_polityke_oszczednosci.html,
accessed: 16 January 2016.

12 Zmiany w postrzeganiu kryzysu i zachowaniach ekoicenych Polakéw. 2013. Komunikat CBOS,
BS/152/2013, Warszawa, October.
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sought to juxtapose the findings of 2009 and 2Qdry identify behavioural changes
among Polish consumers and households over sis'year
Ten attitudes towards the crisis were researcheadty divided into three groups:
e protective (economising on “anything you can”; lgilmg down consumption to
absolute necessity, buying in advance “while | stih afford”);
e problem-tackling (seeking help from family, friedl@squaintances or NOGs;
migrating to work abroad, taking up work in theamhal sector of the economy);
» alternative (taking jobs with lower skill requirents, accepting lower pay).

Table 2. Reactions of Mazowieckie Voivodship resprisg to economic problems (%)*

Attitude 2009 2015
economising on “anything you can”; 40.9 59.0
bringing consumption down to necessity 30.8 64.0
buying in advance “while | still can afford”); 16.5 31.0
seeking help from family 11.3 49.0
taking up work in shadow economy 11.0 46.0
seeking help from acquaintances 9.9 43.0
seeking help from NGOs 9.1 44.0
migrating to work abroad 8.0 52.0
taking jobs with lower skill/education requirements 7.7 56.0
taking lower-paid jobs 6.0 43.0

* Respondents could indicate more than one reply.
Source: Author’s compilation based on findings wipérical research in 2009 and 2015.

In 2009, soon after early signs of the crisis eraéng the Polish economy — carrying,
in particular, the threat of job losses — two pectitee attitudes proved dominant: econo-
mising on “anything you can”, (indicated by 40.9&spondents) and bringing consump-
tion down to necessity (30.8%). These attituded,especially the latter, were found to be
much more frequent in the 2015 survey, which mantgo either harder economic prob-
lems, as compared with six years previously, oreatgr propensity to save and control
everyday spending. The second explanation seems coowvincing, given that 2015 saw
a much lower percentage of those fearing a job (48%6) while at the same time the
proportion increased of those respondents who detlaringing consumption down to
necessity. Rationalisation of consumer behavious throved to be a side-effect of the
crisis. The 2015 numbers reveal lower spending lothing/footwear by 73% respond-
ents, on energy by 80% respondents, on out-of-hembertainment by 80%, on gadgets
by 77%, on eating out by 75%, and on food by 7%

In 2009, 77.5% of the respondents actively respdrid expected economic problems,
and the proportion seen in 2015 was similar (76.08bgre was an unchanged percentage
in both years (some 31%) of those seeking comiforeligious practice, and a small drop
in the share of those expecting government helpaasistance in improving the labour

13 Zmiany zachow polskich gospodarstw domowych pod wptywem kryzysd, by Bogdan Mroz. 2015.
Warszawa, Szkota Gtéwna Handlowa.

14 Anna Dybrowska, Mirostawa Jakekresto, Bogdan Mroz, Teresa Staby. 2015. Zmianghpwa polskich
gospodarstw domowych pod wptywem kryzysu — Il eapspodarstwa miejskie — badania empiryczne, War-
szawa, Szkota Gtéwna Handlowa, October.
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market situation. Significantly, the percentageé@ased of those dispelling/ignoring fears
of the future- from 6.3% in 2009 to 11% in 2015 — which may reffla 2015 increase in
social transfers and, possibly, a weakening of vatitn to work and actively seek im-
provement in the economic situation of consumedshauseholds.

In both surveys, answers were sought to the quesfidllow a worsening of consum-
ers’ and households’ financial situation influenc¢kdir use of paid services — remember-
ing about substitutive relationship between paivises and household members’ own
provision (some activities, such as house/apartnotgdning can be outsourced on a
commercial basis).

The comparison of 2009 and 2015 findings of theidog research confirms the con-
jecture that households’ worsened financial sibrateads to a reduction or abandonment
of paid services. The intensity of this reductidaladonment is diversified in accordance
with respondents’ socio-economic characteristieg, ibis noteworthy that the relevant
percentages increased perceptibly in 2015. Theg#si impact of aggravated economic
situation on service reduction/abandonment was seeespect of services which meet
less urgent needs, further down in hierarchy (&grism, culture) and services which can
be replaced with work performed by household mestbemselves (e.g., renova-
tion/construction, cooking). The biggest differemdsetween replies given in 2009 and
2015 were seen in respect of caregiving, renovatmostruction, insurance and food-
serving — cf. Tables.

Table 3. Categories where a worsened financial teitudas influenced or will influence limita-
tion/abandonment of using a paid service

Service category 2009 2015
Tourism 56 79
Culture and culture —related 46 75
Food-serving 43 75
Repair/construction 45 82
Telecommunications 35 59
Banking 31 58
Insurance 26 60
Education 25 52
Caregiving 21 60
Medical 20 49

Source: Author’s compilation based on findings @92 and 2015 surveys.

15 Zmiany zachow polskich gospodarstw domowych pod wptywem kryzysii,by Bogdan Mréz, op. cit.

16 Anna Dybrowska, Mirostawa Jasekresto M., Bogdan Mrdz, Teresa Staby. 2015. Zmiaaghowa polskich
gospodarstw domowych pod wptywem kryzysu — |l el@pspodarstwa miejskie — badania empiryczne, op.
cit.
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5. PARTICIPATION IN SHADOW ECONOMY AS A WAY TO LIMI T CRISIS
CONSEQUENCES FOR POLISH HOUSEHOLDS

In response to the economic crisis, a tough labwanket situation and shrinking wage
earning opportunities in the official sector, comgus and households resort to a variety
of adaptation strategies. These may include tHeviiaig:

- households forgo meeting some needs and bring dmmeumption, adjusting it to
their lower income earning potential;

— consumers seek to keep at any price the pre-diigig standards and consumption
levels, looking for new income earning opportusitigncluding in the shadow econo-
my). The ratchet effect, widely covered in liter@on consumer behaviour, is at work
here.

One behavioural variant of coping with the crisisconditions of official sector re-
dundancies, is to delve into the shadow economigiwthen acts as a buffer against
shocks in the official sector, producing incomen@ay opportunities for many house-
holds. This option, as a means of cushioning theseguences of economic slowdown
and preserving the living standards and consumpéiegls, was indicated by quite many
respondents in the 2015 survey in seven MazowieXkiodship towns (Ciechanow,
Ostrokka, Ptock, Radom, Siedlce, Sochacz&wardow) (cf. Table 4).

Table 4. Seeking jobs in the informal sector aseams of coping with the crisis in 2009 and 2015

Total and in breakdown by age % of respondent indications
bracket, education and net income 2009 2015
Total 11 44
Age group

-25-34 13 38
-35-44 10 46
-45-54 15 43

- 55-64 7 50
Education

- primary/vocational 12 40

- secondary 11 53

- higher 12 40
Net income of household

- up to 2000 zt (€ 450) 15 54

- 2001-3000 zt (€451-680) 10 35

- 3001-4000 zt (€681-910) 14 41

- 4001-5000 zt (€911- 1135) 6 43

- above 5000 zt (€1135) 17 44

- reply refused 8 60

Source: Author’'s compilation based on findings mofpérical research.

The survey demonstrates that taking jobs in therimél sector is seen by respondents
as an important means of replenishing the famikg@uin 2015, 44% respondents admit-
ted to looking for shadow economy jobs in an efformitigate the consequences of the
crisis (against just 11% in 2009). A comparison2009 and 2015 findings reveals an
enormous increase in informal sector engagemeat! inreakdowns (by age, education,
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income, etc.) — cf. Table 4. The percentages aistbought from the informal sector rose
in all product/service categories over 2009-201%he most spectacular change was in
alcoholic beverages, where this proportion incréasearly six times, followed by com-
puter equipment/accessories (nearly threefold aserén the percentage in question) and
cosmetics (percentage almost doubled). In servibegpp table includes house/apartment
cleaning and window washing (nearly threefold gtowt the proportion of such services
purchased from the shadow economy), private tegcfviere the percentage more than
doubled), and repair of home appliances and rafi@duipment (more than doubling)

cf. Table 5.

Table 5. Goods and services purchased from thenmaflosector in Mazowieckie Voivodship towns
under study in 2009 and 2015

Product/service % of respondent indications
2009 2015
Food 40 71
Clothing 64 80
Footwear 53 72
Home appliances 41 46
Alcoholic beverages 6 34
Cigarettes 31 52
Cosmetics 34 66
Computer equip- 14 46
ment/accessories
Computer software 20 36
CD 17 36
Repair/construction 49 49
Caregiving 14 34
House/apartment cleaning, 11 32
window washing
Private teaching 17 39
Car repair 38 51
repair of home appliances and 22 54
radio/TV equipment

* Replies do not add to 100 because respondentd galicate more than one product/service.
Source: Author’'s compilation based on findings mipéical research.

Such eye-catching increase in the proportion opordents using informal-sector
products and services brings up a question absutritlerlying causes. While a precise
answer is hard to obtain, two factors seem to Ingireg to the fore. The respondents in the
Mazowieckie Voivodship towns under review must héei the pinch of the economic
crisis, and their dire financial condition forcetemn to increasingly buy goods and ser-

17 Bogdan Mréz, Rola szarej strefy w zaspokajaniuzedt polskich konsumentéw w warunkach kryzysu gespo
darczego, in: Reakcje polskiego konsumenta na krgospodarczy. 2009. ed. by Teresa Staby, Warszawa,
Szkota Giowna Handlowa; A.dbrowska, Mirostawa Jade<resto, Bogdan Mréz, Teresa Staby. 2015. Zmia-
ny zachowa polskich gospodarstw domowych pod wplywem kryzydli etap. Gospodarstwa miejskie — ba-
dania empiryczne, op. cit.
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vices from suppliers in the unofficial sector. Bupoor financial condition alone does not
explain the scale of this increase. A likely expléon is that in 2015 respondents were
more open and prepared to admit buying from thel@vaeconomy, not seeing anything
wrong in that. It may be that consumer attituded mrentality changed over the period
towards being more permissive: being a customéneinformal sector is now perceived
differently, no longer attracting sharp moral cigim and no longer carrying a stigma.

Table 6. Purchases of goods and services fronnfbamal sector as reaction to economic crisis

(Faced with an economic crisis, do you or your household members buy goods and services without
requesting a bill/invoice[i.e., in the shadow economy] ?)

Total and in breakdown by % of respondent indications
gender, age bracket, education 2009 2015
and town

Total 18 38
Age

- women 14 34
- men 21 42
Age

-25-34 22 35
- 35-44 17 30
-45-54 23 41
- 55-64 9 47
Education

- primary/vocational 20 58
- secondary 14 42
- higher 20 30
Town

- Ciechanéw 15 54
- Ostrotka 9 45
- Plock 16 25
- Radom 15 32
- Siedlce 33 36
- Sochaczew 17 20
- Zyrardow 17 56
Net household income

- up to 2000 z} (€450) 21 65
- 2001-3000 zt (€451-680) 19 30
- 3001-4000 zt (€681-910) 21 29
- 4001-5000 zt (€911-1135) 24 36
- above 5000 zt (€1135) 16 28
- reply refused 10 56

Source: Author’s compilation based on findings mojpérical research.

In their efforts to brave the economic crisis, aamers and households — in addition to
looking for additional employment outside the atficsector — also seek to rationalise
their consumer spending, and one way of achievingis through buying some goods
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and services from the shadow economy. Such acdguisiire often of inferior quality,
coming with no backup servicing but their costs peeceptibly lower, thus pulling con-
sumers and households into the embrace of thenmaflosector.

This was confirmed by findings of the author’'s omesearch, demonstrating that en-
trenchment-induced purchases from the informal ecgnwere declared by a much high-
er proportion of the respondents in 2015 (38%) tha2009 (18%). Buying on the unoffi-
cial market was more frequent among men (42%) thamen (34%) and among elderly
people (47% of the respondents in the 55-64 agekbta- cf. Table 6). Seen from another
angle, the heaviest buyers in the shadow economthase with primary/vocational edu-
cation (58% respondents in that group).

In by-income breakdown, the penetration of shadoanemy purchases is strongest
among households with the lowest net incomes, b@@00 zloty (€450) per household
(64% respondents representing households in tb@rie bracket). Among the researched
towns of Mazowieckie Voivodship, the highest petage of respondents who in 2015
purchased from the second economy with a view tme@mising was irzyrardéw (56%)
and Ciechanow (54%), and the lowest in Plock - 26fb Sochaczew - 20%

6. WHAT THE CRISIS TAUGHT POLISH CONSUMERS

In the past quarter-century, and especially instlidy, traumatic years of transition, Polish
consumers often found themselves compelled to athuthe changing economic condi-
tions. Following the switch from a centrally platheconomy towards a free market
system, real incomes took a nosedive and peopledaginvent themselves in the new
economic realities.

With the “shock therapy” receding into the pasting standards and consumption
levels gradually began to recover and Poles gresusiomed to hard economic con-
straints when planning their consumer spendingstép with these processes, a modern
consumer society could be seen emerging in Poleordplete with a fascination for the
world of shiny merchandise and shopping malls. Wit economy picking up speed,
expansive consumerism and materialistic valuesdaurfiertile ground among the grow-
ing numbers of Polish consumers.

The crisis of the 21st century’s first decade cawea cold shower for the consumer
spree which was largely credit-financed (especiaily respect to real estate and certain
durables). Polish consumers and households weserdiguiired to sit a test — so to speak —
of maturity in conditions of a modern capitalisbeomy, with its natural cycles of expan-
sion and contraction. It is fair to say that theygged this test, while enriching themselves
with new insights and experiences.

After a period of uncritical enthusiasm over thevrsystem (a syndrome of “Alice in
capitalist wonderland”), Polish consumers have grawore mature, more aware and
better aligned with the realities of a free markebnomy?®. The recent economic crisis
thus had a positive side to it, by toughening Potisnsumer and households, and inject-
ing in them a resistance to the vicissitudes of enndlay cyclical fluctuations. Adjust-
ment to the crisis-induced changes in economic itiond was more mature than in the

18 Anna Djbrowska, Mirostawa JakdKresto, Bogdan Mroz, Teresa Staby. 2015. Zmianghaavan polskich
gospodarstw domowych pod wptywem kryzysu — |l e@pspodarstwa miejskie — badania empiryczne, ap. ci

19 Bogdan Mr6z, Konsument w globalnej gospodarcey perspektywy. 2013. Warszawa, Oficyna Wydawni-
cza, Szkota Gtéwna Handlowa.
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early stages of the country’s systemic transforomain the early 1990s, when a trauma of
crashing into market economy realities was followgd swift increase in consumption.

Still, the Polish consumers and households hatéoymatch their counterparts in the
most advanced capitalist countries when it come®&oling the macroeconomic signals
that precede a downturn and quickly adjusting &danging economic conditions. This
is understandable, remembering that the buildingoohomic awareness and smart con-
sumer education require a lot of time to completd ehave to be backed by “empirical
tests” of how economic perturbations influence #weryday life of consumers and
households, bringing new experiences in the process

It is hard to establish unequivocally how much thange in Poles’ living conditions
induced by economic slowdown has influenced subjedssessments of the quality of
peoples’ lives. It can only be surmised that whesasumption of certain goods and ser-
vices caved in, this found reflection in lower mabive assessments of the quality of life
in those households. In other households, thesasmmnt of how economic slowdown has
impacted the quality of life was strongly diversdi in accordance with the extent of
deprivation of needs, levels of aspiration, memnifiprsn certain social/occupational
groups, etc.

Polish households took an attempt to limit thesemuences of economic slowdown
by taking various kinds of remedial action and dd#pn to the changed crisis-time eco-
nomic conditions. The adjustment effort was focusedseeking to keep the pre-crisis
living standards and consumption levels, givingoughe meeting of some needs, revising
consumption priorities of household members, arttingudown on some consumer ex-
penditures.

Poland is a country “working its way up”, wherensamption and quality of life still
lag far behind the most advanced capitalist natiSasne consumers, seeking to catch up
in a civilisation race and yearning for Westerruagfice, have turned to credit as a means
of fulfilling their rampant consumer aspirationsddimancing purchases of some consum-
er goods (especially homes/apartments, cars, fwenitonsumer electronics, home appli-
ances, etc.). This led to an increase in houseld#ts and problems with repayment. It
would certainly be a welcome development if botidkers and borrowers in Poland took
to heart the tenets of responsible lending andolwéng. Large-scale public education
campaigns would be welcome here. Consumers shealise that the consequences of
their decisions about going into debt will havebtoborne for years to come, and that the
price of chasing consumer goods and living beyomelsomeans may prove to be exces-
sive. It is to be hoped that this will be among kiey lessons drawn from the latest eco-
nomic crisis by Polish consumers and households.

