e-ISSN 2353-0758

MODERN |
MANAGEMENT |
REVIEW |

Quarterly, Volume XX
(January - March)
Research Journal 22
(1/2015)

MMR Journal indexed, among others, on the basis of the reference of the Minister of Science
and Higher Education in ERIH PLUS and Index Copernicus Journal Master List 2014



Issued with the consent of the Rector

Editor in Chief
Publishing House of Rzeszow University of Technology
Leonard ZIEMIANSKI

Composition of the Scientific Papers Council
of the Faculty of Management of Rzeszow University of Technology
»Modern Management Review”

Grzegorz OSTASZ — chairman (Poland)
Joanna WIAZEWICZ — editorial assistant (Poland)

members:

Gerhard BANSE (Germany), Joe BOGUE (Ireland), Gérard Kokou DOKOU (France)
Andriy GERASYMCHUK (Ukraine), Ale§ GREGAR (the Czech Republic)
Danuta HUBNER (Poland), Andrzej KALETA (Poland), Jerzy KISIELNICKI (Poland)
Dusan MALINDZAK (Slovakia), Aleksandr RAZIN (Russia), Antonio STASI (ltalia)
Roébert STEFKO (Slovakia), Josu TAKALA (Finland), Tamara TKACH (Ukraine)
Karsten WEBER (Germany), Gabriel WEISS (Slovakia), Leszek WOZNIAK (Poland)

Editor in Chief
Grzegorz OSTASZ (Poland)

Editorial Committee (Thematic editors)
Jan ADAMCZYK (Polgnd), Wiadystaw FILAR (Poland),r Stanistaw GEDEK (Poland)
Mirostaw SMIESZEK (Poland), Leszek WOZNIAK (Poland)

Statistical editor
Tomasz PISULA (Poland)
Pawel HYDZIK (Poland)

Members of editorial staff
Agata GIERCZAK (Poland), Grzegorz LEW (Poland)
Pawet PERZ (Poland), Justyna STECKO (Poland), Dariusz WYRWA (Poland)
Beata ZATWARNICKA-MADURA (Poland)

Language editors

Glyn David GRIFFITHS (The United Kingdom), Tatiana GUGNINA (Poland)
Alewtina LAWRINIENKO (Russia), Ruth MALOSZEK (Germany)
Magdalena REJMAN-ZIENTEK (Poland), Anna ROMAN (Poland)

Project of the cover
Damian GEBAROWSKI

The printed version of the Journal is an original version.

p-ISSN 2300-6366
e-ISSN 2300-0758

Publisher: Publishing House of Rzeszow University of Technology
12 Powstancow Warszawy Ave., 35-959 Rzeszow (e-mail: oficynal@prz.edu.pl)
http://www.oficyna.portal.prz.edu.pl

Editorial Office: Rzeszow University of Technology, The Faculty of Management,
10 Powstancow Warszawy Ave., 35-959 Rzeszow, phone: +48 17 8651383, e-mail: kwart_wz@prz.edu.pl
http://mmr.prz.edu.pl/
Additional information and an imprint —p. 199



CONTENTS

From the Editorial COMMUIIEE .......oiveeiiie et e et e e e e 5

Lucia Bednarova, Natalia Jergova, Zuzana HajduovadAndrzej Pacana Proposal
of employee competency IMProOVEMENT ........ccceceeeieeiieeeeee e e e ee e e 7

Krzysztof Borowski: Analysis of monthly rates of return in januarydatecember
on the example of selected world stock exchangexes!..................ccccocvvvvieeeeennn 17

Luibov Chernova: Management principles of technoparks in transitountries
under conditions of globalization...........cceeeeeeerieiiir e 39

Agnieszka Cholewa-Wajcik, Agnieszka KaweckaThe influence of effectiveness
of packaging elements on the consumers’ prefereniteghe use of marketing
eye-tracking tECHNIQUE .......oooi ettt e e e 49

Gérard A. Kokou Dokou: Caractéristiques entrepreneuriales et décision
du dirigeant-Créateur d’eNITEPIISE ......... e eerrrerreesiiiiirereessannerereessssrseressnssneees 63

Jlroamunaa JosromoJrok: OnpeneneHne JJIMHbI IEPEX0IHO-CKOPOCTHOMN MOJIOCH
HA TOPOIKHBIX PA3BIKAX B PAZHBIX YPOBHSIIX «.uuuneieeeeerererrresnnrnnnnssesseeeseeesemmmmmnnsssnsnnnnnns 89

Renata Beata Dylkiewicz, Paulina Katarzyna Dylkiewdz: Internet marketing
resulting from increasing consumer e-commerce spgrfdom the view of adoption
DeNefits and DAITIEIS .........uuiiiii e 97

Marcin G asior, tukasz Skowron, Stanistaw SkowronUkrainian labour market
from the perspective of poles — stereotypes or thegaxperiences? ..........cccvveeeerrnne 107

Agata Gemzik-Salwach, Pawet Per2aMacroeconomic consequences of new
prudential regulation in the banking SECION w . vveeiiiiiiiieiii e 117

Barbora Gontkovi¢ova, Emilia Durova Spisakova The necessity of employee
<o [ o= i o) o PP PP PP PPRR 131

Iwona Oleniuch, Izabela Cichocka Regional food products and region-wise
consuMeEr €thNOCENTIISIM ......iiiiiiiiiiiii e e et ee e e 143

Anaroanii [anpuuk, Katepuna Joayx: [Ipaktudeckas mpomyckHasi ClloCOOHOCTh
TIOJIOCHI ABMYKCHUST ABTOMOOMITBHOM IOPOTH . ccvvveeeeervuneeeeestneeseeennnseeeenninseesseesnnnaeeeees 155

Jacek Strojny, Wim Heijman, Piotr Stefanéw The competitiveness
of Podkarpackie region in Poland: a comparativdyaiswith respect to chosen bench-