7. CONCLUDING REMARKS

While the consequences of the latest crisis fortbksh economy have been less painful
than in other countries and coming with some delag,economic slowdown did make
some impact on consumers and households. Sloweitlymaf the official sector had the
effect of curtailing income-earning opportunitigslacausing problems with the balancing
of many households’ budgets.

The present article highlights selected aspecBotfh households’ efforts to adjust to
the consequences of the economic crisis. The a@salf/shanges in the level and structure
of consumption spending leads one to concludeRbésh households have demonstrated
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an ability to adjust to the changing economic tedj as reflected in their planning family
budgets more rigorously, restricting and/or ratlsieg some consumer spending items,
giving up on the satisfaction of some higher-omtseds, controlling expenditure on electric-
ity/gas/water, looking for new sources of incomerking in the shadow economy, etc.

One could therefore venture the opinion that, teedain extent, the latest economic
crisis played an educational role, by giving Polisinsumers and households a lesson in
how to function in a free-market capitalist econowlyere cyclical ups and downs are a
matter of course. Importantly, it has been a kégaavay from the crisis for consumers
that economic growth has its limits, and that théhpf rampant consumerism, debt and
living beyond one’s means may lead many of theim éntleadly trap.
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WPLYW KRYZYSU GOSPODARCZEGO NA ZACHOWANIA
KONSUMPCYJNE POLSKICH KONSUMENTOW

Kryzys gospodarczy, ktory z ig intensywndcia odczuto wiele krajow néwiecie nie
pozostat bez wplywu na zachowania polskich konsuéveri gospodarstw domowych.
Spowolnienie gospodarcze uruchomitogcsére reakcji dostosowawczych i strategii adap-
tacyjnych do zmienionych kryzysowych realiéw gospaavania. Wiele gospodarstw do-
mowych, zwlaszcza dyspongych nizszymi dochodami, zmuszonych byto ogranicayy-
datki konsumpcyjne i zaspokojenie niektérych pdirpeaz zrewidowa przedkryzysowe
wzorce konsumpcji. W Polsce konsekwencje ostatnie@gaysu gospodarczego nie byty
tak dramatyczne, jak w innych krajach, jednak sgoigaie gospodarcze wptglo na stan-
dard zycia i zachowania polskich konsumentéw oraz gosmidadomowych, skutkgg
m.in. racjonalizag ich zachowa i wydatkéw konsumpcyjnych. Mma rownie s3dzi¢, ze
ostatni kryzys gospodarczy sktonit polskich konsaoter do refleksji nad przedkryzysgw
goraczka konsumpcji opartej na zaganiu kredytow, rewizji systemow waftn, a take
do porzucenia, lub przynajmniej ograniczenia, nialistycznego nastawienia dgycia.
Podstawowym celem artykutu jestémaetlenie najwaniejszych zagadniezwigzanych z
wptywem kryzysu na zachowania konsumpcyjne polskichsumentéw na podstawie do-
stepnych wynikéw rénych bada empirycznych oraz wiasnych badankietowych prze-
prowadzonych w 2009r. i w 2015r. Pelgibna analiza nowych pokryzysowych tendencji
w zachowaniach konsumpcyjnych i wzorach konsumpspotczesnych Polakéw, odwotu-
jaca st do dosgpnych danych statystycznych, raportéw badawczyelz arynikéw bada
empirycznych mege dostarcz§ uzytecznych wskazowek i rekomendacji dla decydentéw
ksztattupcych polityle gospodarcg, menederdw i korporacyjnych strategow.

Stowa kluczowe: kryzys gospodarczy, zachowania konsumentoéwkRols
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Ouser IETPALIEBCKHAM !
Anekcanap AJJEKCEEHKO?,
Baagumup JAHWJIEBCKHM?

AJJEKBATHOCTB KPUTEPUEB PUCKA U OLIMBOK
JANATHOCTUPOBAHUSA TEXHUYECKOI'O
COCTOSAHUA TPAHCIIOPTHBIX CUCTEM

B crarbe nmokazaHa aJeKBaTHOCTb BEPOSTHOCTHBIX XapaKTEPUCTUK JUArHOCTUPOBAHUS
00BeKTa TPAaHCHOPTHOH CHCTEMBI, BKIIo4ast OINOKK 1-ro ¥ 2-T0 poza, ¥ KOJINYECTBCHHBIE
MEpbl PUCKOB OLIEHKH TEXHHYECKOTO COCTOSHUS OOBEKTOB AMArHocTHKU. Ilpu anammse
HECTaHIAPTHBIX  (MPOONEMHBIX) CHTyaumHil TPAaHCIOPTHBIX IPOLECCOB, B KOTOPBIX
HaOJTI0/1aeTCs TOSIBIIEHHE COBMECTHBIX COOBITHH, TAKMX KaK OTKa3 yXe KCILTyaTUPyeMOro
00BEeKTa UarHOCTUPOBAHUS U TPAHCIIOPTHOT'O TMPOHCIIECTBHS, BBI3BAHHOTO 3THM OTKAa30M,
OKa3bIBA€TCs, YTO CIEAYET YyUYUTHIBATH KOJIMYECTBEHHYIO MEPY PUCKa IMarHOCTUPOBAHM,
KaK KOMILIEKCHYIO XapaKTepPUCTHKY, IPUHUMAs BO BHUMaHME BCE PUCKU, BO3HUKAIOLINE B
Ipornecce JUarHOCTUUECKOT0 KOHTPOJISt 00BEKTOB.

CrnenyromuyM IIaroM B MCCIEJOBaHUK OPraHU3alHOHHO-TEXHUYECKUX PUCKOB HAay4YHO-
HCCIIE0BATEICKUX IMPOEKTOB B OONACTH TPAHCIIOPTA SIBISICTCS HEpexol K HEUeTKUM
MOZENAM B3aMMO3aBHCUMOCTH KaTeropHif, y4aCTBYIOIIUX B PACCMAaTPUBAEMbIX MPOIECCAX.
Jlannas 3aaua SBIAETCS TaKXKe HENPOCTOH — OHA TpeOyeT SKCIEPTHOM OLIEHKU CYOBEKTOB,
CMEIMANNCTOB B 00JAaCTH TPAaHCHOPTHBIX MPOLECCOB U TEXHOJIOTHH, YYacTBYIOIIUX B
HAay4YHO-UCCIIEZI0BATEIbCKUX MPOEKTAaX TPAHCIIOPTHON TEMATHKM, HAUMHAS C MOCTAHOBKH
npo0JieM, pemeHus UX, pealn3aluyl MPUHATHIX PEIICHUH U CONPOBOXKIECHHS MOITyIEHHBIX
pE3yNbTaTOB B OKCILTyaTALIUOHHBIX YCIOBUSIX.

INonTBepxneHHe ageKBaTHOCTH KPHUTEPHEB pPHUCKA W OMIMOOK JHArHOCTHPOBAHMS
TEXHUYECKOIO  COCTOSHUS  TPAHCHOPTHBIX CUCTEM  IO3BOJSIET C  JIOCTAaTOYHOU
JOCTOBEPHOCTBIO MACHTH(HULUMPOBATH M IIPEAMETHO OINpPENEIUTh CYIIHOCTb (YHKIHMI
MPUHAIEKHOCTEH UTOTOBOTO MOKa3aTeNlsl KpUTepHs pHcKa. JlaHHBIA (akT moiyueH mpu
JOMYLIEHUW COBMAAEHHUS KOOPAMHATHBIX IIOCKOCTEH (GYHKIMI MpPUHAATIEKHOCTH,
COBNAJAIONIMX APYr C APYFOM a HMMEHHO npeznenaMu ux usMeHenus ot 0 no 1. OcHoBHbIE
CyOBECKTHBHBIC OLICHKU UTOTOBOW (DYHKIIMH HPHHAUIC)KHOCTU KPHUTEPHS PHCKA IPH STOM
TIPEBpAIIalOTCS B 3a7a1y 0OBEKTUBHOTO XapaKkTepa.

KiroueBbie cioBa:TpaHclopTHas cucTeMa, TEXHUYECKas AMArHOCTUKA, PUCK, HEUYeTKas
JIoTHKa, (QYHKIUS IPUHAUISKHOCTH, TEXHUYECKOE COCTOSTHIE 00BEKTa.

! Oner IerpamieBckuii — Ip TeXHUUECKHX Hayk, Tpod., kadeapa asponopTos HalMOHANBHOTO TPAHCIOPTHOTO
yuuBepcurera, Ykpamna, Kwues 01010, ym. Cysopoa, 1; Ten.. +38 (044) 280-70-73 e-mail:
gip65n@gmail.com (corresponding author).
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3 Brnamumup JlanuneBckuii — Mrp, acnmupanT kabeapbl a’ponopToB HalMOHANLHOTO TPAHCIOPTHOTO
YHHBEpCHUTETa, YKpanHa.
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1. BBEAEHHUE

Ilocne mony4YeHHss OUATHOCTUYECKON WHPOPMANMU O COCTOSHUU OOBCKTA
nuarHoctupoBanust (O1) Mosxer ObITh NpUHATA 0AHA U3 runoTe3: ['1 — O] ucnpasen u I'2
— O/l meucnpasen (puc.1)*. Ho B pe3yabTaTe BIMAHUSA HECTAOMILHOCTH JUATHOCTHYECKHX
nmapameTpoB O/, HEZOCTATOYHOCTH TOYHOCTHBIX XapaKTEPHCTUK (DYHKIMOHUPOBAHUS
nuarsoctudeckux komruiekcoB (JIK), moMex co CTOPOHBI Cpembl IHArHOCTHPOBAHUS
MOSABIISICTCA BO3MOXKHOCTh OMIMOOYHBIX pEIIeHHI Mpolecca TUarHOCTHPOBAHUS. YacTh
paboTtocmocobubsx O/ mpu3HaeTcs HepabOTOCTIOCOOHOH, a YaCTh HEUCIIPABHBIX 0OBEKTOB
MPUHUMAETCS WCIPABHBIMH M JOIMYCKAIOTCS K IKCIUTyaTallid 110 HAa3HA4YEeHWIO. JlaHHBIHA
(akTt mokasan Ha puc.l, rue:

— T1={H14, Hig}, runoresa Hi1 cocrout B ToM, uro OJI SIBASIETCS] HCIIPABHBIM U 3TO
COOTBETCTBYET HCTHHHOMY TeXHHYeCKOMY cocTosiHuto OJl, rumore3a Hip 3akmovaercs B
ToMm, uro O]l sBIsCTCS HCEHCIPAaBHBIM IpH (HAKTUYCCKON HCIPABHOCTH OOBEKTa
KOHTPOJIS,;

I'2 = {Hoo, Hoa}, rumoresa Hoo 3akmouaercs B ToMm, uto OJ] SIBISIETCSI HEUCTIPABHBIM K
9TO  COOTBETCTBYET (hakTHyecKkoMy TexHudeckomy coctosauio (TC) oObekTa
IarHOCTHpOBaHuUsA, Tunore3a Hor — OJ] sBiseTcs McmpaBHBIM, YTO HE COOTBETCTBYET
nctuaHoMy TC O/I.

T'mmote3br Hi1 m Hoo siBRsitoTest nmpaBmibHbIMH, @ Hio 1 Hoi — HenmpaBwibHbIME. U3
CKa3aHHOTO CIICAYET CAeTaTh BRIBOA: IPAaBUIIBHBIC PEIICHHUS HE MPEICTABIAIOT HHTEPEca C
TOYKH 3pEHHS aHAIM3a OPTaHU3AIMOHHO-TEXHUYECKHX DPHUCKOB HAYYHO-TEXHHYECKHX U
HAYYHO-HCCIICIOBATCIILCKUX MIPOEKTOB, COIJIACHO KOTOPBIX HCCIICAYIOTCH,
pa3pabaThIBAIOTCS, PEATU3YIOTCS, BHEAPSIOTCS U IKCIUTyaTUPYIOTCS JUATHOCTUYECKHC
KOMILICKCHI TPAHCHOPTHBIX cUcTeM. OOBEKTOM HCCICIOBAHUN JIOJDKHBI CTATh TUIOTE3BI
HloI/I H01 (pI/IC.Z).

2. OCHOBHASA YACTb

Pemenue o HencripaBHocTH McnpaBHOTo OJ] MPUBOAUT K MOBTOPHOMY PEMOHTY OOBEKTa
KOHTPOJISI, TO €CTh JIOTIOJIHUTEIBHBIM MAaTCPUATBEHBIM 3aTpaTaM, M TaK MOXET OBITh MHOTO
pa3. T'unore3a Hoi npu koTopo#l mpuHUMAETCs pelieHUe 00 UCIPABHOCTH (HaKTUYCCKU
HCHCIIPABHOTO O00BEKTa IMArHOCTHPOBAHUS SBJISACTCS HaWOoOJee OTPHUIATCIBHBIM
BbIBOJIOM. JlaTtentHo HeucnpaBHbiii OJl, ycTaHOBIEHHBIH Ha TPAHCHOPTHOE CPEICTBO,
HeceT B ce0Oc TOBBINICHHBIM PHUCK BHE3AIHOTO OTKa3a W, Kak CICICTBHUE, PEabHYIO
BO3MOJKHOCTH BO3HMKHOBEHHUS TPaHCTIOPTHOTO MIPOUCIIECTBUYSI, HHOTIa c
KaTacTpo(HUIECKUMHU TOCTICICTBUSIMH.

4 Jlanunescokuii B.B. Knacudikauis opramizaniifHo-TeXHiYHUX PU3HKIB HA CTAHAX BUKOHAHHS HAyKOBO-
nocnigaux npoektie /B.B.JlanwuneBcoknii//36ipauk  gonosigeit 14-01 MiHApoJHOT HayKOBO-TIPAKTHYHOL
koH(epeHIil «PHHOK MOCTYr KOMIUIEKCHHX TPAHCIOPTHHUX CHCTEM Ta MPHKIAJHI HPOOJIEMH JOTiCTHKH».—
K.HTY, 2012.€.170-174.
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I'mnotesa I'1

Oon

IK

A 4

y

I'mnotesa I'g

COTC O]

I'unoreza Hig .| TlpaBunenoe
- penieHue
l'unotesza Hig Hempasuibnoe
> pemieHne
I'unoresa Hoo .| TIIpaBumpHOE
»
pelieHue
I'mnote3a Hox Hemnpasunbnoe
pemeHne

Puc.1. Iponenypa mpuHATHS pemieHUss B mporecce auarHoctuku OJ] Ha IHArHOCTHYECKOM
KOMILIEKCE.

I'mnotesa I'1

MaTepuanbHble

1 1
1 1
1 1
! > onpP—-a L
i i 3aTparbl
B e
! Cucrtema OUEeHKH !
1 1
i TEXHUYECKOro i

O 1 K 1

A > A cocToAHNA obbeKkTa |

1 1
! ONArHOCTUKM !
1 1
i 4 i
1 1
1 | T'mnoresa I'o o 1 | BO3MOXHOCTb
! > OBP-B —> m
1 1
1 1
1 1

Puc.2. Ommbku 1-ro u 20 poxa, MPUBOASALINE K BO3MOXXHBIM HETATHBHBIM TOCIJICACTBHUSM B

npouecce skcruryarauuu O],

O1wnbKy onpeiesieHrs: 3HAYSHUs TUarHOCTUYECKOTo apamMeTpa B MpoLecce KOHTPOIIs
O]l Ha AMarHOCTUYECKOM KOMIUIEKCE Ha3bIBAaIOTCS: Tpu rumorese Hip — ommbka 1-ro
poxa (OIIP), oGosHauaercs o, a mpu rumorese Hor — ommbOka 2-ro poma (OBP),



132 O. IlerpameBckuit, A. Anekceenko, B. JlanuneBckuii

obo3Hauaerca — B (puc. 2)°. CnenoBaTenbHO, MOKHO 3aKIIOUHTH, YTO OPraHU3ALUOHHO-
texunueckne (OT) pucKH, BO3HMKAOMME B TMPOIECCe BBIMONHCHHS HAYYHO-
WCCIIEIOBATEIbCKIX MPOEKTOB PEalM3yIOmIMX pPa3paboTKy ¥ BHEAPCHHWE HOBBIX
tpancrnopTHeIX cucteM (TC) u ux JIK - a ceiiuac MIMEHHO TaK CTABUTCS BOIPOC, TaK KaK
NPaKTHYECKH Ha BCEX BUJAX TPAaHCIOPTa MHTEHCHBHO MCHOJB3yeTcs akciuryarauus TC
IO COCTOSIHHIO C KOHTPOJIEM IapaMeTpOB - aJIeKBaTHBI pUCKaM, KOTOpbIe (popMHUpYIOTCS B
crcTeMax OLEHKH TeXHH4ecKoro coctostuust O/ Ha AnarHoCTHYECKUX KOMIUIEKCAXx.

B mnepByro ouepenb, AaHHbIE PUCKHM BOIUIOHIAIOTCS B ommbkax o u . Puck,
BO3HHUKAWOIIUN mpu npusHanuum wucrpaBHoro OJ] HeucmpaBHeIM — RuH, anekBaTeH
oumbke 1-ro poxa o, a Rau — omibke 2-ro poaa f (puc.3).

F-————————————— - | FToTTmm eSS !
1 [ !
1 [ !
| OonP-a —» PUCK—Run P Marepnanchie ||
: N 3aTpathl !
! f . !
: o 3kcnnyaTauua obbekTa no !
DaKTOpbI R o4 + Ak o Ha3HayYeHuIo i
OT puckos | ¢ Lo |
1 [ !
! L Bo3moKHOCTb '
: OBP-B —» PUCk—Ruw | TN npuotkaze ||
: D on :
1 [ !
1 [ !
! coTcoa Lo |

Puc.3. AnlekBaTHOCTH ommbok 1-ro u 2-ro poaa mpouecca NUArHOCTUKU KOJIMYCCTBECHHBIM
MEpaM OpraHUu3allUOHHO-TEXHUYCCKUX PHUCKOB OLCHKU TEXHUYECKOI'O COCTOSHUA
o0bekTa JUAarHoCTHUKU.

PasmepHocTH OmMMOOK ¥ pHCKOB COBMANalOT — TMEpPBbIE HUMEIOT (YHKIHIO
pacmpezienieHns, Kak BEepOSTHOCTHAs XapakTepucThka, Ha wHrepBane [0,1], Bropbie -
(yHKIMY TIPUHAIS)KHOCTH, KaK HEYETKHE MHOXKECTBA, HA TOM e MHTepBaje. MHOrHe
HCCIIeIOBATENH, pabdoTaomue B OONACTH PHCKOJIOTHH, PAacCCMaTPHUBAIOT PA3HOTO pPoaa
PUCKH KakK BEPOSTHOCTH, XOTS CTPOrO TOBOPSI, PUCKU SBISIOTCS BO3MOXKHOCTHBIMH
XapaKTCPUCTHKAMU KATEropuy OBITUS W TOJYHHSIOTCS 3aBUCHUMOCTSM B PaMKax
MaTeMaTHYECKOTO alnapara HedeTKol 1oruku®,

BwMmecte ¢ TeM, IpH aHANK3e HECTAHIAPTHHIX (MPOOJIEMHBIX) CUTYAIMH TPAHCIIOPTHBIX
MPOLIECCOB, TIPH KOTOPBIX HAOJIIOAAETCs TOSBICHHE COBMECTHBIX COOBITHH — OTKaza yxe
skcrryatupyemoro O/l M TpaHCHOPTHOTO NPOUCIIECTBHS, BHI3BAHHOTO 3THM OTKa30M,
BBISIBISICTCS TOT (PaKkT, UYTO CJIEAyeT YYHUTHIBaTh KOJHYSCTBEHHYIO MeEpy pHCKa

5 Naewinop I1.C. TexHudeckas IMArHOCTMKA PaaMOdIEKTPOHHBIX YCTPOHCTB M cucTeM.— M.. Pamuo u cBssb,
1988. — 256.

6 Merpamenckuii O.J1. HedeTkue TeOpETHKO-MHOKECTBEHHbIE MOJECH Ipoliecca 0becreyeHus 6e30nacHoCTH
nmBIKeHnsT aBTomoOmipHOro Ttpancmopra / O.JI. Ilerpamesckumit, W.II. Tamensk, A.B. Anexceenko //
ITpo6remu tparcnopty. 36ipHuKHayKoBHXIpans: Bumyck 8.K.:HTY, 2011.-C.30-41.
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IUAarHOCTHPOBAHMS KaK KOMIUICKCHYIO XapaKTEepPHCTHKY, NPUHHMas BO BHHUMAaHHE BCE
PHCKH, BO3HUKAIOIINE B MPOIECCE JUATHOCTHYECKOTO KOHTPOJISI 00BeKkTOB. U 3TO ciiexyeT
JIenaTh 10 KaKIOMY M3 KOHTPOJHPYEMBIX mapameTpoB. [loaTtomy Ha puc.4 mpeacraBieHa
CTPYKTypa (OPMHUPOBAHUS PUCKA THATHOCTUKU — Ry, HaunHas ¢ HIDKHUX YPOBHEH.

Puck gmnarHoctnposaHma — Ry

A

A 4

MONHBIN PUCK NPABUNBHOTO MONHBIA PUCK HENPABUABHOTO

anarHoctuposanua R (1.1) anarHoctuposanua Ry (2.1)
7\ 7y

Puck npasunbHoro PucK HenpaBuabHOro
OMarHoCTMpPOBaHUA No i-my OMarHoCTMPOBaHMA No i-Mmy
napametpy — RT; (1.2) napametpy — R4 (2.2)

A A

PucK npaBuabHOroO PWCK HENpaBUAbHOTO
AMarHOCTUPOBAHMA MO i-My AMarHOCTUPOBAHUA MO i-My
napameTpy ¢ pesynbTtatom «O/, napameTpy ¢ pesyabtatom «O/,

- ucnpaser» — R (1.3) - Heucnpasen» — R (2.3)

1 1

PucK npaBunbHOro PUCK HenpaBWUAbHOTO

ANarHOCTUPOBAHMA MO i-Mmy
napametpy ¢ pesyabtatom «O/,

- HeucnpaseH» — R (1.4)

OMarHOCTMPOBAHMUA Mo i-my
napameTpy ¢ pesyabtatom «O/,

- ucnpaseH» — R (2.4)

Puc.4. Ctpykrypa dopmupoBanus pucka auarnoctuxu O/l Ha JIK.

3Has BeposATHOCTH mosBIeHuss coObituii P(Hi1), P(Hoo), P(Hig), P(Hoz), kak
peanu3anuii  COOTBETCTBYIONIMX IMIOTE3, MOXHO OIPEIEIUTh BCIO HOMEHKIATYDPY
puckos. [TpaBaa cieyeT NPUHATh CIEAYIOIINE IOy LIEHU:

— J[MAarHOCTHYECKHWE [apaMeTpsl, OOMKM KOJWYeCTBOM | = LN, SBISIOTCS
HE3aBHCUMBIMHU JIPYT OT APYTa MEPEMEHHBIMHU M 00JIaal0T KaXKJbIil CBOUMHM IOITYyCKaMH,
4TO (DAaKTHIECKH, B PEAIbHOCTHU HE TaK,

— AQHATUTUYECKHE BBIPAKEHUs I OMpEeeNeHHs BEPOSTHOCTEN TUIOTE3, KOTOPHIE B
NIPAKTUKE TaKXKe B3aMMOCBSI3aHbI, BECbMa CIIOKHBI, I03TOMY €CTh CMBICI CBOEBPEMEHHO
MEepelTH Ha HCIOJB30BaHHE MAaTEeMATHYECKOro ammapaTa HEYeTHOH JIOTHKH (TeopuH
Bo3MOXxHOCTeit J.3ane) u cyObheKTHBHBIX SKCTIEPTHBIX 0a3 3HAHMII;
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— JMarHOCTHYECKHE KOMIUICKCH BHOCSAT COOCTBEHHBIC MOTPEITHOCTH B M3MEPseMbIe
nmapametps! OJl, HO Bcera HaXOIATCS B UCTIPAaBHOM COCTOSIHWH, B JEHCTBUTENFHOCTH YK€
HeoOHapyxkeHHbIH oTka3 JIK mnpuBoguT K TOMY, YTO OH MOXET OpakoBaTh Bce
KOHTPOJIHPYEMBIE 00BEKTHI THATHOCTUKH.

C y4eToM BHIMICTIPUBEACHHOTO (HOPMYJIBI JJIsl BEIYUCICHHUS PUCKOB CHU3Y BBEPX — 3TO
MOKAa3bIBACT JBOWHAS HyMepalysi Ha pUC.4 - UMCIOT CIICAYIONIUN BUJI:

i (H1) + R (Hgq)

(1.3) RE,Pilzl ~pi(H1p): 23 Mo - Pi (Hpp) .
o el R (Hoo) R (Hyg)

I MM HH H _ WH  HH _ _
(12) Ryi=Ryi*RA (22) Ryi=Ryi*Rai —ai tBi
n N o H N Hw
(1.1) Rﬂ_iglRﬂ’i' (2.1) Rﬂ_iélRﬂ'i'

B urore: Ry = Rg DQE

3. BBIBO/Ibl

Takum  o0Opa3oMm, TOKa3zaHa aJCKBAaTHOCTb BEPOATHOCTHBIX  XapaKTEPHUCTHK
nuarsoctupoBanus OJ] TpaHCHOPTHOH cucTeMbl, BKIOYas ommOku 1ro u 2r0 poxa, u
KOJIMYECTBCHHBIE ~MEPhl PHCKOB OIEHKHM TEXHHYECKOTO COCTOSHHSA OOBEKTOB
JuarHocTHkd. CHenyromuM IIaroM B HCCIEI0BAHWU OPTraHU3allHOHHO-TEXHUYECKHX
PHUCKOB HAayYHO-UCCIEAOBATEIbCKUX MPOEKTOB B OOJIACTH TpaHCIOpTa OyAeT Mmepexona K
HEUeTKUM MOJEISIM B3aMMO3aBHCHUMOCTU KaTETOPHH y4acCTBYIOIIHMX B pacCMaTpUBAEMBbIX
nporieccax.

JanHas 3ajmada sBIs€TCS TaKke HEMPOCTOM — OHa TpeOyeT HKCHEPTHON OLEHKU
CyOBEKTOB, CIELUAINCTOB B OOJACTH TPAHCIOPTHBIX IIPOLIECCOB U TEXHOJIOTHUH,
YYacTBYIOIIMX B HAy4YHO-HUCCJIEAOBATEIbCKUX MPOEKTaX TPAHCIOPTHOM TEMAaTHUKH,
HayMHAas C TMOCTAaHOBKM IpOOIEM, peIIeHHs WX, pPEealn3alud IPUHATBIX DPEIICHUH U
COIIPOBOKCHNUS MOITYYEHHBIX PE3YIBTATOB B HKCILUTyaTal[HOHHBIX YCIOBHSAX.
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ADEQUACY CRITERION OF RISK AND ERRORS
TECHNICAL DIAGNOSTIC CONDITION OF TRANSPORT SYSTEMS

The article shows the value of probabilistic cheeastics of diagnosing object diagnos-
ing transport system, including errors of the st and kind, and quantitative measures of
risk assessment of technical condition of diagndsighe analysis of non-standard (prob-
lematic) situation in the transport processes inicivtihere is the emergence of common
events, such as the refusal of the object of disiggo already being in operation, and the
case of transport caused by the refusal to dist¢teséact that one should take into account
the quantitative risk measures diagnosing the cexpharacteristics, taking into account
all the risks arising in the course of the diagimosbntrol objects.

The next step in the study of organizational arthniécal risks of research projects in
the field of transport will go to an imprecise mbdéinterdependence categories involved
in these processes. This task is also difficuttrequires professional judgment of entities,
experts in the processes and technologies invalvagsearch projects within transport,
from the formulation of the problems and their $iolus, implementation of decisions im-
plementing and tracking results in the operatingditions.

The confirmation of the adequacy of the risk ciiteand error diagnostics of the tech-
nical condition of transportation systems allowghvsufficient reliability, to identify and
objectively determine the substance of the finammership rate risk criteria. This state-
ment is the result, obtained assuming the intdmedf the coordinates that overlap with
each other within changes from 0 to 1. The basiessnents of final function risk criterion
transform the objective problem.

Keywords: Transport system, technical diagnostics, risk, yuegic, membership function,
technical state of an object
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THE APPLICATION OF THE AHP RISK-BENEFIT
ASSESSMENT IN CERTIFICATION OF ORGANIC
FARMING

The objective of the research is to develop thelrenefit assessment models based on the
Analytic Hierarchy Process (AHP) and test themartification of organic products. The ISO
Guide 65 /EN 45011 standard and Council RegulgE@) No 834/2007 oblige the certification
bodies to conduct risk assessment during certdicatrocess. However, no specific methodology
of risk assessment has been provided in this resfiee AHP decomposes a complex problem
into a hierarchy involving goal, criteria, and d#mn variants. Two hierarchical models, risk and
benefit, were constructed based on the relevariicptibns and consultations with the key ex-
perts from one of the nine Polish third party fiegtion bodies (CB), with experience in certifi-
cation of organic products. Both models have theesdecision variants considered in the process
of surveillance. The results show that paralletpation of conventional products and production
of the same goods in organic and conventional aressappeared to be the major risk factors in
organic farming. In benefit model, increased ttastertified products and minimization of costs
of improper decisions were the most important. Ak#P-based models proved very useful in
risk-benefit assessment of organic producers antbagtrated a new approach to risk assess-
ment. However, several conditions must be fulfibedore their implementation in practice, such
as adjustment to individual needs of a certificatiody and refinement of the quality manage-
ment system.

Keywords: AHP, certification, risk-benefit analysis, risksessment, organic farming, third party
certification

WPROWADZENIE
In recent years, a dynamic development of the niddteorganic products can be ob-

served. There are well described benefits andcdiffes of organic farming. Organic
farming may provide two types of economic benefitsmay reduce rural poverty by
providing market access and higher profits throagbombination of higher prices and
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more resilient yields. In developing countries,amg farming may potentially boost the
local economy in the long-term perspectivEhere are researches that discuss economic
effects of the organic production systerdnder the current EU law, the basic document
containing the requirements for organic productisnCouncil Regulation (EC) No
834/2007 of 28 June 209dn organic production and labeling of organic pretd and
repealing Regulation (EEC) No 2092/91 and the mguis implementing this Regula-
tion. According to this regulation, member stathallsset up a system of controls and
designate one or more competent authorities redgenf®r controls in conformity with
Regulation (EC) No 882/2004. This process is supedvby each EU member state,
which is responsible for establishing an inspectgstem with the competent authorities
to ensure adherence to the obligations establishethe organic Regulation (EC)
834/2007. Member states could choose who performs theficatton: a public authority
or a third party certification bodi¥s The third-party certification is a conformity ass-
ment activity that is performed by the control b@d@B), that is independent of the person
or organization that provides the object, and @fristerests in that objéét In Poland,
competent authority had delegated control taskthitd party certification bodies. This
companies must meet the criteria describe in ar2@l.5 of the Council Regulation (EC)
No 834/2007. One of the requirements imposes omwrehtéfication body the obligation to
implement management system according the 1ISO Gafider European Standard EN
45011o0r its new edition ISO 17065

Requirements of the ISO Guide 65 /EN 45011 standaddCouncil Regulation (EC)
No 834/2007 forced certification bodies to use the risk assess process during the
certification process. Moreover, in Regulation (B®) 882/2004, as a general rule, the
official food and feed controls shall be carried cegularly, on a risk basis and with ap-
propriate frequency. According to all these requieets, certification bodies that certify
organic farming products are forced to implemesk assessment approach in their work.
The implementation of standards within third paréytification is assured through a rig-

6 Kleemann L., Abdulai A.Qrganic certification, agro-ecological practicesdneturn on investment: Evidence
from pineapple producers in Ghari&cological Economics” 93 (2013), pp. 330-341.

7 Beuchelt T.D., Zeller M.Profits and poverty: Certification's troubleed lirfer Nicaragua's organic and

fairtrade coffee producersEcological Economics” 70 (2011), pp. 1316-132%matsu H., Mishra A.KQr-

ganic farmers or conventional farmers: Where's theney? “Ecological Economics” 78 (2012), pp. 55-62;

Lobley M., Butler A., Reed M.The contribution of organic farming to rural devpfoent: An exploration of the

socio-economic linkages of organic and non-orgdaitns in England“Land Use Policy” 26(3), (2009), pp.