Maciej Urbaniak: Building relationship between OEM customers ampipdiers

in product innovation development processes in BBket



From the Editorial Committee

We are giving you the next 22nd (1/2015) 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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Lucia BEDNAROVA!
Natélia JERGOVAZ2
Zuzana HAJDUOVA?3
Andrzej PACANA 4

PROPOSAL OF EMPLOYEE COMPETENCY
IMPROVEMENT

Employee’'s competencies represent the most powetdol that leads to an
improvement in business. In a changing economic ehetational environment which is
characterized by global competitive market knowkedgimportance of workers developing
considered like the corner stone. The world is gdimrough many global changes. The
most important changes are informatization, inniovatintegration globalization. There is a
requirement to identify and describe those commétenthat must be applied in many
employments and have to allow successfully to avee the changes. The aim of this
paper is to explain and characterize the systerdirlgato a continuous competency
improvement. The proposed system of continuous drgment represents a mechanism
consisting of several cooperating elements, metlaods procedures application of which
will be achieved competency improvement in the canyp The system is suitable for every
company which wants to improve the employee conmoéte. System of improving
employee competencies can be created for speeliicted positions at every level in the
company and for the company as a whole. Creati@owipetency model, identification of
competency list is not easy. There exist procedioerrectly identify competencies and
develop an appropriate competency model. The syst#fmendless competency
improvement has to be implemented on the PDCA qyéteiple according to Deming.
Keywords: employee competencies, competency model, competist

1. INTRODUCTION

Since 70s the society has already known that canpgtimprovement is necessary
Human competencies are discussed from many pdinigw - in terms of study, career or
normal life. There were published research regul®901. The research lasted about 15 years
and was made in about 60 companies, where experts fecused on determination and
investigation of competencies. Research has shbamncompanies that were focused on

1Doc. Ing. Lucia Bednarova, PhD, Department of Camuial Business, University of Economics in Bratisl,
Faculty of Business Economy with seat in KoSicgpigkého 13, 041 30 Kosice, Slovakia.

2 Ing. Natdlia Jergova, PhD, Department of CommeRiisiness, University of Economics in BratislaFacul-
ty of Business Economy with seat in KoSice, Tajésk13, 041 30 KoSice, Slovakia.

3 doc. RNDr. Zuzana Hajduova, PhD, Department ofr@itaive Methods University of Economics in Brégis
va, Faculty of Business Economy with seat in KaoSi@ovského 13, 041 30 KoSice, Slovakia

4 Andrzej Pacana, DSc, PhD, Eng., Associate PrafeBspartment of Manufacturing and Production Eagin
ing, Rzeszow University of Technology, Powstancoar§¥awy 8, 35-959 Rzeszow, Poland (corresponding
author).

5 M. Blasko,Kvalita v systéme modernej vy, Aktualizované vydanie, Technicka univerzita, KeSR013.
400 s.
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competencies have increased degree of successruitment of high-quality employees.
There has been shown that the work ethics and ssiofdargets achievement have increased
in these companies.

2. THEORETICAL EXPLANATIONS OF TERMS

At the beginning it is necessary to define the terrtompetency, core competency,
competency model and competency matrix.

The term competence has two meanings. Competengyesponsibility is seen as an
authorization to do the work. From another perspectompetency is seen as a summary
of the human capabilities and his behavior whicbuess the quality of fulfillment of
working tasks® In the article we pay attention to the second rimepof term competency
- skills and abilities which the worker has to haveertain work position.

European Training Foundation defines core compésras a general set of skills and
approaches that may be useful in all work situatierit is one of the surest ways of
keeping education and relevant training in a rapitlanging environmeht

Competency model presents a summary of "key compiete with their behavioral
signs that are required for a particular positiorievel of management. If the model is
created for a particular position in a particulampany, we are talking about specific
model.®

Competency models specifically include the follogviglements:

* ‘“competency names and detailed definitions,
¢ descriptions of activities or behaviors associatét each competency,
¢ adiagram of the model presenting of the modelaphical form to help,

e users quickly grasp the key feature of the mddel”

Bozkurt elaborates the types of competency modets.use job competency models
and core competencies models in the paper. “A mhpetency model describes job or
role competencies often those specific to a cettgia of job within a specific work unit.
These models provide a good foundation for buildipgrformance appraisals or
individual training and development plans. A jobmqeetency model is a description of
those competencies possessed by the top perforimeasspecific job or job family.
Models usually contain 8-16 competencies. Core &enzy models are built through a
process of continuous improvement and enhancerfiey focus for corporate strategy.
Core competencies are those capabilities that aitecat to a business achieving
competitive advantage. The key core competenciesdre those that enable the creation
of new products and services. Very important igausr relationship managemenrt.”

6 R. KocianovaPersonalniinnosti a metody personalni price vyd., Grada Publishing, Praha 2010, 224 s.

7 European Training Foundatiokgy Competencesttp://www.etf.europa.eu/web.nsf/pages/Key_compen
2014 (last viewed: 10.01.2015).

8 P. PokornyNavrh zlep$eni prace managdediplomova praca, VUT, Brno 2010, 76 s.

S T. Bozkurt, Management by Competengieshttp://www.risus-tr.com/risus/wp-content/uploads/
managementbycompetenciestulaybozkurt, 2011 (lasted: 10.01.2015)

110329032120-phpapp02.pdf.

10T, Bozkurt,Management by Competengibgp://www.risus-tr.com/risus/wp-content/uploadsfiagementby
competenciestulaybozkurt110329032120-phpapp0220df]. (last viewed: 10.01.2015).
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“The competency matrix includes a list of behavi@t@tements and the associated
quality values for each competency at several eyegldevels as managers, supervisors,
executives, subordinates. The purpose is to hefd@mes understand their contribution,
through their individual performance, to the comiparcommitment*

Steps for competency model development processdiogao Bozkurt:

1. “performance criteria — defining the criteria farperior performance in the role,

2. criterion sample — choosing a sample of peopleopetihg the role for data
collection,

3. data collection — collecting the sample data alfmeirole for data collection,

4. data analysis — developing hypothesis about thepetencies of outstanding

performers and how these competencies work togé&thmoduce desired results,

5. validation — validating the results of the data andlysis,

6. application — applying the competency model in hmmasource activities, as
needed”.

3. HOW TO CREATE A SYSTEM OF ENDLESS COMPETENCY
IMPROVEMENT?

We know from the definition of the system as a witbht it is necessary to determine the
selected elements, among which there are connsdiuh relationships that form the system
of continuous competency improvement. Elementystesn of competency improvement in
the company consist of;

« employees and their competencies,

e processes, activities of employees ,

e equipment that employees need,

* human resource department of a company,

* educational institutions, agencies providing preifasal courses, literature,
internet sources and other sources that suppagetredopment of competencies.

Necessary methods, mental and work processes dindi@ments of the system are
described in the upcoming part.

3.1. Methods of data collection and their sources

When creating the system it is necessary to coperith company to obtain primary
data. It is important to get information from thentan resource department, the director and
the particular workers who are currently workingtta working positions, which we want
analyze. With help of these workers, HR departraadtdirector it is required to do interviews
to obtain primary data. Primary data should beinbthfrom other sources in the form of
internal accounting statements for the last ye¢hesCode of Ethics, the Job Code, the Quality
Handbook and job descriptions. Using these prirdatst we can create an analysis of situation
in the company and propose solutions for creatibrsystem of endless competency
improvement.

3.2. Used methods

Several methods were used in the paper. We usedetical and empirical methods.
Among the theoretical methods belong:

1 bidem
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» abstraction, concretization,
e analysis, synthesis,
e comparison, interpretation,
e induction, deduction and
« analogical, method.
Among the empirical methods that were used in #pepinclude:
e content analysis,
e semantic analysis,
* method of managed discussion — interview,
« method of creation of recording sheets and excerpts

For creation of the system of endless competengyrovement it is necessary to use
methods of obtaining new knowledge about realitthan chosen company. It is important to
perform an analysis of internal documents, the @mstatutes, the process of recruitment,
the Organizational Code, organizational structtive, Quality Handbook, Annual Report for
the last year and job descriptions of selectedtipnsi Important is to obtain expert opinion,
make an interview and survey of requirements ofleyeps. These belong to the methods of
key competencies determining. From the methods rotegsing of obtained data we
recommend to use theoretical methods - analysighesis, comparison, generalization and
interpretation. A specialized method of evaluat®necessary. This evaluation is explained in
the own model of determining competencies.

Sets of competencies and core competencies aremdetd by the own model of
determining of competencies which consists of tleriteria. The own model is shown in the
Figure 1. The first criterion is the investigatiofthe job descriptions according to knowledge
of the situation in the company. The second ooitelis examination of job descriptions
according to professional resources and the thiitrion is examination of the job
descriptions in terms of knowledge of the author.

Fig. 1. The own model of determining of competescie

Criterion 1 Criterion 2 Criterion 3
Knowledge of the company situatign  Professional Authors
resources knowledge

* time dimension

» financial dimension

« dimension of decision-making
« dimension of expert opinion

Source: own processing

Criterion 1 — knowledge of the situation in the gamy:

We recommended to use the own model of determinorgpetencies mentioned in
Figure 1. This procedure is based on the analysislected job descriptions. Job descrip-
tions present knowledge and skills which the wottes to have and describe activities of
this job. Competencies with help of this procedamne analyzed according to the activities
that are performed on the particular position. Bame the job descriptions and analysis, it
is possible to identify a set of competencies drahta set of core competencies for all
selected jobs.
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Individual work positions are analyzed accordingtierion 1from four dimensions.

1. Time dimension — individual work activities are tihiguished in percentage ac-
cording to that how much time from daily eight wimidk hours the worker does them.
Working activities together constitute 100% of wiagktime. Those activities that reach
the most time are considered from this point ofwlé&e the most important. Relevant
time resolution of activities is done by worker wisoworking at that position in the time
of research.

2. Financial dimension — if the worker decides at sahhis activities about finan-
cial resources of the company than we assigneldet@dtivity interval ranging from min-
imum to maximum of money. Activities and their intals are then ranked from the big-
gest to the lowest according to that it is posstiol determine the importance from this
point of view. Determination of the intervals ofdincial amount is made by worker who
is working at that position in the time of research

3. Dimension of decision-making — work activities halifferent importance from
the decision-making dimension. For this evaluatie®, choose a simple upward range
from 1, 2, ... X, the number 1 represents the nmgbrtant activity and number x repre-
sents the least important activity. Sequencingctiviies from the most important to the
least important (from 1 to x) is done by the workethe position. Worker determines the
sequence of activities and their competencies daugpto individual opinion and to such
number x to which he considers the determinatioth@fsequence relevant.

4. The fourth dimension is the expert opinion. Expdgdntifies competencies the
worker should have on the particular job positide. identifies key competencies. As an
expert can be considered a worker who works inpmticular position for long time (5
years or more).

For thus analyzed activities accrue ranks. Frorkadractivities according to dimen-
sions of Criterion 1 is possible to identify setoafmpetencies. The set of competencies
and their activities compose competency matrix.nfithe competency matrix we can
identify core competencies. This identifying is &@on the ranks which are results of
analysis according this Criterion 1. The activitieich have the most important evalua-
tion, are considered like core competencies. llofahg part we pay attention to the se-
lected core competencies.

We need to add to the core competency model comgiesewhich are considered as
essential/core according to the professional ressuand to knowledge of the author.