723-735; Demiryurek KAnalysis of information systems and communicat&twarks for organic and conven-

tional hazelnut producers in the Samsun provincBurkey “Agricultural Systems” 103 (2010), pp. 444-452.

8 EC, Council Regulation (EC) No 834/2007 of 28 J@087 on organic production and labelling of organi
products and repealing Regulation (EEC) No 2092/91

9 Ibidem.

10 Zorn A., Lippert Ch., Dabbert, SAn analysis of the risks of non-compliance with Engopean organic
standard: A categorical analysis of farm data frenGerman control body‘Food Control” 30 (2013), pp.
692-699; http://ec.europa.eu/agriculture/organicgtmner-confidence/inspection-certification_en.

1 ISO, ISO/IEC 17000:2004, Conformity —assessment. Vocabulary and general jwiee
(https://law.resource.org).

12 EC, Council Regulation (EC) No 834/2007, op. cit.

13 Ibidem.
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orous conformity assessment mechandfsi typical organic farming certification system
should be the sixth modified system according ® diide ISO/IEC Guide 67:2084
This certification system consists of following mients: (1) Determination of characteris-
tics by inspection; (2) Review (evaluation); (3)d3ton on certification; (4) Licensing;
and (5) Surveillance by: (a) testing of samplesl @) assessment of the production pro-
cess. All operators during the certification pracskall be subject to a physical inspection
at least once per year. Moreover, in the survaiblaprocess additional control visits and
collection of samples for testing shall be cargedl based on the assessment of the risk of
non-compliance with the organic production ruleke Tisk analysis procedure in certifi-
cation body should be designed based on the RemuldEU) No 392/201%8, which un-
derlines two important issues: 1) the result of sk analysis provides the basis for de-
termining the intensity of the unannounced or ameed annual inspections and visits, 2)
the selection of operators to be submitted to umameed inspections and visits is determined
on the basis of the risk analysis and that thesplanned according to the level of risk.

The main objective of the risk-based inspectiorraggh is to focus resources on risky
operators with regards to the frequency and interadi controls. Generally, risk based
control systems enhance the effectiveness andegftig of controls by prioritizing and
directing resources towards relatively risky operstf. The risk based-approach in certi-
fication process contributes to enhanced certificaguality'®. Nonetheless, it has not
been specified how to conduct such risk analysiswanich methods should be used for
this purpose. Different CBs have different riskdxhsystems. The structure and func-
tion of such risk-based inspection systems havéeen deeply analyz&d

In this study, the AHP-based models of risk-benafisessment are developed and
tested to select the best surveillance scenarionatdh it to a given producer. The AHP
(Analytic Hierarchy Process) is a well-known andi@ly used method to solve a variety
of decision problenid. It was developed in 1970's by the American maithician,
Thomas L. Saaty and since that time, it has gaamehcreasing attention in the literature.
Compared with other multicriteria decision suppawthods such as ELECTRE, PRO-
METHEE& GAIA, or VDA, the AHP is the most populan@ powerful contemporary
technique for decision making and expert judgmenmtduatiod? It has been applied in a

14 Konefal J., Hatanaka MEnacting third-party certification: A case study sfience and politics in organic
shrimp certification “Journal of Rural Studies” 27 (2011), pp. 125-133

15 ISO, ISO/IEC Guide 67:2004 Conformity assessmeRundamentals of product certification
(https://law.resource.org).

16 EC, Commission Implementing Regulation (EU) No /2023 of 29 April 2013 amending Regulation (EC)
No 889/2008 as regards the control system for acganoduction (http://eur-lex.europa.eu).

17 Zorn A., Lippert Ch., Dabbert SSupervising a system of approved private contraliémfor certification:
The case of organic farming in Germatilfood Control” 25 (2012), pp. 525-532; Zorn Aippert, Ch. Dab-
bert, S.An analysis.,.op. cit., pp. 692-699.

18 Jahn G., Schramm M., Spiller Ahe Reliability of Certification: Quality Labels asConsumer Policy Tool
“Journal of Consumer Policy” 28 (2005), pp. 53-73.

19Zorn A., Lippert Ch., Dabbert SSupervising a system.ap. cit., pp. 525-532.

2 Albersmeier F., Schulze H., Jahn G., Spiller Pag reliability of third party certification in théood chain:
from checklists to risk-oriented auditinti-ood Control” 20(10), (2009), pp. 927-935.

2l Saaty T.L., Forman E.HThe Hierarchon. A Dictionary of Hierarchies (AnatyHierarchy Process)RWS
Publications, Pittsburgh, 1992.

22 Forman E., Peniwati KAggregating individual judgments and priorities lwthe Analytic Hierarchy Process
“European Journal of Operational Research” 108§1L9%. 165-169.
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variety of fields and by many organizations, inéhgdprivate companies and public bod-
ies?. It decomposes a complex problem into hierarchatalcture consisting of goal,
criteria and decision variants, then elicits thiatiee importance / preference of these
elements, and finally, calculates their weightsaofjities). An element with the highest
weight indicates the best solution. The AHP haslserecessfully applied in various areas
of agricultural sciencé$ for example to select an appropriate irrigatioatmod by the
farmer#® or to develop useful criteria for assessing difieation activities and to pro-
vide a ranking of different diversification actigi§ in continuous mono-cropping of to-
bacca®.

The objective of the current study is to demonstra another potential application
of the AHP in agriculture, which is certification of organic products. The research has
been driven by the real need of certification bedie develop a relatively simple and
efficient method of risk assessment of clients gaig producers) applying for certifica-
tion. Hence, models and templates have been creaidested by the panel of experts
from the third party certification body. The procee of the AHP-based risk assessment
involves two stages: (1) deriving general modelgisfs (R) and benefits (B), and (2)
deriving individual R/B ratio. Such approach allofiem one hand for standardization of
the risk assessment process in the certificationpemy, and from the other hand, it takes
into account individual client and his specific deeand risk factors. Benefits are not
specified by the regulations, yet have been idedtifluring the discussions with the own-
ers of the certification body. Although the rislsessment procedures do not require bene-
fit analysis, it appeared very useful in practiod $acilitated making final decision on the
best variant of surveillance.

2. THE APPLICATION OF THE AHP IN RISK-BENEFIT ASSE SSMENT

AHP decomposes a complex, and multifaceted probitara hierarchy consisting of goal
(always at the top level of hierarchy), criteriattiare evaluated for their importance to the
goal, and alternatives that are evaluated for hafeped they are with respect to each criteri-
on. Criteria can be further divided into sub-ciieA conceptual view of such a four-level
hierarchy is shown in Figure 1 and is used to sira@ majority of decision problems.

2 Saaty T.L.Relative Measurement and Its Generalization in Bieai Making. Why Pairwise Comparisons are
Central in Mathematics for the Measurement of Igthte Factors, The Analytic Hierarchy/Network Prese
“Rev. R. Acad. Cien. Serie A. Mat.”, 102(2), (2008p. 253-318.

24 Alphonce Ch. Application of the Analytic Hierarchy Process inrigglture in Developing Countrie$Agri-
cultural Systems” 53 (1997), pp. 97-112.

% Karami E.,Appropriateness of farmers’ adoptiasf irrigation methods: The application of the AHRael,
“Agricultural Systems” 87 (2006), pp. 101-119.

% Chavez M.D., Berentsen PP.B.M., Oude Lansink ANE,JAssessment of criteria and farming activities for

tobacco diversification using the Analytical Hiecaical Process (AHP) technigu&gricultural Systems” 111
(2012), pp. 53-62.
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Figure 1. The four-level AHP hierarchical model.

T

CRITERION 1 | CRITERION 2 | CRITERION n |
|  Subkryterion 1.1 | |  Subkryterion 2.1 | |  Subkryteriomn.l |
|  Subkryterion 1.2 | | Subkryterion 2.2 | | Subkryteriomn.2 |
|  Subkryterionin | |  Subkryterion | |  Subkryteriomn |

| VARIANT 1 | | VARIANT 2 ‘ VARIANT n

Source: own research.

Once the hierarchical model has been structured ftecision problem, decision mak-
ers or experts make pairwise comparisons for eaatl bf the hierarchy. The use of pair-
wise comparisons is considered as one of the nséijengths of the AHP to derive accu-
rate ratio scale priorities, as opposed to usiaditional approaches of assigning weights.
Pairwise comparison is the process of comparing¢lative importance, preference, or
likelihood of two elements (“children”) with resget an element in the level above
(“parent node”), in order to obtain priorities filie elements being compafédor exam-
ple, each criterion is pairwise compared with respe the goal, and each sub-criterion
with respect to the “parent” criterion. Pairwisarguarisons are conducted for all the par-
ent/children sets of nod&s A “judgment” or “comparison” is the numerical denstra-
tion of a relationship between two elements (givamd j) that share a common parent
node. The input of the comparison of each elemevithi each element j is placed in the
position of @ in a square matrix A in which the set of elemeésitsompared with itself.

ay Ay Ay,
N e
Ay & Gy,

Each judgment represents the dominance of an eteméime column on the left over
an element in the row on top. It therefore answeisvo questions: (1) which of the two
elements is more important (preferred, likely) wi#ispect to a higher-level criterion, and
(2) how strongly. The strength of dominance is meas on the bipolar nine-point fun-
damental scale, from “1” indicating the same imance (preference, likelihood) of two
elements A and B, to “9” which corresponds to exteedominance of A over B (or B
over A, respectively) (Figure 2).

27 Saaty T.L.Decision Making with Dependence and Feedback. Tiadyfic Network Processecond ed. RWS
Publications, Pittsburgh, 2001.

28 prusak A., Stefanéw P., AHP — analityczny prodesanchiczny. Budowa i analiza modeli decyzyjnyebkk
po kroku, wyd. 1, C.H. Beck, Warszawa 2014.
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Figure 2. The 9-point fundamental scale.

extreme V. strong strong weak weak strong v. strong extreme
. h . : the same ) . . .
dominance| dominance| dominance| dominance importance dominancg dominance| dominance| dominance
A A A A p B B B B
I I I | I I I I I B
9 7 5 3 1 3 5 7 9

Source: own research.

One matrix results in “local priorities” of the ddien nodes with respect to the par-
ent®. There are several methods of deriving local fiiés (also called weights), using for
example: (1) dedicated software, (2) matrix muitgtion, (3) geometric mean, and (4)
arithmetic mean. Geometric mean is used quite &etiy in the literature, although
Saaty? claimed that it should not be used for more tihaad elements being compared at
once. In this study, matrix multiplications wereedsto calculate the relevant priorities.
“Global priorities” of subcriteria are derived fromultiplication by the priority of the
criterion with respect to the goal. Mathematicaibaf the whole AHP process have been
provided and widely explained by Saty

Having calculated priorities, the AHP requires itestconsistency of judgments. The
consistency test is based on the use of consistatioy(CR), which allows a certain level
of acceptable deviations (CR<0,1). When a pairw@@aparison matrix fails to satisfy the
consistency requirement, revisions are requireletonade by a participating expert. The
main source of inconsistency is redundancy of juelgis inherent in all possible combi-
nations of pairwise comparisons made within a grofuplements, for example, nine crite-
ria require making 36 comparisons, and cause<difiés in keeping them consist&nt

In reality, a majority of decisions are made by tibem of experts rather than by a sin-
gle decision maker. Thus, the AHP is often usedyfoup settings, where members either
discuss to achieve a consensus or stick to thdividual judgments. Individual judg-
ments can be aggregated is different ways of witiehmost widely applied are two: (1)
the aggregation of individual judgments (AlJ), &@) synthesizing individual priorities
(AIP). Forman and Peniwdtisuggested that the choice of method depends othahe
the group is assumed to act together as a uni separate individuals. If the group acts
in synergy, AlJ is the most appropriate, while AdRappropriate for the latter. In the two
cases, both the geometric mean and the arithmeg@nnare used for aggregating the
judgments. However, the authors recommend the ufe@eometric mean as more con-
sistent with both judgments and priorities of thelRA In the case of the group members
not being of equal importance, a weighted geometr@an can be used with AlJ or
weighted geometric or arithmetic mean with AIP.

Certain problems need more advanced hierarchicattates than shown above in
Figure 1, with additional factors such as staketalicand their objectivés Most deci-

2 saaty T.L.Fundamentals of Decision Making and Priority Thewigh the Analytic Hierarchy Procesyol.
VI of The AHP Series, Pittsburgh, 2006.

30 Saaty T.L.Decision Making for Leaders. The Analytic HierardPpcess for Decisions in a Complex World
RWS Publications, Pittsburgh, 2008.

3! Saaty T.L.Fundamentals of Decision Making.op. cit.

32 prusak A., Stefanéw PBadania nad wiciwasciami metody AHROperational features of the AHP method,
in Polish), “Folia Oeconomica Cracoviensia” LIl @0, pp. 87-104.

33 Forman E., Peniwati KAggregating individual.,.op. cit., pp. 165-169.
34 Saaty T.L., Forman E.HThe Hierarchon..,.op. cit.
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sions also require the use of two hierarchical nodiésk and benefit, as one hierarchy
does not always fully reflect the problem. In suchkase, final decision is based on the
relation between benefits and costs, derived asrefi/Cost ratio (B/C) or Benefit/Risk
(B/R). It is calculated as the priority of an aftative in the benefit model and the priority
of respective alternative in the cost model. Ireotvords, the most preferred alternative is
that which generates highest benefits at lowedscdsie B/C ratio may adopt the follow-
ing valueg®™

- BJ/C =1 (benefits equal to costs or risks),

— BJC < 1 (costs or risks exceed benefits),

— BJ/C > 1 (benefits exceed costs or risks).

Despite the requirements of adopting only the nigldel in the risk assessment speci-
fied by the regulation 834/208Y7 the benefit model has been additionally provided.
reality, most decisions are the results of riskeost-benefit trade-offs, and merely risks
or costs do not reflect the entire problem. Indhganic farming, CB and producers have
different goals and expectations from the certifaraprocess, and look differently at the
potential risks. However, both of them are alser@sted in gaining benefits, which forces
them to compromise between costs and quality oténgfication.

3. DESCRIPTION OF THE AHP RISK AND BENEFIT MODELS

The AHP hierarchical models were constructed basethe review of relevant publi-
cations and official documents, and following cdtetion with the key informants from
the third party certification body. As the decisiproblem concerning organic farming
requires assessment of risks and benefits (despstealled “risk assessment”), two sepa-
rate hierarchical models were developed. The risklehis presented in Table 1. It con-
tains three obligatory risk assessment criteriacifipd in the Regulation (EC) No
889/2008’, specifically: (1) results of previous control®) (quantity of products con-
cerned; and (3) risk for exchange of products. Othiéeria that certification body can use
in risk assessment process include for examplee tfpoperator (producer, processor,
importer, and distributor), structure of operatsta@jes of production, type of staff, and
number of premises), new operators, type and \a@lpeoducts, complaints/denunciations
received, suspicion of fraud, and other criteri€ (2009). In the risk model, all non-
obligatory criteria mentioned in the Guidelines &édeen included, after the discussions
and comments of the experts from the certificatimnly. The benefit model represents
advantages to the certification body and its cfieatthough these benefits can differ (Ta-
ble 2).

35 Ibidiem.
36 EC, Council Regulation (EC) No 834/2007, op. cit..

87 EC, Commission Regulation (EC) No 889/2008 of Ht&mber 2008 laying down detailed rules for the im-
plementation of Council Regulation (EC) No 834/2@0v organic production and labelling of organicgro
ucts with regard to organic production, labellimgl @ontrol (http://eur-lex.europa.eu).
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Tabel 1. Hierarchical model of risks.

GOAL: TO IDENTIFY THE MOST RISKY CONTROL SCENARIO B ASED
ON THE FOLLOWING CRITERIA

Which criterion is more important with respect e goal?