Criterion 2 — professional resources:

From this dimension are milestones available litemand internet resources, compe-
tencies model that are considered suitable foiséiected positions. Various job portals,
studied foreign, Slovak literature and internebrgses can be used, too. On job portals
such as profesia.sk, kariera.zoznam.sk, pracakmgenkwalder.sk, job.sk, etc. are
searched ads for jobs that are identical or reltteithe selected positions. A set of key
competencies occurs as a summary of informatiam b these resources.

Criterion 3 — knowledge of the author:

From this dimension we use subjective opinion fetedmining the core competencies
which will be generated on the basis of profesdiktnawledge which were obtained by
appropriate education in the area, self studyirdjiaterest in the area.

Consequently, it is possible to create core conmg&te models according to all three
criteria of the own model of determining of competies. According to Bozkurt we know
which elements should contain the competency mddese elements must be included
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in core competencies models, which came into exigtdy analysis according to the own
model of determining of competencies.

Fig. 2. Core competencies model

CORE COMPETENCIES MODEL

Descripaon of acovines related
13 the ComPEITncy

Competency 1 Dreseription 1 Activiiy 1

Activity 2

Competancy Drescripaon

Activity X
Competency 2 Drescription 2 Activity 1
Activity 2

Activity X

Competency X Diescription X Activiey 1
Activity 2

Activity X

IDnagram af core competencies model

uCompetency 1
W Competoncy 2
o
-
=

B Competency X

Source: own processing according to Bozkurt (2011)

The resulting core competencies models are coresidateal. Ideal competencies
models are compared with the situation in the comgpa identified by Criterion 1.
This showed which competencies are not developeth&gs should be developed
according to the established ideal models, resggtivhich competencies are in the
set completely missing. To these competencies brugiven appropriate attention.

By this procedure is also filled the procedure dogation of competency models by
Bozkurt. This is the procedufe

performance criteria,

criterion sample,

data collection,

data analysis,

PR

2 lbidem
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5. validation,

6. application.
Generally the exact number of core competencieshén model is not precisely
defined. Based on creation by Bozkurt, the modelstneontain three elements - a
description of competencies, description of ad#sitrelated to the competency and
graphical diagram of model as is shown in Figufe 2

3.3. Proposals for implementation of the system of endés competency improvement

Standard STN EN ISO 9001: 2009 explains the compgtef workers. It is necessary
to determine whether the company has implementaediomed standard. If the standard is
implemented, it is necessary to explain how thadsed is fulfilled by the company. If it
is not implemented, we recommend its implementatiothe company.

Recommendation for determining of competenciesédftiture is also the need of var-
iation of competency analysis methods, e.g. forcettee and administrative company
units. Competency determining methods are variedrding to character of performing
activity.

After the core competency determination we neeihtestigate how the interview is
managed, whether it is sufficiently adapted fontifecation if an adept has competencies
important for the job position. If the process oferview does not correspond with this,
the company has to customize the process.

Bozkurt showed how the competency model should.|8alsed on this conception we
recommend publishing diagrams of core competencgetsan offices, building of com-
pany. This should motivate the workers to reachdmaklop these core competencies.

If an adept on job position signs a job contraet,isremployee of a company. The
worker has to competent for the job. In this case@commend develop his competencies
with help of professional courses and educationitrg.

We recommend do periodical actualizations of afgtigshd competency changes. We
support keeping of actual lists of competencies attualizations of activities and com-
petencies should be done by the upper mentionetiatidtased on the own model of
determining of competencies in the Figure 1. Thealizations should be done by coop-
eration of CEO, HR department and workers. HR depant and CEO have to implement
the model. CEO has to supervise the analysis. deitip of actualizations depends on the
industry in which the company operates dynamioscohomic changes and other factors.

The analysis of activities and competencies isiptes¢o perform with time screens.
Time screens should provide a cross section of vdak If there are changes in the
activities during the month or year, we need toneeie the range of these activities. For
this range we can use averaging of all time valtibs should be done by HR department
of the company. We recommend making time screerigdieally. The results of analysis
according to the model described in the paper and screens are possible to compare
and then determine the most important competencies.

3.4. PDCA cycle as a mean of the system of endless cotegmey improvement

After the explanation of proposals it is possildelescribe proposed system like
PDCA cycle. It consists of 4 phases — planning, tamtrol and implementation phase.
The phases represent endless, repetitive prochisspiocess with individual steps is

13 lbidem
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shown in the Figure 3. Here is description of th&tem of endless competency improve-
ment, which is divided into steps, responsibilitiesults and methods.
Planning phase

In this phase is necessary to plan steps, identify is responsible for each step and
determine the results and methods. Here is strictiuplanned activities, which together
create the system.

l. Identification of competencies for all working pisins - HR depart-
ment, CEO - lists of core competencies - The owdehof determining
of competencies, various mentioned methods, tineess;

. Customization of recruitment process accordingot@ competencies -
HR department, CEO, expert - customization of iritaws - test, ques-
tionnaires;

. Analysis if current competencies of workers coroegpwith core com-
petencies - HR department, CEO, expert - currénatson in the com-
pany - test, questionnaires;

V. Selection of methods, creation of schedule of corapetency im-
provement - HR department, CEO - selected mettsmitgdule - pro-
fessional courses provided by the company or eatenmganization;

V. Actualization of core competencies - HR departm€mQ - actual lists
of core competencies - The own model of determiniihgompetencies,
time screens.

Test phase
In the planning phase we recommended 5 basic dtefsst phase is necessary to test
these steps.
l. Testing of planned steps - HR department, CEO -atece plan —
company implementation;
Il Determination whether it is necessary to add a stéfR department,
CEO - added step — company implementation;

. Summary of results — HR department, CEO — summérsesults —

company implementation.
Control phase
Control phase should control planning and test @haglividual steps of the phase are
described in following part.

l. Verification of previous phases, comparison of kssuHR department,
CEO - added step, Identification of deviations ntoml;
. Identification the underlying causes deviationsR #iepartment, CEO —
causes of deviations — analysis of previous results
. Corrections — HR department, CEO — removing demisti— various
methods depending on deviations.
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Fig. 3. The system of endless competency improvemBDCA cycle

Planning phase a
Method

Step Responsiblty | Result
The onn model of
. determining of
Identifying competendes for al HRa Listsof core
partment, CEO competendes, various
Horkng postons Competencs mentioned methods, time
STEnS
Customization of recrutment process Customizat
according o core competences ofintenviews Test phase
i Tetg Step Responsbity | Result Method
Analysing if current competendes of e Curtent Created
orkers correspond it core stuation in Testingof planned steps
competendes thecompany plan
Selection of methods, reston of Seeted | Prfessionalcoures Determination whetheritis HR department Company
harmonogram ofcore competency methods, | provided by the company (£0 " | Addedtep . )
improvement oretemal organisaion necessary toadd astep implementation
HR department, CEQ
Actuaistsof | Theown modelof » Summary
Actualisation ofcoe competences are detemiing of Summarization of results
competendes |competences, time sreens of results
Conirol phase
Step Responsihifty Result Method
o Addedstep,
Verfication of previous phases, i
) , dentfationof | Canfrol
Implementation phase comparison of restlts i
. Responshilty Rt | Hethd eilons
Systemofendless dentfcation thenderlyin Casesof | Andlysief
Inglrnationo | HR depatnen, O, Injlrentation R i
competercy Calses deviations deviatons | previousresuls
ProCess expert, employees P strategy
| Various methods
' Removing )
Planning, st contrl, implementation phese based on yde principe Corecios i digendingon
‘ ’ devations

Source: own processing according to Deming (1993)
Implementation phase
Implementation phase must implement planned systeancompany. The system was in
planning phase divided into steps, responsibilittesults and methods. The test phase
tests the proposed system in the company. Thealgmttase controls the results of test
phase and compares them with planned results. asepdetermines the deviations and
their corrections. Then the system of endless cotemgg improvement is ready for
implementation.

l. Implementation of process — HR department, CEOggxpmployees —

system of endless competency improvement — impléatien strategy;

Il Planning, test, control, implementation phase basedycle principle.

4. CONLUSION

The base for improving a person's professionalecai® to develop competencies,
develop their competence. The paper is aimed attinge a continuous improvement
system of employee’s competencies. One of the alpdhat enterprises should consider



16 L. Bednarova, N. Jergovd, Z. Hajduova, A. Pacana

is the introduction of a comprehensive system gfrowing employee’s competencies,
which were treated in the article. The system &ehaon the infinite process in the form of
PDCA cycle and begins the process of selecting eyegls for the job. For employees
who are already working in the business, the systamts in the form of determining the
list of key competences at their jobs. In the gystee present the various phases of the
system, the methods of implementing the variousg@hand the results of these phases.
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PROPOZYCJA UDOSKONALENIA KOMPETENCJI PRACOWNIKA

Kompetencje pracownicze stangvjgden z najbardziej pgdanych zasobéw, ktére pro-
wadz do wzrostu konkurencyjdoi w biznesie. W zmieniggym sk srodowisku gospodar-
czym, ktére charakteryzujecskonkurencyjnym rynkiem globalnym i bazuje na wigdzna-
czenie rozwijajicych sk pracownikow staje sikluczovs kwesth. Swiat przezywa wiele glo-
balnych zmian. Najwaniejsze zmiany to: informatyzacja, innowacyj@ointegracja globali-
zacja. Nie jest w zasadzie nliszve, aby zidentyfikowa i opisa wszystkie kompetencje, ktore
musz cechowa rézne zawody i majumazliwi ¢ sprostanie wyzwaniom zmiany.

Celem niniejszego artykutu jest wyjaenie i scharakteryzowanie systemu provgadz
go do cygtego doskonalenia kompetencji pracowniczych. Pmop@ny system ggtego
doskonalenia przedstawia mechanizm skigdagie z kilku wspotpracujcych elementow,
metod i procedur. Ich zastosowaniezmekt przyczyné do poprawy kompetencji pracow-
niczych w firmie. Zaprezentowany system zastosomazna w kadej firmie, ktéra chce
podnig¢ kompetencje pracownikéw. Takie lub podobne systgroprawy kompetencji
pracownikéw mog by¢ tworzone dla konkretnych wybranych stanowisk pratis kede-
go szczebla hierarchii w firmie, a takdla firmy jako catéci.

Stworzenie modelu kompetencii, identyfikacja liskmpetencji nie sprostym zadaniem.
Istniefy procedury w celu prawidlowego okkenia kompetencji i rozwoju odpowiedniego
modelu kompetencji. System niglazacej poprawy kompetencji powinien dyealizowany w
oparciu na zasadzie, zgodnie z cykleguigigo doskonalenia PDCA Deminga. Skladazsi
czterech faz: planowania, realizacji, kontroli rédkcji. Fazy te stanowipowtarzalny proces
bedacy podstaw niekaiczacego s¢ doskonalenia kompetencji w zmienizgj st firmie.

Stowa kluczowe:kompetencje pracownicze, model kompetencji, kstsnpetencji
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ANALYSIS OF MONTHLY RATES OF RETURN
IN JANUARY AND DECEMBER ON THE EXAMPLE
OF SELECTED WORLD STOCK EXCHANGE INDEXES

In today's financial market there is a debate enefficiency of markets between theore-
ticians and practitioners. While the former areéntgyto demonstrate the efficiency of finan-
cial markets, the second group believes that fimhnmoarkets are not efficient. Evidence
showing the efficiency of financial markets wouldabe a proof of the fact that asset port-
folio managers would not be able to gain a higlaes of return than the market portfolio
rates of return, in the long run. One way to derrates the thesis of the inefficiency of the
financial markets, it is, among others, examinatbncalendar effects. Their existence un-
dermines the efficient market theory and allowscéostruct an investment strategy which
permits to obtain positive excess returns (aboeerdite of return of analyzed stock market
index).