1. CRITERION 1: Type of organic products/processes

1.1. Complexity of products

1.1.1. | High quantity of various ingredients used

1.1.2. | The use of non-organic products

1.1.3. | The use of yeast and yeast products

1.2 Number of suppliers of raw materials

1.3. Annual production / value of products

14. Number of production stages

15. External origin of raw materials

1.6. Participation of subcontractors in organicdorction

1.7. Destination of products (recipients)

2. CRITERION 2: Implemented and certified systerhguality management and food safety assurange

3 CRITERION 3: Characteristics of enterprise

3.1. Size of enterprise (number of employees)

3.2. Number of departments

3.3. Staff characteristics (knowledge, period opkryment, etc.)

3.4. Localization of enterprise (i.e. at own oresthpremises)

4. CRITERION 4: Parallel production of conventiopabducts

4.1. The same production line for organic and cotigeal products

4.2. Production of the same goods in two versiorganic and conventional

5. CRITERION 5: Information about the producer

5.1. Opinions about the producer (reputation)

5.2. Informal impressions about the previous coatpen

5.3. Complaints and guestions received

5.4. Suspicion of fraud

5.5. Failure to meet responsibilities

5.6. Participation in the next stages of the fobdic

6. CRITERION 6: Experiences in certification of anic production

6.1. New producers (no experience in certification)

6.2. The so far changes of certification bodies

6.3 Information about the producer from the Agricullusmd Food Quality Inspection (public autho|
responsible for organic farming system in Poland)

7. CRITERION 7: Results of the previous controlsdiés)

7.1. Number of the previous non-compliances

7.2. Assessment of corrective and preventive astion

7.3. Assessment of documentation of the qualityageament systems

3.1. Size of enterprise (number of employees)

3.2. Number of departments

3.3. Staff characteristics (knowledge, period opEyment, etc.)

3.4. Localization of enterprise (i.e. at own orathpremises)

VARIANTS

Which variant of surveillance (control scenariojrisre risky with respect to the above criteriald-stteria?

1. VARIANT 1: Standard control plan (SCP)
2. VARIANT 2: SCP + testing samples from product@rSCP + additional audit
3. VARIANT 3: SCP+ testing samples from productioadditional audit

Source: own research.
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Table 2. Hierarchical model of benefits.

GOAL: TO IDENTIFY THE MOST BENEFICIAL CONTROL SCENA RIO BASED
ON THE FOLLOWING CRITERIA:

Which criterion is more important with respect be tgoal?

1. CRITERION 1: Costs of the certification process
1.1. Minimization of the costs of taking and analgzsamples of the products
1.2. Minimization of the control costs
1.3. Minimization of general expenses (i.e. office)
2. CRITERION 2:Customer satisfaction (benefitshe tustomer)
2.1. Reduced "oppressiveness" of the control peoces
2.2. Increased chances for certification
2.3. Reduced costs incurred by the customer
3 CRITERION 3:Reliability of the certification press
3.1. Increased value of the "brand" of certificatimdy
3.2. Increased trust to certified products
3.3. Minimization of costs of improper decisions
3.3.1. | Minimization of potential claims
3.3.2. | Minimization of the possibility to revokeetkertificate
VARIANTS
Which variant of surveillance (control scenariojrisre risky with respect to the above criteriald-suteria?
1. VARIANT 1: Standard control plan (SCP)
2. VARIANT 2: SCP + testing samples from product@mrSCP + additional audit
3. VARIANT 3: SCP+ testing samples from productioadditional audit

Source: own research.

Both models have the same alternative decisiontablato trade-off in the process of
surveillance. Short descriptions of these variarégprovided in Table 3.

Table 3. Decision variants concerning the prooésarveillance.

Decision variants Description

Variant 1| Standard control plan| One physical inspection in the organic farming aparat the beginning o

(scpP) the certification process. There are no other plawtions during the 12
months of surveillance time.
This decision variant is the cheapest from possiatents of surveillance
that can be chosen by CB. Probability of noncommgkiethat exists in the|
organic farming operator is the highest.

f

Variant 2] SCP + testing sample$ One physical inspection in the organic farming aparat the beginning o

from production or SCP|the certification process,yd one additional inspection or laboratory ana
additional audit of the product samples.

f

Variant 3| SCP+ testing sampleg One physical inspection in the organic farming epmrat the beginning o

from production + addit the certification process and one additional in8peand testing of sampl
tional audit from production in laboratory.

This decision variant is the most expensive frormssgile variants of survei

lance that can be chosen by CB. Probability of nomiance that exists i

f
2

n

the organic farming operator is the lowest.

Source: own research.

4. RESEARCH DESCRIPTION AND RESULTS

The research was carried out in two main staggsdéfiving general model of risk-
benefit assessment; (2) deriving individual weiglmsl B/R ratio. Stage 1 is the evalua-
tion of criteria, subcriteria and variants in ri@kd benefit models and results in deriving
general priorities (weights). In Stage 2, 1-5 sgaeits were assigned to each subcriteria
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in the risk model and the individual B/R ratio waaculated for a selected producer. As
both stages required expert judgments, data wdlected in one of the organic farming
CB operating at the Polish market. It is one ofrine authorized control bodies in organ-
ic farming that operate in PolafidIt has more than 2,000 organic farming producers
under its supervision. The organization also spiees in certification of other quality
food schemes, such as protected designations ginof®DO), protected geographical
indications (PGI) and traditional specialty guaesmat (TSG) specified in the regulation
(EU) no 1151/2012.The organization also has onesdied laboratory in the structure. A
panel of five specialists, full time employees luktcertification body, participated in this
study. They have theoretical and practical knowdedgd experience in auditing organic
farmers and processors, and are involved in riskssnent on a daily basis. As the re-
spondents expressed their judgments independeetlylts have been aggregated using
the AIP approach (aggregating individual priorifieBhe procedure is required to calcu-
late individual weights for each expert, and theraggregate the results using arithmetic
mean.

1.1. Stage 1. Deriving general (base) model ofkibenefit assessment

The AHP was used to weight the importance of tliteréa and subcriteria in hierar-
chical models of risks (Tables 4 and 5) and benéfiables 6 and 7), and then the prefer-
ence of each variant with respect to these critnic subcriteria. Subsequently, the opti-
mal variant appears as one fulfilling to the highdegree the most important criteria and
the goal. The opinions were expressed by pairn@separisons using the nine-point fun-
damental scale, for example, the experts answheetbiiowing questions:

— Which criterion is more important with respect tetgoal (Goal = To identify the
most risky or beneficial control scenario)?

- Which subcriterion is more important with respecthe relevant criterion?

— Which variant of surveillance (control scenariopreferred with respect to the crite-
ria/subcriteria?

Local priorities (weights) have been calculatechgghe matrix multiplications and a
spreadsheet. All values shown in these tables septenumbers from all the experts ag-
gregated by arithmetic mean. Normalized global Wsigof the subcriteria have been
derived from multiplication of their local weighlsy the priority of the relevant criterion
with respect to the goal. The grey column callegdntance in Table 4 and 6 reflects the
degree to which particular factors (criteria andcsiteria) apply to the customer (organic
producer) who will be evaluated in stage 2 at thpoiit scale. In general model, all val-
ues in this column are equal to “1”, which can @nslated as “neutral”. In individual
model, the subsequent values of 2-5 are used tcaitedthe degree of importance of each
factor with respect to a selected customer beirgstibject of risk assessment. Since
Modified local (global) weights shown in the nexiumns are derived as multiplication
of Importance by Local (global) weights, in genemaddel both numbers are the same.
Subsequently, global priorities for decision vatsaand B/R ratio indicate which control
scenario is the most preferred in general, whilstage 2 they will specify which scenario
is optimal for a selected customer.

Tables 4 and 5 present all priorities for riskgpésate tables for criteria and variants to

38 |IJHAR-S, http://www.ijhar-s.gov.pl/organic-farmirngml.
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increase clarity).The results show that in genéhal,most risky control scenario is variant
1 — Standard Control Plan (SCP)(W(R)V1=0,5625), levivariant 3 (SCP+ testing of
samples from production + additional audit) appedcs be of lowest risk
(R(R)V3=0,1845). Another type of information thatncbe read from this table is the level
of risk of particular factors (criteria and suberig) in the process of risk assessment.
Parallel production of conventional products reedithe highest risk priority from all the
criteria (W(R)2=0,3025). Under this risk, two subenia have been distinguished in the
hierarchical model: having the same production fmeorganic and conventional prod-
ucts (W(R)2.1) and production of the same goodsrganic and conventional ver-
sions(W(R)2.2).Both of them received the highestbgl priorities of all 28 subcriteria
presented in the risk model (W(R)2.1=0,1832, W(R3P,1193). Such numbers indicate
that these factors are of utmost importance in aiskessment procedure, as the risk of
noncompliance is higher in companies with pargilelduction of conventional and or-
ganic goods.

Tables 6 and 7 shows general priorities for beséfis above, individual tables for cri-
teria and variants), while Table 8 compares ri$KsWith benefits (B) and calculates the
B/R ratio for decision variants. In terms of adwzaygs, the differences between the three
control variants were not as sharp as in caseské.riVariant 3 (with the lowest risk priori-
ty) received at the same time the highest weighbémefits (W(B)V3=0,4183), and con-
sequently, the highest B/R ratio (W(B/R)V3=2,26783. Table 6provides information on
benefits represented by particular factors, rditgbof the certification process was indi-
cated as the most favorable criterion, whose wedglebunts for over 50% of the main
goal (W(B)3=0,5182). Under this criterion, incredi$rust to certified products (W(B)3.2)
and minimization of costs of improper decisions B)&.3) appeared to have the greatest
meaning, also in terms of the global weights (W)2709, W(B)3.3=0,2910).

Table 4. General priorities for criteria in tiekmrmodel.

Criteria Codes Local Global |Importance|Modified | Modified | Modified
weights | weights local local global
normalized weights | weights weights
normalized| normalized
Type of organic productsf W(R)1 | 0.1512 0.1512 1 0.151p 0.1512 0.151p
processes
Complexity of products W(R)1.L 0.2560 0.0387 1 0.256 0.2561 0.0387
High quantity of variodW(R)1.1.1 0.2698 0.0104 1 0.2698 0.2697 0.0104
ingredients used
The use of nomrgani(W(R)1.1.2 0.5552 0.0215 1 0.5552 0.5551 0.021%
products - annex IX
The use of yeast and yeW(R)1.1.3 0.1752 0.0068 1 0.1752 0.1752 0.006
products - annex VIl
Number of suppliers of rg W(R)1.2| 0.0914 0.0138 1 0.0914 0.0914 0.013
materials
Annual production / value | W(R)1.3| 0.0478 0.0072 1 0.047¢8 0.0474 0.0072
products
Number of production stage$V(R)1.4| 0.1248 0.0189 1 0.124¢ 0.1244 0.0189
External origin of raw mateW(R)1.5| 0.1702 0.0257 1 0.1702 0.1702 0.0257
rials
Participation of subcontrgcw(R)1.6| 0.2354 0.0356 1 0.2354 0.2354 0.035¢
tors in organic production
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Destination of produg W(R)1.7| 0.0742 0.0112 0.0742 0.0742 0.0112
(recipients)

Parallel production of cop-W(R)2 | 0.3025 0.3025 0.3025 0.302% 0.302b
ventional products

The same production line { W(R)2.1| 0.6056 0.1832 0.605¢ 0.6054 0.1832
organic and conventior|

products

Producton of the sam W(R)2.2| 0.3944 0.1193 0.3944 0.3944 0.1193
goods in organic and can-

ventional versions

Characteristics of enterprise  W(R)B  0.0683 0.06 0.0683 0.0683 0.0683
Size of enterprise (number| W(R)3.1| 0.1318 0.0090 0.131¢4 0.1319 0.009
employees)

Number of departments W(R)3}20.1382 0.0094 0.1382 0.1383 0.0094
Staff characteristi¢ W(R)3.3| 0.5348 0.0365 0.534 0.535( 0.0365%
(knowledge, period of em-

ployment, etc.)

Localization of enterprig W(R)3.4| 0.1948 0.0133 0.194¢ 0.1949 0.0133
(i.e. at own or others premijs-

es)

Implemented and certifif W(R)4 | 0.0555 0.0555 0.0555 0.055% 0.055p
systems of quality manage-
ment and food safety assur-
ance
Information about the prp-W(R)5 | 0.0966 0.0966 0.0966 0.0966 0.0966
ducer
Opinions about the@roduce| W(R)5.1| 0.0518 0.0050 0.051¢ 0.0514 0.005
(reputation)

Informal impressions abq W(R)5.2| 0.0704 0.0068 0.0704 0.0704 0.0068
the previous cooperation
Complaints and questig W(R)5.3| 0.2194 0.0212 0.2194 0.2193 0.0212
received
Suspicion of fraud W(R)5.4 0.3244 0.0313 0.3244 0.3247 0.0313
Failure to meet responsib|liW(R)5.5| 0.2454 0.0237 0.2454 0.2453 0.0237
ties
Participation in the nel W(R)5.6| 0.0892 0.0086 0.0892 0.0891 0.0086
stages of the food chain
Experiences in certificain| W(R)6 | 0.1164 0.1164 0.1164 0.1164 0.1164
of organic production
New producers (no experw(R)6.1| 0.1750 0.0204 0.175 0.175d 0.0204
ence in certification)

The so far changes of cerjffiW(R)6.2| 0.3190 0.0371 0.319 0.319d 0.0371
cation bodies

Information about the prpW(R)6.3| 0.5060 0.0589 0.506 0.506d 0.0589
ducer from Agric. and Fo
Quality Insp.

Results of the previoj W(R)7 | 0.2096 0.2096 0.2096 0.2096 0.2096
controls (audits)

Number of the previous ngriw/(R)7.1| 0.5140 0.1077 0.514 0.5141 0.1078
compliances
Assessment of corrective g W(R)7.2| 0.3832 0.0803 0.3832 0.3833 0.0803
preventive actions
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tion of the quality manage-
ment systems

Assessment of documenta¥(R)7.3

0.1026 0.0215 1

0.102

0.1024

0.021%

Source: own research.

Table 5. General priorities for variants in tisk model.