The article presents a study of effectiveness o$é@cted stock indices with the use of
the rates of return in the months of January andeBwer (so called “January effect” and
“turn-of-the-year” effect, respectively). The paitd replicating the stock index was bought
at the close prices on the last session in onemamid sold at the close prices on the last
session of the following month. The presence ofketainefficiency has been demonstrated
in the January in case of two indices: BUX and Ngsatad in December in the following 15
cases: All-Ord, BUX, CAC40, DJIA, DJTA, DJUA, EOE, FER00, MEX-IPC, Nasdagq,
Nikkei, Russel, SP500, TSE and WIG. Thus, in the afssome indices, the conclusions of
other researchers has been confirmed, but othéiestshould be regarded as pioneering.

Keywords: market efficiency; financial market seasonalityarket anomalies; January
effect, December effect

1. INTRODUCTION

Efficient market hypothesis (EMH), the center of tinfluential paper of Fama, has
been a cornerstone of financial economics for nieoades Although current definitions
differ from those developed by Fama, the efficienEynarkets prevents systematic beat-
ing of the market, usually in a form of above-ageraisk-adjusted returns. The problem
of the financial markets efficiency, especiallyeaafuity markets, has been discussed in a
number of scientific works, which has led to a bleaset of publications examining this
subject. In many empirical work dedicated to timeetiseries analysis of rates of return and
stock prices, there were found statistically sigaifit effects of both types, i.e. calendar
effects and effects associated with the size ofpaomes. These effects are called "anoma-
lies", because their existence testifies againsketafficiency. Discussion of the most

1 Krzysztof Borowski, Prof. DSc, PhD, Institute ofiiking and Business Insurance, Warsaw School afidoe
ics, Warsaw, Al. Niepodlegiai 162, 02-554 Warsaw, Poland, e: mail: k.borowski@oczta.pl

2 E. FamaEfficient capital markets; a review of theory andperical work “Journal of Finance” 1970/25, p. 48—
417.
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common anomalies in the capital markets can bedfoamong others, in Simsbar Jaju-

ga and Jajuda

One of the most common calendar anomalies obsenveide financial markets are

A) Day-of-the-week effect- daily average rates of return registered onstioeek market
differ for various days of the week. One of thetfiworks dedicated to this type of effect,
was developed by Kelly who proved that the average rate of return ofsték markets
on Monday are lower than average rates of returrofber days of the week. Empirical
work of HirscH confirmed the existence of the day-of-the-weele@ffIn his study, he
examined behavior of the S&P500 index in the pefiodh June 1952 to June 1985, prov-
ing that the index close on Monday was lower in 37%" the index close on the preceding
Friday. For other days of the week, the followingnd was observed - the index close on
one session was higher than the index close oprihgous session (Tuesdays/Monday of
in 43% observations, Wednesday/Tuesday in 55,6%rsHay/Wednesday in 52,6%, Fri-
day/Thursday in 58%). The day-of-the-week effectha US market was also presented,
among others, in the works of: Jaffe end Weterfigidlencli, Lakonishok and Maber}
The evidence for UK market was examined by: Theblaald Pric¥, Jaffe and Wester-
field*?, Board and Sutcliffé, Agrawal and Tanddf, Peird® Mills and Coutt®, Dubois
and LouveY, Coutts and Hayé% Peird®, Agrawal and Tand@f Dubois and Louvét and

3 E. SimsonStock market anomalieg€ambridge University Press, Cambridge 1988.
4K. Jajuga, T. Jajugdnwestycje Wydawnictwo Naukowe PWN, Warszawa 2006, p. 148-14

5 J. Nowakowski, K. BorowskZastosowanie teorii Carolana i Fischera na rynkypiatowym Difin, Warszawa
2005, p. 322-329. This item contains a broad oeenwf the literature regarding efficiency of finsalamar-
kets.

& F. Kelly, Why you win or lose: the psychology of speculatitmughton Mifflin, Boston 1930.
7Y. Hirsch,Don't sell stock on MondayPenguin Books, New York 1987.

8 J. Jaffie, R. Westerfield, C. M& twist on Monday effect in stock prices: evidefioen the US and foreign
stock markets'Journal of Banking and Finance” 1989/15, p. 63H6-

9 K. French Stock returns and weekend effédournal of Financial Economics” 1980/8, p. 55-69

10 ], Lakonishok, E. MaberlyThe weekend effect: trading patterns of individaatl institutional investors
“Journal of Finance”,1990/45, p. 231-243.

11 M. Theobald, V. PrinceSeasonality estimation in thin marketdournal of Finance” 1984/39, p. 377-392.
12, Jaffie, R. Westerfielaip. cit, p. 237-244.

13 ], Board, C. SutcliffeThe weekend effect in UK stock market retutdsurnal of Business, Finance and Ac-
counting” 1988/5, p. 199-213.

14 A, Agrawal, K. TandonAnomalies or illusions? Evidence from stock marketighteen countrie$Journal of
International Money and Finance” 1994/13, p. 83-106

15 E. Peiro,Daily seasonality in stock returns: Further intetimmal evidence“Economics Letters” 1994/45,
p. 227-232.

16 T. Mills, J. CouttsCalendar effects in the London Stock Exchange Fi8Ees “European Journal of Fi-
nance” 1995/1, p. 79-93.

7M. Dubois, P. LouvetThe day-of-the—week effect: the international endde*Journal of Banking and Fi-
nance” 1996/20, p. 1463-1484.

18 J. Coutts, P. HayeThe weekend effect, the stock exchange accourtharfthancial times industrial ordinary
shares index 1987—-199%Applied Financial Economics” 1999/9, p. 67-71.

19 E. Peiroop. cit, p. 227-232.
20 A, Agrawal, K. Tandongp. cit, p. 83—106.
21 M. Dubois, P. Louveipp. cit, p. 1463-1484.
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Kramef? provided evidence of negative Monday and Tuesadyrms for Frankfurt ex-
change. In works of Solnik and Bousdidetigarwal and Tanddf, there was found an
evidence of negative Tuesday rates of return irsPaarket, while Condoyanni et &land
Peirg® demonstrated negative Monday and Tuesday ratestion on the same market and
Baroné&” in Milan. Research regarding rates of return dreoimarkets was performed in
works of Kato et af®, and also by Sutheebanjard and PremchaigWa@in the Polish mar-
ket, findings regarding the day-of-the-week effestere conducted among others by:
Buczek®, Szyszk&' and Czekaj et &P

B) Monthly effect — achieving by portfolio replicating the specifistbck index, different
returns in each month. The most popular monthlgatffs called “January effect”, i.e. the
tendency to observe higher average rate of retustook market indices in the first month
of the year. For the first time, this effect waselved by Keirf¥, who noted that the aver-
age rate of return on stocks with small capitai@ats the highest in January. In the case of
large and mid-capitalization companies the effea$ wot so perceptible. Although January
was the best single month in UK, the period frontc&maber to April consisted of months,
which on average produced positive retétn8ernstei®, taking into consideration the
behavior of the US equity market in the period fra840 to 1989, gave the interdepend-
ence between rates of returns in each month. Modearches, e.g. &uwnd Schwe#t
show that in the last two decades of the twentiethitury, phenomenon of the month-of-
the-year effect was much weaker. This fact woulgigest that the discovery and dissemi-

22 C. Kramer Macroeconomic seasonality and the January effdournal of Finance” 1994/49, p. 1883-1891.

3 B. Solnik, L. BosquetDay—of-the-week effect on the Paris BourSleurnal of Banking and Finance”
1990/14, p. 461-468.

2 A, Agrawal, K. Tandongp. cit, p. 83—106.

%5 |, Condoyanni, J. O’Hanlon, C. WarDay of the week effects on stock returns: inteamati evidencg"Jour-
nal of Business Finance and Accounting” 1987/1459-174.

% E, Peiroop. cit, p. 227-232.

27 E, Barone,The ltalian stock market: efficiency and calendaomalies “Journal of Banking and Finance”
1990/14, p. 483-510.

B K. Kato, S. Schwarz, W. ZiembBay of the weekend effects in Japanese stdicks Japanese Capitd\iar-
kets Ballinger, New York 1990, p. 249-281.

2 p, Sutheebanjard, W. Premchaiswaltalysis of calendar effects: day—of-the-week teffecthe Stock Ex-
change of Thailand (SET)International Journal of Trade, Economics anudfice” 2010/1, p. 2010-2023.

30 S. Buczek,Efektywnéé informacyjna rynkéw akcji. Teoria a rzeczywigtoSzkota Gtéwna Handlowa w
Warszawie, Warszawa 2005, p. 51-55.

31 A, Szyszka,Wycena papieréw warfoiowych na rynku kapitatowym ywietle finanséw behawioralnych
Wydawnictwo Akademii Ekonomicznej w Poznaniu, Padz2@07, p. 141-146.

82 ]. Czekaj, M. Wg J.Zarnowski,Efektywné¢ gietdowa rynku akcji w Polsc&Vydawnictwo Naukowe PWN,
Warszawa 2001.

33D, Keim, Size-related anomalies and stock return seasonélitther empirical evidenceJournal of Financial
Economics”, 1983, 12, p. 13-32.

341n works of: M. Rozeff, W. KinneyCapital market seasonality: the case of stock regutJournal of Financial
Economics” 1976/3, 379-402, and A. Corhay, G. HawawP. Michel, Stock market anomalie€ambridge
University Press, Cambridge 1988.

35 J. BernstenCycles of profitHarpercolins, New York 1991.

36 A, Gu, The declining January effect: evidence from U.Sitggnarkets “Quarterly Review of Economics and
Finance” 2003/2, p. 495-404.

37W. SchwertAnomalies and market efficienc¢gimon School of Business Working Paper” 2002(FR13.
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nation of the monthly effect in world financialdiature contributed to the increase of mar-
ket efficiency.

C) Other seasonal effects in the financial literature, there can be fodalflowing calen-
dar effects:

1. The weekend effect — Crd8dound that markets tend to raise on Fridays afid fa
on Mondays. His findings generated a flood of reseae.g. Lakonishok and Le-
vi%®, Jaffe and Westerfiety Condoyanni et &t and Connoll§?. The literature
presents two ways of computing weekend rates ofmetn the first case, Friday
close and Monday open prices are used, while irs¢éltend one Friday close and
Monday close prices are employed.

2. The holiday effects — markets before holidays tkeotrading breaks tend to rise.
In the US there is a number of studies elaboraiimghis issue, e.g., Fielts Ari-
el**, Lakonishok and Smithand Cadsby and Ratrér

3. Within-the-month effect — positive rates of retmimnly occur in the first half of
the montH”.

4. Turn-of-the month effect — average rate of retultaated for the last day of the
month and for three days of the next month, wakdrighan the average rate of re-
turn calculated for the month, for which the rateaturn of only one session, was
taken. Lakonishok and Smffitftound that the four days at the turn-of-the-month
averaged a cumulative rate of increase of 0,473%uge0,0612% for and average
four days. The average monthly increase was 0,34%%,the DJIA went down
during non-turn-of-the-month period.