Criteria Local weights Global weights

VAR.1 | VAR.2 | VAR.3 | VAR.1 | VAR.2 | VAR.3
Type of organic products / pro-
cesses
Complexity of products
High quantity of various ingredi  0.6048 0.1697 0.2255 0.0063 0.001 0.0023
ents used
The use of non-organic products - 0.5908 0.2429 0.1663 0.0127| 0.0052 0.0036
annex IX
The use of yeast and yeast prod- 0.5857 0.2487 0.1655 0.0040, 0.0017 0.0011
ucts - annex VIl
Number of suppliers of raw 0.5851 0.2552 0.1596 0.0081] 0.003% 0.0022
materials
Annual production / value of 0.3333 0.3333 0.3333 0.0024] 0.0024 0.0024
products
Number of production stages 0.3333 0.3333 0.33 0063 0.0063 0.0063
External origin of raw materials 0.5793 0.2554 626 0.0149 0.0066 0.0042
Participation of subcontractors |n 0.5587 0.2702 0.1711 0.0199 0.0096 0.0061
organic production
Destination of products (reci- 0.5209 0.2824 0.1966 0.0058 0.0032 0.0022
pients)
Parallel production of conven-
tional products
The same production line for 0.6067 0.2422 0.1511 0.1111] 0.0444 0.0277
organic and conventional prod-
ucts
Production of the same goods in  0.5982 0.2509 0.1509 0.0714 0.029 0.0180
organic and conventional versigns
Characteristics of enterprise
Size of enterprise (number of 0.5443 0.2595 0.1962 0.0049 0.002 0.0018
employees)
Number of departments 0.5152, 0.275% 0.209 0.0048 .0026 0.0020
Staff characteristics (knowledge, 0.5248 0.2744 0.2008 0.0192 0.010 0.0073
period of employment, etc.)
Localization of enterprise (i.e. at 0.5708 0.2641 0.1651 0.0076) 0.003% 0.0022
own or others premises)
Implemented and certified sys-| 0.3659 0.4091 0.2250 0.0203 0.0227 0.0125
tems of quality management and
food safety assurance
Information about the producer
Opinions about the producer 0.4913 0.2455 0.2632 0.0025| 0.0012 0.0013
(reputation)
Informal impressions about the| 0.4914 0.2427 0.2659 0.0033 0.0017 0.00]18
previous cooperation
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Complaints and questions re- 0.5241 0.2283 0.2475 0.0111] 0.0048 0.0052
ceived
Suspicion of fraud 0.5295 0.2260 0.244¢ 0.0166 TL00| 0.0077
Failure to meet responsibilities 0.5631 0.202) o423 0.0133 0.0048 0.0056
Participation in the next stages [of 0.5699 0.2026 0.2275 0.0049 0.0017 0.0020
the food chain
Experiences in certification of
organic production
New producers (no experience in 0.5551 0.2712 0.1737 0.0113 0.005% 0.0035
certification)
The so far changes of certificati 0.5868 0.2481 0.1651 0.0218 0.0092 0.0061
bodies
Information about the producer| 0.5992 0.2413 0.1595 0.0353 0.0142 0.0094
from Agric. and Food Quality
Insp.
Results of the previous controls
(audits)
Number of the previous non- 0.6025 0.2435 0.1540 0.0649 0.0262 0.0166
compliances
Assessment of corrective and 0.5693 0.2018 0.2289 0.0457 0.0162 0.0184
preventive actions
Assessment of documentation of 0.5631 0.2065 0.2304 0.0121 0.0044 0.0050
the quality management systems
Codes: 0.5625 0.2527 0.1845
W(R)V1 W(R)V2 W(R)V3
Source: own research.
Table 6. General priorities for criteria in thenlefit model.
Criteria Codes Local Global |Importance|Modified | Modified | Modified
weights | weights local local global
normalized weights | weights weights
normalized| normalized
Costs of the certificatiq W(B)1 0.2410 0.241 1 0.241 0.0804 0.080
process
Minimization of the costs ( W(B)1.1 | 0.2602 0.0627 1 0.2602 0.2601 0.062
taking and analing sample
of the products
Minimization of the contrq¢ W(B)1.2 | 0.3344 0.0806 1 0.3344 0.3348 0.080,
costs
Minimization ~ of  generd W(B)1.3 | 0.4056 0.0977 1 0.4056 0.4055 0.097
expenses (i.e. office)
Customer satisfaction W(B)2 0.2410 0.241D 0.24100.0803 0.0803
Reduced "oppressiveness"| W(B)2.1 | 0.2058 0.0496 1 0.2058 0.2059 0.049
the control process
Increased chances for certifica¥(B)2.2 | 0.2714 0.0654 1 0.2714 0.2715 0.065
tion
Reduced costs incurrdsly thg W(B)2.3 | 0.5224 0.1259 1 0.5224 0.5226 0.125
customer
Reliability of the certificatio] W(B)3 | 0.5182 0.5182 1 0.5182 0.1727 0.172
process
Increased value of the "bra W(B)3.1| 0.1862 0.0965 1 0.1862 0.1862 0.096
of certification body
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Criteria Codes Local Global |Importance|Modified | Modified | Modified
weights | weights local local global
normalized weights | weights weights
normalized| normalized
Increased trust to certifieq W(B)3.2 | 0.5228 0.2709 1 0.5228 0.5228 0.27009
products
Minimization of costs q W(B)3.3| 0.2910 0.1508 1 0.2910 0.291 0.1508
improper decisions
Minimization of potentig W(B)3.4| 0.2033 0.0307 1 0.2038 0.2038 0.0307
claims
Minimization of the possibilitf W(B)3.5 | 0.7967 0.1201 1 0.796} 0.7967 0.120
to revoke the certificate F
Source: own research.
Table 7. General priorities for variants in tieaéfit model.
Criteria Local weights Global weights
VAR.1 | VAR.2 | VAR.3 | VAR.1 | VAR.2 | VAR.3
Costs of the certification process
Minimization of the costs of takij 0.5612 0.2187 0.2201 0.0352 0.0137 0.0138
and analyzing samples of the prod-
ucts
Minimization of the control costs 0.6081 0.1927 ey 0.0490 0.0155 0.0161
Minimization of general expens{ 0.6624 0.2369 0.1007 0.0647| 0.0231 0.0098
(i.e. office)
Customer satisfaction
Reduced "oppressiveness" of 0.7448 0.1944 0.0608 0.0369 0.0096 0.0030
control process
Increased chances for certificatipn 0.475p 0.2047 0.3203 0.0311 0.0134 0.0209
Reduced costs incurred by 0.5736 0.2137 0.2127 0.0722 0.0269 0.0268
customer
Reliability of the certificatio
process
Increased value of the "brand"| 0.1039 0.2690 0.6271 0.0100 0.026 0.0605
certification body
Increased trust to certified produgts 0.1844 0.2173 0.5983 0.0500 0.0589 0.1621
Minimization of costs of improp
decisions
Minimization of potential claims 0.1157 0.2529 a63 0.0036 0.0078 0.0194
Minimization of the possibility § 0.0619 0.2232 0.7150 0.0074 0.0268 0.0859
revoke the certificate
Codes: 0.3601 0.2217 0.4183
W(B)V1 W(B)Vv2 W(B)V3

Source: own research.
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Table 8. B/R ratio for general model.

Risk/Benefit |Standard control plan| SCP + testing of samples from pro; SCP+ testing of samples from
(scpP) duction orSCP + additional audit | production + additional audit

B 0.3601 0.2217 0.4183

R 0.5625 0.2527 0.1845

B/R 0.6402 0.8773 2.2672

Source: own research.

Checking consistency is a very important step efARP. The consistency report for
risk and benefit criteria is provided in Table & ikwas explained above, the consistency
ratio (CR) proposed by Sadhallows maximum inconsistency of 0.10 (10%). Howeve
adopting such a strict level of acceptable incdasrsy of pairwise judgments has been
criticized as too rigorodd As consistency test is prepared for each pairagsaparison
matrix and for each participant individually, thensistency report includes only the crite-
ria. The results show satisfactory results of caiesicy test for majority of experts, except
for the judgment of expert five in the risk mod€IR=0.60), which has been excluded
from the analysis. In benefit model, in case of experts CR=0.28. Although it exceeded
the acceptable level of CR=0.10, it was considesatisfactory due to large number of
comparisons.

Table 9. B/R ratio for general model.

Respondents: 1 2 3 4 5
CR in Risk model: 0.11 0.12 0.21 0.11 0.60
CR in Benefit model: 0.00 0.08 0.28 0.13 0.28

Source: own research.

Stage 1 produces the base, “universal” resultsciatbe applied for any organic pro-
ducer being the potential client of the certifioatibody. The priorities (weights) derived
by the group of experts using the above hierarthizadels and templates can be then
“individualized” by indicating relevance of partian factors to the selected organic pro-
ducer. This procedure is reported in stage 2.

1.2. Stage 1. Deriving individual model of risk-beefit assessment

In Stage 2, the relevance of surveillance critéaizd sub-criteria) is assessed for each
client individually, using the 5-point scale frorh™- neutral, to “5” — high importance. In
this study, only risk model was taken for indivitlaaalysis. It is justified by the fact that
unlike risks, benefits are analyzed from the pahtiew of the certification company,
with no relevance to the particular clients. Howews benefits influence the final deci-
sion, their scores have been taken from the gensvdkl. An employee of the certifica-
tion body assessed the relevance of risks of oméoraly chosen client. The client was a
small fruit and vegetable processing company opeyain a local market. The company
started an organic farming production one year fgefbe assessment with two organic

3% Saaty T.L.,The Analytic Hierarchy Process: Planning, PriorBetting, Resource AllocatipMcGraw-Hill,
2nd edition, New York, 1980.

40 Apostolou B., Hassel J.MANn empirical examination of the sensitivity of #ealytic hierarchy process to
departures from recommended consistency ratibgthematical and Computer Modeling”, 4/5, 199®.
163-170.
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products: organic strawberry jam and fermentediowg, which is used to produce soups.

Organic farming production in this company has nraigimportance comparing to con-

ventional production. A majority of data neededssess the relevance of risks was avail-

able in the certification body records. Missingadatas mainly the ‘soft’ risk factors in-

cluded in the risk model, such as staff charadtesisreputation of a producer, informal
impressions about the previous cooperation, suspiof fraud, and assessment of docu-
mentation of the quality management systems. Indition about these factors has been
provided by the experts, however, they stressedithéhe process of implementation of
the AHP risk-benefit models methods of recordinghsdata needs to be further devel-

oped and standardized. Relevance of the risk f@od the new modified priorities for

criteria and variants are shown in Table 10 andMbst risks have been judged as no
relevant (neutral), causing no change in globaghisi. Risks of greatest relevance (“5”)

to the organic producer include the same produdtioa for organic and conventional

products, staff characteristics, new producer withexperience in previous certification,

and (scored as “4") production of the same goodsganic and conventional versions.

Table 10. Individual priorities for criteria ihe risk model.

Criteria Codes Local Global |Importance|Modified | Modified | Modified
weights | weights local local global
normalized weights | weights weights
normalized| normalized

Type of organic product{ W(R)1 | 0.1512 0.1512 1 0.151p 0.1512 0.151p

processes

Complexity of products | W(R)1.[L 0.2560 0.0387 1 0.256 0.1587 0.024

High quantity of variodW(R)1.1.1 0.2698 0.0104 2 0.539¢ 0.4249 0.0102

ingredients used

The use of nomrgani(W(R)1.1.2 0.5552 0.0215 1 0.5552 0.4377 0.010%

products - annex IX

The use of yeast and yeW(R)1.1.3 0.1752 0.0068 1 0.1752 0.1380 0.0033

products - annex VIII

Number of suppliers { W(R)1.2| 0.0914 0.0138 1 0.0914 0.0567 0.008¢

raw materials

Annual production / valy W(R)1.3| 0.0478 0.0072 1 0.047 0.0294 0.004%

of products

Number of productig W(R)1.4| 0.1248 0.0189 2 0.249¢ 0.1547 0.0234

stages

External origin of ray W(R)1.5| 0.1702 0.0257 3 0.510¢ 0.3165 0.047

materials

Participation of subcopW(R)1.6| 0.2354 0.0356 1 0.2354 0.1459 0.0221

tractors in organic prp-

duction

Destination of produc W(R)1.7| 0.0742 0.0112 3 0.222¢ 0.1380 0.020

(recipients)

Parallel  production W(R)2 | 0.3025 0.3025 1 0.302b 0.302% 0.302b

conventional products

The same production lif W(R)2.1| 0.6056 0.1832 5 3.028 0.6575 0.198

for organic and conven-

tional products

Production of the sarf W(R)2.2| 0.3944 0.1193 4 1.577¢ 0.3425 0.103¢

goods in  organic al

conventional versions
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Characteristics of enter-W(R)3 | 0.0683 0.0683 0.0688 0.068: 0.0688
prise

Size of enterprise (numw(R)3.1| 0.1318 0.0090 0.263¢ 0.0806 0.005%
ber of employees)

Number of departments| W(R)3/20.1382 0.0094 0.1382 0.0423 0.0029
Staff characteristi¢ W(R)3.3| 0.5348 0.0365 2.674 0.8174 0.055:

(knowledge, period

employment, etc.)

Localization of enterpris| W(R)3.4| 0.1948 0.0133 0.194 0.0596 0.0041
(i.e. at own or othe

premises)

Implemented and certi-W(R)4 | 0.0555 0.0555 0.055p 0.0555% 0.055p
fied systems of quali

managenent and foo|

safety assurance

Information about thH W(R)5 | 0.0966 0.0966 0.0966 0.096¢ 0.096p
producer

Opinions about the prow(R)5.1| 0.0518 0.0050 0.103¢ 0.0984 0.009%
ducer (reputation)

Informal impressior] W(R)5.2| 0.0704 0.0068 0.0704 0.0669 0.006%
about the previous codp-

eration

Complaints and  qugsw(R)5.3| 0.2194 0.0212 0.2194 0.2084 0.0201
tions received

Suspicion of fraud W(R)5.4 0.3244 0.0313 0.3244 0.3087 0.0298
Failure to meet responsW(R)5.5| 0.2454 0.0237 0.2454 0.2332 0.022%
bilities

Participation in the nel W(R)5.6| 0.0892 0.0086 0.0892 0.0844 0.0082
stages of the food chain|

Experiences in certifica-W(R)6 | 0.1164 0.1164 0.1164 0.1164 0.1164
tion of organic production

New  producers (] W(R)6.1| 0.1750 0.0204 0.875! 0.5147 0.0599
experience in certifica-

tion)

The so far changes | W(R)6.2| 0.3190 0.0371 0.319 0.1874 0.0218
certification bodies

Information about th W(R)6.3| 0.5060 0.0589 0.506 0.2974 0.034¢
producer from Agric. an

Food Quality Insp.

Results of the previol W(R)7 | 0.2096 0.2096 0.2096 0.209¢ 0.2096
controls (audits)

Number of the previoy W(R)7.1| 0.5140 0.1077 1.028 0.6791 0.142

non-compliances

Assessment of correctif W(R)7.2| 0.3832 0.0803 0.3832 0.2531 0.053

and preventive actions

Assessment of documew/(R)7.3| 0.1026 0.0215 0.102¢ 0.0678 0.0142
tation of the qualit

management systems

Source: own research.
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Table 11. Individual priorities for variants metrisk model.
Criteria Local weights Global weights

VAR.1 | VAR.2 | VAR.3 | VAR.1 | VAR.2 | VAR.3
Type of organic products
processes
Complexity of products
High quantity of various ingre- 0.6048 0.1697 0.2255 0.0062] 0.0017Y 0.002
dients used
The use of nomrganic produc{ 0.5908 0.2429 0.1663 0.0062] 0.0026 0.001
- annex IX
The use of yeast and ye 0.5857 0.2487 0.1655 0.0019 0.0008 0.00Q
products - annex VI
Number of suppliers of rg 0.5851 0.2552 0.1596 0.0050 0.0022 0.001
materials
Annual production / value 0.3333 0.3333 0.3333 0.0015 0.001% 0.001
products
Number of production stages 0.3339 0.3333 0.3333 0078 0.0078 0.0078
External origin of raw materials 0.5793 0.2555 0.1652 0.0277| 0.0122 0.007
Participation of subcontract{ 0.5587 0.2702 0.1711 0.0123 0.0060 0.003
in organic production
Destination of products (recipi- 0.5209 0.2824 0.1966 0.0109 0.0059 0.004
ents)
Parallel production of conven-
tional products
The same production line 0.6067 0.2422 0.1511 0.1207| 0.0482 0.030
organic and conventional prod-
ucts
Production of the same goody 0.5982 0.2509 0.1509 0.0620 0.0260 0.015
organic and conventional ver-
sions
Characteristics of enterprise
Size of enterprise (number| 0.5443 0.2595 0.1962 0.0030 0.0014 0.001
employees)
Number of departments 0.5152 0.275% 0.2093 0.00[L5 .0008 0.0006
Staff characteristics (knowled| 0.5248 0.2744 0.2008 0.0293] 0.0153 0.011
period of employment, etc.)
Localization of enterprise (i.e.] 0.5708 0.2641 0.1651 0.0023 0.0011 0.00Q
own or others premises)
Implemented and  certifif 0.3659 0.4091 0.2250 0.0203 0.0227 0.017
sygems of quality managemg
and food safety assurance
Information about the producer
Opinions about the produ¢ 0.4913 0.2455 0.2632 0.0047| 0.0023 0.007
(reputation)
Informal impressions about { 0.4914 0.2427 0.2659 0.0032] 0.0016 0.001
previous cooperation
Complaints and questig 0.5241 0.2283 0.2475 0.0105| 0.0046 0.005
received
Suspicion of fraud 0.5295 0.2260 0.244¢ 0.0158 @00 0.0073
Failure to meet responsibilities 0.5631 0.202f o23| 0.0127 0.0046 0.0053

© ©
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Participation in the next sta¢ 0.5699 0.2026 0.2275 0.0047| 0.0017Y 0.0019
of the food chain
Experiences in certification
organic production

New producers (no experierl 0.5551 0.2712 0.1737 0.0333] 0.0162 0.0104
in certification)
The so far changes of certifica- 0.5868 0.2481 0.1651 0.0128] 0.0054 0.0036
tion bodies
Information aboutthe producg 0.5992 0.2413 0.1595 0.0207| 0.0083 0.00585
from Agric. and Food Quali
Insp.

Results of the previous contr
(audits)

Number of the previous ngn- 0.6025 0.2435 0.1540 0.0857| 0.0347 0.0219
compliances
Assessment of corrective g 0.5693 0.2018 0.2289 0.0302 0.0107 0.0121
preventive actions
Assessment of documentatior] 0.5631 0.2065 0.2304 0.0080 0.0029 0.0033
the quality management systgms

0.5609 0.2559 0.1833
WRVVL | WR)V2 | W(R)V3

Source: own research.

The final B/R ratio (Table 12) is therefore depeamden the results of stage 1 (general
importance of risk and benefit factors and degretheir fulfilment by each variant of
surveillance) and stage 2 (relevance of the riskofa to individual client). It shows that
for this particular company, B/R ratio is the highéor variant 3 (W(B/R)V3 = 0,9640), as
it was in general model, and indicates the optisodltion.

Table 12. B/R ratio for individual model.

Risk/Benefit Standard control | SCP + testing of samples from pro-|SCP+ testing of samples from produg-
plan (SCP) duction or SCP + additional audit tion + additional audit
B 0.3601 0.2217 0.4183
R 0.5609 0.2559 0.1833
B/R 0.6420 0.8664 2.2821

Source: own research.

5. CONCLUSION

In the market of organic food, consumer trust iSraportant issue, since consumers
are not able to verify whether a product is an nigaroduct, not even after consump-
tion*'. Consumers are forced to trust that the operatistem to control is effective. Only
few studies can be found questioning the trustviloeds of third-party certification and
addressing the problems of auditor independencehjedtivenesg. Despite the assump-
tion that certification bodies act in good faithetuse of appropriate risk assessment tools
is crucial to increase the effectiveness of indpastand consequently, raise the consumer

4 Janssen M., Hamm WProduct labelling in the market for organic foodo@sumer preferences and willing-
ness-to-pay for different organic certification iy “Food Quality and Preference” 25 (2012), pp. 9-22

42 Albersmeier F., Schulze H., Jahn G., Spiller e reliability.., op. cit., pp. 927-935.
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trust. Although the regulations oblige the certifion bodies to conduct risk assessrtient
there are no specific procedures provided on $sigd.

The objective of the present study was to dematestranew approach to risk and ben-
efit assessment of organic producers in the progeseeir certification. This approach is
based on one of the decision support methods, ttadyfic Hierarchy Process. The deci-
sion to be taken in this process is which varidrgusveillance (control scenario) is opti-
mal for a particular organic producer applying tlee certification. Two hierarchical mod-
els, risk and benefit, have been developed by éxfiemm one of the major certification
bodies in Poland, experienced in certification ofamic products. These models have
been analyzed in two stages: (1) evaluation oégat subcriteria and variants in risk and
benefit models, resulting in general (base) piesijt(2) indicating the relevance of the
risk factors for a selected producer and derivindiviidual B/R ratio. General results
obtained in stage 1 allow producing a universasebaodel that can be applied for risk
assessment of any organic producer in certificdtioties. In turn, stage 2 demonstrates a
simple way of individualization of the general mbtte the specific producer. The AHP
method was selected as having several advantaggading simple and user-friendly
software for deriving priorities and possibility ton risk-benefit assessment. Models and
templates developed during the study respond &abneed of certification bodies. How-
ever, several conditions must be fulfilled befampiementation of the proposed models
and templates in practice. First, although the-biekefit models have been developed
based on the pertinent documents and discussicdhsthg relevant experts, they should
be adjusted to individual needs of a certificatimdy, for example, some organizations
adopt more severe criteria in certifying their ot while some others are prone to certify
without an in-depth verification.

The certification body described in this paper hgkto organizations that certify
their clients very carefully, following a long amdreful risk assessment. For the same
reason, the models should be analyze dinternallyhbyemployees of the certification
body, and the analysis should be repeated oncenihile to record and analyze changes
that happen over time. In addition, due to comperif the proposed models, in most
organizations, the application of risk-benefit @sseent requires refinement of the quality
management system.

Adnotacja: Badania zaprezentowane w artykule zostaly sfinaase zerodkéw Narodo-
wego Centrum Nauki przyznanych na podstawie deayZ)EC-2011/01/D/HS4/04006.
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ZASTOSOWANIE ANALIZY RISK-BENEFIT AHP W CERTYFIKACJ |
RONICTWA EKOLOGICZNEGO

Celem bada jest opracowanie modeli oceny ryzyka i kdciyw oparciu o metaganali-

tycznego procesu hierarchicznego (AHP) i zastosianiah w procesie certyfikacji produktow
ekologicznych. Norma ISO 65 /EN 45011 oraz Rozgmtrenie (EC) nr 834/2007 zobaauje
jednostki certyfikujce do przeprowadzenia oceny ryzyka w procesie fitetyi. Jednak nie
opracowano jak datl w tym zakresie jednolitej metodologii. Metoda AHBzwala na dekom-
pozycg ztozonego problemu decyzyjnego i przedstawienie go stegostruktury hierarchicznej,
zlozonej z celu, kryteriow oraz wariantow decyzyjny#h.omawianym przypadku zostaty zbu-
dowane dwa ogbne modele: korZgi i ryzyka, w oparciu o dagbnezrddta literaturowe oraz na
bazie konsultacji z kluczowymi ekspertami prgcyimi w jednej z dziewgciu zewrtrznych jed-
nostek certyfikujcych w Polsce, specjalizgych s¢ w certyfikacji produktéw ekologicznych.
Obydwa modele majte same warianty decyzyjne uwedjtiane w procesie certyfikacji. Wyniki
pokazaly,ze najweksze ryzyko dla produkcji ekologicznej to Produkigavnolegta wyrobow
konwencjonalnych. W modelu korzy, najwaniejsze okazaly sizaufanie do wyrobow certyfi-
kowanych oraz minimalizacja kosztow nieydiavych decyzji. Modele AHP okazalyesbardzo
przydatne w ocenie korgsi-ryzyka producentow wyrobéw ekologicznych. Pokezaostato
nowe podeicie do oceny ryzyka. Naig jednak pamitac, ze wdrazenie tego modelu w praktyce
wymaga spetnienia pewnych warunkéw, jak np. indyaide potrzeby danej jednostki certyfi-
kujacej i dgzenie do doskonalenia systemu zdeania jakécia.

Stowa kluczowe AHP, certyfikacji, analizy ryzyka i kor#gi, oceny ryzyka, rolnictwo ekolo-
giczne, certyfikacji oséb trzecich.
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BARRIERS TO KNOWLEDGE SHARING IN GLOBAL
TEAMS — THEORETICAL PERSPECTIVE

Organizing work in teams has become the modus pgema multinational organiza-
tions and team-based structures are becoming &remcurrence in every day operation of
the organization. The purpose of this study isun an extensive literature review of
knowledge sharing barriers in global teams. Itsisuaned that global teams are able to inte-
grate specialized and globally dispersed capadslitio understand local needs and demands
and leverage cultural diversity. These multi-cudtueams also face a host of problems, and
to better understand the challenges and benefitaaf work for global organizations, it is
vital to learn what are the potential barriers mowledge sharing.

This paper is one of the series concerning knovdestwaring barriers. Companies increas-
ingly rely on global teams to foster growth andduation, yet too often these teams are as-
sembled without a clear process to ensure suc@ebal teams represent a high stake
commitment, so it is imperative that these teame lmproven framework to promote op-
timal functioning. Firms need to pay attention tgmtial barriers to knowledge sharing, in
order for global teams to succeed. The relevandbebarriers to knowledge sharing has
been identified and they are as such: absorptivacigprelationship between members of
different teams, time, common framework, the exgesgalue attributed to experts, lack of
recognition, distance, time zone and cultural déffeces.

Keywords: knowledge sharing, global team, barriers to kealgk sharing

1. INTRODUCTION

Today organizations are faced with uncertainty gas-changing environments, and
work tasks are becoming increasingly complex. Meee@ompanies in response to cus-
tomers scattered in different countries open thebsidies in different parts of the world.
Employees will have to communicate with each otlder.a natural response, organiza-
tions have adopted team-based work structuresspmnel to these challenges

Because global teams are inherently diverse, difiegs and similarities should be
acknowledged and harnessed as a source of innovatid new ideas. Global virtual
teams are becoming the “new normal occurrence”wsinbsses expand across borders
and as skill shortages force companies to taphntader talent pools. Made possible by
technology advances, the global virtual team offeasiy advantages, includihg

» obtaining an international perspective on busimhsdlenges and solutions;

e achieving economies of scale;

1 Celina Sotek-Borowska, PhD, Institute of Managetn®epartment of Enterprise Management, The Warsaw
School of Economics , Niepodleg& 162, 02-554 Warsaw, mail: csolek@sgh.waw.pl

2D. V. Day, P. Gronn, and E. Salas, E. (2006), tezahip in team-based organizations: on the thresifca
new era”, Leadership Quarterly, Vol. 17 No. 3, pp1-216. F. P. Morgeson D. S. DeRue, and E. Parar
(2010a), “Leadership in teams: a functional appno@mcunderstanding leadership structures and psesés
Journal of Management, Vol. 36, pp. 5-39.

3 M. Derven, Four drivers to enhance global virteaims, Vol. 48, No. 1, 2016, pp. 1-8.
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« leveraging complementary work cycles that allow72droductivity;
e harnessing best talent, wherever it is located;

e accelerating innovation and product launches;

< enhancing local knowledge and presence.

Companies increasingly rely on global virtual teamdoster growth and innovation,
yet too often these teams are assembled withol#aa process to ensure success. Global
virtual teams represent a high stakes commitmerit,is imperative that these teams have
a proven framework to promote optimal functioning.

The aim of this paper is to analyze the barrierkntowledge sharing in global teains
This paper is one of the series concerning knovdesitaring barriers. The research has
been undertaken which investigates global teamatédcin India, UK, Czech Republic
and Poland. This paper undertakes an extensivatlite review. Therefore the empirical
results will be presented in another paper ofsbiges.

The remainder of the paper will first deal with tedature review of knowledge shar-
ing in global teams followed by analyzing barrier&nowledge sharing in global teams.

2. KNOWLEDGE SHARING WITHIN THE CONTEXT OF TEAM WORK

Teams are likely to become the primary vehicle ugfowhich internal and external
knowledge is shared in a company. Given the disteith nature of team work communi-
cation and knowledge sharing across distance © @@ of their biggest challenges.
When teams become regular occurrence in the oz knowledge sharing between
and across teams and their various stakeholdei®sc particularly important. Teams
will need to:

« focus on their internal task,

* make sure they maintain relationships and intevastiwith their various stake-

holders, whether company-internal or company-eafeand

e become more outward-looking.

For the purpose of this paper, global teams areeldfas those with professionals lo-
cated in different countries with different cultste
To enable knowledge sharing in organizations, mesbaist have access to an arena in
which to engage in interpersonal dialogue to shiz@e experiences and knowledge with
one another. Work team interactions provide a cdnitewhich individuals can engage in
such dialogug as they involve a group of individuals embedded iarger social system
who work interdependently to perform taskBy highlighting the social interdependence
of team members, this definition accounts for theria-constructivist nature of
knowledge construction and individual members’ dbaotions toward a shared under-
standing.

4 For the purpose of this paper the term globaugirteam is used interchangeably with the termajltdam

5 E.F McDonough, K. B. Kahn and G. Barczak, G. (200An investigation of the use of global, virtuaind
collocated new product development teams”, Theniwf Product Innovation Management, Vol. 18 No. 2
pp. 110-120.

6T. E. J. Engstrom (2003), “Sharing knowledge tgtomentoring”, Performance Improvement, Vol.423pp42.

"R. A. Guzzo and M. W. Dickson (1996),"Teams inanigations: research on performance and effectsane
Annual Review of Psychology, Vol. 47 No. 1, pp. 388

8 H. H. Tillema (2006), “Authenticity in knowledgergructive learning: what drives knowledge constangh-
collaborativeinquiry?”,HumanResourceDevelopmenthaé&onal,Vol.9 No.2, pp.173-190
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It is assumed that global teams are able to integecialized and globally dispersed
capabilities, to understand local needs and demanddeverage cultural diversity. These
multi-cultural teams also face a host of probleams] to better understand the challenges
and benefits of team work for global organizatiahg vital to learn what are the poten-
tial barriers in knowledge sharing.

Teams have an important role in knowledge shérihgthe context of team work,
previous studies provide evidence that knowledgeisy in teams leads to superior team
performance in different work environments suchresearch and developmé&htnew
product developmefitand software developméatkKnowledge sharing among an organ-
ization’s team members is critical for competitadvantag®. The literature suggests that
the sharing of knowledge in team work settings eadconly if team members actively
engage in knowledge sharing and by the efficientagpament of knowledge for the use
by new teams with new projetts

Scholars view knowledge sharing as an organizdtimmavation, which leads to the
dissemination of innovative ideas that has them@tkto improve work processes and to
develop new business opportunitfes

Knowledge sharing is argued to lead to better perdmce due to improved decision
making and better coordinatin In practice, however, knowledge sharing has prove
challenging’. And if knowledge is not shared, the cognitiveorgses available within a

9 M. C. Becker, M.C. (2003), “What is the role ofutes in knowledge management? Some indications from
practice”, International Journal of Information Tieology and Management, VVol. 2 Nos 1/2, pp. 50-58.

10 H, Berends, H. van der Bij, K. Debackere and M.gdéman (2006), “Knowledge sharing mechanisms in
industrial research”, R&D Management, Vol. 36 Nppf. 85-95.

1P, Lee, N. Gillespie, L. Mann and A. Wearing 1@} “Leadership and trust: their effect on knovged
sharing and team performance”, Management LearMalg41 No. 4, pp. 473-91.

2.3, Faraj, and L. Sproull (2000), “Coordinating esjse in software development teams”, Management S
ence, Vol. 46 No. 12, pp. 1554-68.

B R. M. Grant (1996), “Toward a knowledge-based thes the firm”, Strategic Management Journal,Val.1
No. S2, pp.109-122; L. A. Halawi, R. V. McCarthydah E. Aronson (2006), “Knowledge management and
the competitive strategy of the firm”, The Learni@gganization, Vol. 13 No. 4, pp. 384-397; J. DmPerton
and G. H. Stonehouse (2000),“Organisational legriaimd knowledge assets — an essential partnerskig”’,
Learning Organization, Vol. 7 No. 4, pp. 184-194.

1 |bidem

5 C.P. Lin, (2008) “Clarifying the relationship beteve organizational citizenship behaviors, gended an
knowledge sharing in workplace organizations inneai”, Journal of Business Psychology, Vol. 22 Nop@
241-50. Lin, H-F. (2006), “Impact of organizatiorsalpport on organizational intention to facilitateowledge
sharing”, Knowledge Management Research & Practiog,4, pp. 26-35; I. Nonaka and H. Takeuchi (1995
The Knowledge-creating Company: How Japanese Coiepameate the dynamics of innovation, Oxford
University Press, New York; J. Yi (2009), “A measwf knowledge sharing behavior: scale developrardt
validation”, Knowledge Management Research & Pcactv/ol. 7, pp. 65-81.

16 C. Zarraga, and J. Bonache, J. (2003), “Asseshimgeam environment for knowledge sharing: an gogbi
analysis”, International Journal of Human ResolMemagement, Vol. 14 No. 7, pp. 1227-45.
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group remain underutilizé®8 This is particularly challenging in global teambere cul-
tural and linguistic differences create barriersammunication and understanditig.

3. KNOWLEDGE SHARING BARRIERS

The use of global teams by firms has been boostéldebgievelopments in technology
that facilitate communication between team memibmrated in different offices around
the world, and it has quickly become a preferretioopin high-tech firm&. The author
thinks that it does not only apply to high-tech gamies. Nowadays it is almost impossi-
ble to imagine the operation of the company whosduoat use new communication tech-
nologies regardless the size or the branch it e@elia. Developments in communication
technology have led to the need to analyze thémesitof work teams, in an attempt to
understand what types of resources are necessawofti teams to be effective and col-
laborative, whether they are local or geographycditriouted?. It is worth to remember
that barriers to knowledge sharing may also oatweoilocated teams.

Absportive capacityis a barrier to knowledge sharfdglt is defined as a firm’s ability to
“identify, assimilate, and exploit knowledge frohetenvironment®. AC is also regard-
ed as a dynamic capability, i.e. a capability ttet be used to configure, develop, and
deploy the resources of the firm in order to achiesmpetitive advantages.

The relationship between employeedrom the organization especially between
members of different teams turns out to be andbaerier to knowledge transfér Team
members may not know personally and therefore thay have certain imagination of the
person or even prejudices based on the style dfngran email, belonging to certain
nation. Ignorance is due to the fact that thoseliage knowledge are not be visible, and
those who need the knowledge do not know those helve i#5, which is classified as a

18 L. Argote, (1999), Organizational Learning: Cragti Retaining, and Transferring Knowledge, KluweraA
demic, Boston, MA;

19D. C. Hambrick, S. C. Davison, S. A. Snell, and3CSnow (1998), “When groups consist of multipdeion-
alities”, Organization Studies, Vol. 19 No. 2, 481-206; M. A. Von Glinow, D. L. Shapiro, and J. Brett,
J.M. (2004), “Can we talk, and should we? Managinmtional conflict in multicultural teams”, Acaderofy
Management Review, Vol. 29 No. 4, pp. 578-93.

20 M. Monalisa, T. Daim, F. Miriani, P. Dash, R. Khamand V. Bhusari (2008), “Managing global design
teams”, Research-Technology Management, Vol. 514Npp. 48-59.

2L E. W. Coakes, J. M. Coakes, and D. Rosenberg2@08), “Co-operative work practices and knowledge
sharing issues: a comparison of viewpoints”, Ireéonal Journal of Information Management, Vol.Ne8. 1,
pp. 12-25.

22 R. H. Assudani (2009), “Dispersed knowledge woiiknplications for knowledge intensive firms”, Jouroé
Knowledge Management, Vol. 13 No. 8, pp. 521-532Rikge (2005), “Three-dozen knowledge sharing bar-
riers managers must consider”, Journal of Knowlegmagement, Vol. 9 No. 3, pp. 18-35; M. Kyobe
(2010), “A knowledge management approach to resglthe crises in the information systems discigline
Journal of Systems and Information Technology, \t8INo. 2, pp. 161-173.

Z W. M. Cohen and D. A. Levinthal (1990), “Absorptive caipaca new perspective on learning and innova-
tion”, Administrative Science Quarterly, Vol. 35 Ny pp. 128-152.

% A, Riege (2005), “Three-dozen knowledge sharingi&@ managers must consider”, Journal of Knowdedg
Management, Vol. 9 No. 3, pp. 18-35.

% C. O'Dell and C. J. Grayson (1998), “If only wedm what we know: identification and transfer of intd
best practices”, California Management Review, M@l.No. 3, pp. 154-174.
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relationship barrier. It also known that the persanlike we are more willing to share the
knowledge we have.

Time is identified as a barri& Employees, generally are overloaded with workgeha
difficulty finding the time to share knowledge witheir colleagues. It is much easier to
share the knowledge, best practices whilst beinthénsame office. Time is a scare re-
source, there are always things that need to be.don

Common framework - geographically dispersed team members may noé fma
common framework, which may hinder collaboratfoiit is being understood as the rou-
tines, ways how knowledge is shared including fdramal informal ways. The existence
of a framework that represents the effective kndgte dissemination is important for
global team.

Organizational structure plays a significant rofe the effective dissemination of
knowledge. Boundryless organization seems to beb#w solution in the process of
knowledge sharing. Firms consisting sifo-type structures with people divided into
offices, locations and divisions will certainly exigmce difficulty in transferring
knowledge between the teams. Visible barriers betvwepartments may hinder effective
collaboration. Each department may focus on achgtheir own objectives forgetting
about the company goal. This is due to the fadttdeam members will tend to focus sole-
ly on achieving their goals and not concern theweseivith the goals of the organization
as a whole. According to Wasféland Karlsen et &l This is the responsibility of man-
agers to build a knowledge sharing culture. Suchagar should be self-aware, curious
and committed to building a team culture of mutesipect, and creates an environment in
which new ideas are encouraged and explored. Tfallyeeffective, global team manag-
ers need to be sensitive to cultural backgroundshew such biases can influence the
level of participation from team members.

The excessive value attributed to expertsilso interferes with effective knowledge
transfer. In many cases employees believe that thieire depends on their development
as an expert, and so struggle to attain or mairitagemony over knowledge instead of
seeking to share3t Experts or consultants are perceived as thode agipabilities and
experience which may diminish other employees. La&dlecognition also interferes with
the proper interaction between team members. Thenale of recognition of employees
who spend time learning, sharing and helping teammembers from outside their own
scope eventually discourages them from continuindd sé%. The firms’ strategic deci-

% A, Riege (2005), “Three-dozen knowledge sharingi®@ managers must consider”, Journal of Knowsedg
Management, Vol. 9 No. 3, pp. 18-35.

2R, H. Assudani (2009), “Dispersed knowledge woiiknplications for knowledge intensive firms”, Jouroé
Knowledge Management, Vol. 13 No. 8, pp. 521-532.

28 D G. Wastell (2001), “Barriers to effective knoatee management: action research meets groundeg’theo
Journal of Systems and Information Technology, Bd\o. 1, pp. 21-36.

29, T. Karlsen, L. Hagman and T. Pedersen (201tja-project transfer of knowledge in informatiegstems
development firms”, Journal of Systems and Inforarafiechnology, Vol. 3 No. 1, pp. 66-80.

30 M. Alavi and D. E. Leidner (2001), “Review: knowlige management and knowledge management systems:
conceptual foundations and research issues”, MI&rt@dy,Vol.25 No. 1, pp. 107-137; N. Levina and E.
Vaast (2008), “Innovation or doing as told? Statifferences and overlapping boundaries in offsloatabo-
ration”, MIS Quarterly, Vol. 32 No. 2, pp. 307-332.

31 C. ODell and C. J. Grayson (1998), “If only wedwm what we know: identification and transfer of intd
best practices”, California Management Review, M@.No. 3, pp. 154-174; L. J. Yao, T. H. Y. Kamda®
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sion to use global teams leads to some specifiéebasuch as distance, time zone and
cultural differences.

Distanceis cited by some authors as a barrier to knowlatiggemination as it reduc-
es or totally excludes face-to-face interactiond anakes shared identity difficult to
achievé?. Nothing will replace face to face contact eveoutjh nowadays companies
have got a large It tools to have contact onliith team members.

The fact that teams work in differetime zonesteams may be a barrier for knowledge
sharing. It requires a greater need for explicibwledge so that there is exchange of
knowledge. According to the authors, in firms thaveén geographically distributed teams
they use tools such as intranets, groupware and/lkdge base. Cultural differences are
pointed out as one of the reasons for the failareffshore software development pro-
jects®. Different countries have different ways of worithat sometimes hinder interac-
tion and cause conflicts between te#mGultural differences are identified as one the
greatest impediments to effective knowledge sh&tinghe reserved culture which is
particular to some countries, such as China, cogpdesent a barrier to knowledge shar-
ing, as it could be interpreted as “showing #tf”

The use of global teams by firms has benefits; orother hand, knowledge sharing be-
comes more complex. Understanding the barriersniwledge sharing in global teams
may positively influence the achievement of offshoeaefits.

4. CONCLUSION

New ways of working are required in today’s intemected world, which reflects the
changing realities of globalization, where collat@mn and speed are paramount. The
widespread adoption of team structures to orgaaimk complete organizational tasks is
one of the major changes in work and organizattbas has occurred during the last 50
years. In 1959, when individual work characteripegianizations, Peter Drucker predicted
the movement toward team structures in future degadinns along with the emergence of
the “knowledge-worker,” a term he coined at theetifihis paper has contributed to the
growing body of literature on knowledge sharingrieas.

Firms need to pay attention to potential barrierknowledge sharing, in order for
global teams to succeed. The relevance of thedsartd knowledge sharing has been
identified and they are a such: absorptive capamtgtionship between members of dif-

H. Chan (2007), “Knowledge sharing in Asian puladministration sector: the case of Hong Kong”, daur
of Enterprise Information Management, Vol. 20 Nppfi. 51-69.

32 N. Levina and E. Vaast (2005), “The emergenceonfniolary spanning competence practice: implicatfons
implementation and use of information systems”, Np&arterly, Vol. 29 No. 2, pp. 335-368;Kotlarsky, P.
C. vanFenema, and L. Willcocks (2008),“Developirighnawledge-based perspective on coordination: dse c
of global software projects”, Information & Managent, Vol. 45 No. 2, pp. 96-108.

33 M.Alavi, and Leidner, D.E. (2001), “Review: knowlge management and knowledge management systems:
conceptual foundations and research issues”, Mi&t@udy,Vol.25 No. 1, pp. 107-137.

34 8. Krishna, S. Sahay and G. Walsham (2004), “Miaigagross-cultural issues in global software outseu
ing”, Communications of the ACM, Vol. 47 No. 4, [§2-66.

35 M. Alavi, and D. E. Leidner, (2001), “Review: knaslge management and knowledge management systems:
conceptual foundations and research issues”, Mi&t@udy,Vol.25 No. 1, pp. 107-137.

3. J. Yao, T.H.Y. Kam and S.H. Chan (2007), “Kneddie sharing in Asian public administration sectioe:
case of Hong Kong”, Journal of Enterprise InforrmatManagement, Vol. 20 No. 1, pp. 51-69.
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ferent teams, time, common framework, the excessile attributed to experts, lack of
recognition, distance, time zone and cultural déiffeces.

This research offers a thorough analysis of paiéfiarriers in knowledge sharing.
The present research should encourage researocharatinue to examine further barriers
and enablers in knowledge sharing.
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BARIERY DZIELENIA SI E WIEDZ A W ZESPOtLACH GLOBALNYCH

Organizowanie pracy w zespotach stakp reiodus operandi w firmach gadzynarodo-
wych, dlatego zespoty pracownicze staje zjawiskiem powszechnie wygtujacym w
kazdym dziale przedgbiorstwa. Zaktada &j ze globalne zespotyasw stanie zintegrowa
specjalistyczne umiegjnosci rozproszone na catygwiecie w celu zrozumienia potrzeb i
wymaga lokalnych oraz wptywu rinorodndci kulturowej. Te zespoty wielokulturowe
réwniez stap w obliczu wielu probleméw i aby lepiej zrozurbieyzwania i korzyci pracy
zespotowej dla globalnych organizacji im& jest aby dowiedziesie, jakie g potencjalne
bariery w dzieleniu giwiedz. Celem niniejszej pracy jest zaprezentowanie pazieglite-
ratury przedmiotu w zakresie barier dzieleniavgiedz w globalnych zespotach. Niniejszy
artykut jest jednym z serii prac fwigconych dzieleniu siwiedz w zespotach globalnych.
Firmy coraz czsciej opieraj sie na globalnych zespotach, aby wspéeraten sposob swoj
rozwoj oraz innowacyjni, niestety cgsto te zespoty te § powotywane bez wyrmego
ukierunkowania na cel. Globalne zespoty stamowdjwyzszy poziom zaangawania pra-
cownikoéw, wic konieczne jest, aby te zespoty posiadaty spramgizposéb funkcjonowa-
nia. Firmy musz zwrac& uwag: na potencjalne bariery dla wymiany wiedzy, w ce$ig-
gniecia sukcesu przez nie. Znaczenie barier dla wymigieylzy zostalo zidentyfikowane i
sa one nasfpujace: zdolné¢ do absorpcji, relacje muzy cztonkami rénych zespotow,
czas, wspolne ramy, nadmierna wéétprzypisana ekspertom, brak uznania, dystansastref
czasowa oraz mice kulturowe.

Stowa kluczowe dzielenie sj wiedz, globalny zespét, bariery w dzieleniy siiedz
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Tabele (tablice) nalezy numerowaé kolejno w ramach artykulu. W przypadku
wystepowania i tabel, i tablic nalezy nada¢ im odrgbna, ciagla numeracje
Jezeli tabela (tablica) nie miesci si¢ w jednym polu zadruku, mozna ja podzieli¢
1 przenies¢ na nastgpna strong czy strony — wowczas nad wszystkimi czgsciami
tabeli (tablicy) nalezy powtorzy¢ jej numer i tytut, ze skrotem (cd.)

Tabele (tablice) nalezy przygotowa¢ w odcieniach czarno-szarych (do 20%
czerni), poniewaz przy wydruku czarno-biatym kolorowe tabele (tablice) sg
stabo lub catkowicie niereprodukowalne

Tabele (tablice) do druku kolorowego (za zgoda redaktora naczelnego czasopi-
sma) nalezy przygotowac w plikach .tif, .jpg



Rozmieszczenie wzorow
1. Wzory nalezy umieszczaé z lewej strony, z wcigciem 0,75 cm, pismo proste 11
pkt, wartoséci indeksow i poteg 7 pkt
2. Numery wzordéw nalezy umieszcza¢ w nawiasach okragltych, wyréwnujac do
prawego marginesu, pismo proste 11 pkt

3. Wzory powinny by¢ opatrzone objasnieniem wystgpujacych w nich elementow
4. Wzory, do ktérych sa odniesienia w teks$cie, nalezy numerowac kolejno w ra-
mach artykutu

5. Dluzsze wzory mozna dzieli¢ na znakach relacji lub dziatania — znak, na ktorym
si¢ przenosi wzor, nalezy pozostawi¢ na koncu pierwszego wiersza

6. Przed wzorem i po nim nalezy zachowa¢ odstep 10 pkt

Rozmieszczenie spisu literatury
1. Spis literatury umieszcza si¢ za trescig artykutu, w kolejnosci alfabetycznej na-
zwisk autorow
2. Powolania na literature nalezy zapisywaé w tekscie w nawiasie kwadratowym
3. W spisie literatury nalezy umieséci¢ wytacznie te publikacje, ktore sg powoly-
wane w tekscie

PRZYKLADY:

Ksiazki

Lewandowski W.M.: Proekologiczne Zrodta energii odnawialnej, Wydawnictwa Na-
ukowo-Techniczne, Warszawa 2002.

Czasopisma
Pietrucha K.: Analiza czasu odnowy i naprawy podsystemu dystrybucji wody dla mia-
sta Rzeszowa, Instal, nr 10, 2008, s. 113-115.

Dokumenty elektroniczne

Zanotti G., Guerra C.: Is tensegrity a unifying concept of protein folds? FEBS Letters,
vol. 534, no. 1-3, 2003, pp. 7-10, http://www.sciencedirest.com (dostep: 8 czerwca
2011r.).

Rozmieszczenie streszczenia

1. Po literaturze umieszcza si¢ tytut artykutu, nagtowek Summary i streszczenie
w jezyku angielskim

2. Gdy artykut jest w jezyku angielskim, na poczatku nalezy umiescic streszczenie
w jezyku angielskim, a na koncu w jezyku polskim

3. Gdy artykut jest w innym je¢zyku kongresowym, na poczatku nalezy umiesci¢
streszczenie w jezyku artykutu, a na koncu w jezyku angielskim

4. Po streszczeniu umieszcza si¢ stowa kluczowe w tym samym jezyku co stresz-
czenie



Rozmieszczenie numeru identyfikacyjnego i informacji dodatkowych
1. Po stowach kluczowych nalezy umiesci¢ numer identyfikacyjny DOI
2. Pod numerem identyfikacyjnym zamieszcza si¢ terminy przestania artykutu do
redakcji i przyjecia do druku

Inne uwagi
1. W artykule mozna stosowa¢ wyliczenia — elementy wyliczen nalezy oznaczac
w catym artykule w sposob jednolity, np. za pomoca cyfr arabskich z kropka
lub matych liter z nawiasem

2. W artykule nalezy stosowa¢ ogolnie przyjete skroty, ale zdanie nie moze si¢
zaczynac od skrotu — nalezy go wowczas rozwinaé lub przeredagowaé zdanie

3. W artykulach kazdy cytat musi by¢ opatrzony informacja bibliograficzna
(w formie przypisu na dole strony lub odwotania do spisu literatury)

4. Przypisy (pismo podrzedne 9 pkt) nalezy zapisywac w sposob jednolity w ca-
tym artykule, opatrujac je odno$nikami gwiazdkowymi (gdy jest ich niewiele)
lub liczbowymi, przyjmujac ciagla numeracj¢ w catym artykule i umieszczajac
kazdy przypis od nowego akapitu

PRZYKLADY:

1 M. Herezniak, Kreowanie marki narodowej — rola idei przewodniej na przyktadzie
projektu ,,Marka dla Polski”, [w:] H. Szulce, M. Florek, Marketing terytorialny
— mozliwosci aplikacji, kierunki rozwoju, Wydawnictwo Akademii Ekonomicznej
w Poznaniu, Poznan 2005, s. 344-345.

2 L. Witek, Wplyw ekologicznych funkcji opakowan na postawy rynkowe konsumen-
téw, Opakowanie, nr 5, 2006, s. 12-17.

3 J. Strojny, Zmiany gospodarcze i spoteczne w integrujqcej sie Europie, Zeszyty
Naukowe Politechniki Rzeszowskiej, nr 225, Zarzadzanie i Marketing, z. 5, 2006,
S. 45-50.

5. Nie nalezy pozostawia¢ na koncu wiersza tytulow znajdujacych si¢ przed na-
zwiskiem, inicjalu imienia, spojnikdw, cyfr arabskich i rzymskich
6. Nalezy stosowa¢ wylacznie legalne jednostki miar

Zachecamy Autordéw do zapoznania sig z archiwum artykutéw naukowych zawartych
w Zeszytach Naukowych Politechniki Rzeszowskiej oraz do wykorzystania ich w bi-
bliografii swojego artykutu.
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