The aim of this article is to examine statisticalgnificance of monthly returns in Jan-
uary and December, with the use of closing priaeshe last sessions of two consecutive
months in selected financial markets representethbyfollowing 22 stock indices: All-
Ord, AMEX, B-Shares, Bovespa Buenos, BUX, CAC40,0M®JIA, DJTA, DJUI, EOE,
FTSE100, Hang Seng, MEX-IPC, Nasdaq, Nikkei, RuSM], SP500, TSE and WIG. The
secondary aim of the work is to determine the datien coefficients of rates of return

38 F. Cross;The behavior of stock prices and Fridays and Mosdéinancial Analyst Journal” 1973/29, p. 67—
69.

39 J. Lakonishok, M. Leviweekend effect on stock returns: a ntleurnal of Finance” 1982/37, p. 883-889.

407, Jaffie, R. Westerfielap. cit, p. 237-244.

411, Condoyanni, J. O’Hanlon, C. Warap. cit, p. 159-174.

42 R. Connolly,A posterior odds analysis of the weekend effdournal of Econometrics” 1991/49, p. 51-104.

4 M. Fields, Security prices and stock exchange holidays intigato short selling “Journal of Business”
1934/7, p. 328-338.

4 R. Ariel, A monthly effect in stock returnournal of Financial Economics” 1987/17, p. 1614, and idem,
High stock returns before holidays: existence avidence on possible causédournal of Finance” 1990/45,
p. 1611-1626.

4 J. Lakonishok, S. Shmidre seasonal anomalies real. A ninety—year perspec¢Review of Financial Stud-
ies” 1988/1, p. 403-425.

46 C. Cadsby, M. Ratnef,urn-of-month and pre-holiday effects on stock metusome international evidence
“Journal of Banking and Finance” 1992/16, p. 49850

47 R. Ariel, A monthly effect,.p. 161-174 and C. Kim, Park Holiday effects and stock returns: further evi-
dence “Journal of Financial and Quantitative Analysi®94/29, p. 13-32.

8 Lakonishok J., Shmidt S., op. cit., p. 403—-425.
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between foreign stock exchange indices and ratestaf of Polish WIG index in January
and February. Indices quotations are taken froenvibbsites of Polish Brokerage House
DM BOS.

The null hypothesis tested in this paper, statasttie average monthly rates of return
in January or December, calculated for each of 2fyaed indices, is equal to zero (for
a = 5%). Rejection of the null hypothesis would be targant to accept the alternative
hypothesis that the average monthly rates of refturthese two analyzed months, for a
particular stock index, is statistically differefndbm zero. The rejection of the null hypothe-
sis will prove the occurrence of the calendar effie¢hat month.

2. LITEARTURE REVIEW REGARDING JANUARY AND DECEMBE R EF-
FECTS ON EQUITY MARKETS

For the first time the existence of the Januargatfivas described by WacHftelwho
indicated that the average rates of return of Doned Industrial Average in the period
1927 to 1942, were higher in the first month of yfear than in the others. The first ad-
vanced statistical tests for the Nasdaqg indexhénperiod 1904-1974 were carried out by
Rozeff and Kenné¥ - they have confirmed the existence of the Janetfegt. Other works
of Ban2?, Kein??, Reinganur?® and Rol** demonstrated the presence of this effect in the
case of small- and mid-capitalization companiesd#&ta research of Zilca and Molfter
proved the existence of dissection of the Januagsrof return calculated for AMEX and
Nasdaq indices. The statistically higher ratesetfinn were registered in the first half of
the month.

The presence of the January effect in other mathatsbeen also proven in the follow-
ing works: Office?® - on the Australian market, Gultekin and Gulté€kinon 17 different
global markets, Tinic and Wé&&t- on the Canadian market, Aggarwal et®alKato and

49 B, Wachtel,Certain observations on seasonal movements in giécks “Journal of Business of the Universi-
ty of Chicago” 1943/15, p. 184-193.

50 M. Rozeff, W. Kinneypp. cit, p. 379-402.

1 R. Banz,The relationship between return and market valueashmon stock$Journal of Financial Econom-
ics” 1981/9, p. 3-18.

2D. Keim, Size-related anomalies and stock return seasondlitther empirical evidence'Journal of Financial
Economics”, 1983, 12, p. 13-32.

%3 M. Reinganum;Ten anomalous stock market behavior of small fim3anuary: empirical tests for tax-loss
selling effects“Journal of Financial Economics” 1983/12, p. 8041

% R. Roll, Vas is das? The turn-of-the-year effect and tharnepremia of small firms*Journal of Portfolio
Management” 1983/9, p. 18-28.

%5 S. Zilca, N. Moller, The evolution of the January effetlournal of Banking and Finance” 2008/32, p. 447—
457.

% R. Officer, Seasonality in Australian capital markets: markéficeency and empirical issug$Journal of
Financial Economics 1975/2, p. 29-51.

" M. Gultekin, B. GultekinStock market seasonality: international eviderideurnal of Financial Economics”,
1983, 12, p. 469-481.

%8 S. Tinic, R. WestSeasonality in Canadian stock prices: a test ofttheloss selling hypothesi$Journal of
Financial and Quantitative Analysis” 1987/22, p15674.

% R. Aggarwal, T. Hiraki, P. Ra®egularities in Tokyo stock exchange security retuP/E, size and seasonal
influences“Journal of Financial Research” 1990/13, p. 2488-2
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Schallheinf® and Hamo#! - on the Tokyo Stock Exchange, Nassir and Mohanifradn

the stock markets of Hong Kong and Malaysia, Batonen the Milan Stock Exchange,
Ho® - on the stock exchanges in: Hong Kong, Koreaaysih and the Philippines, Lauter-
bach and Ung&t - on the stock exchange in Israel, MongSue on the stock market in
Taiwan, Mills et aFf’ - in Greece, Bildis® - in Turkey, as well as Lucey and Whefanin
Ireland. Girardin and Lif demonstrated the existence of January effectaok stxchange

in Shanghai. Based on the data for the period 1283 for 8 stock exchanges of Central
and Eastern Europe, Asteriou and Kovetspsoved the existence of a strong January ef-
fect for following markets: Polish, Hungary, Romaind Slovakia.

The December effect was also described in the atlg studies: Raharjo et &.
Choudhary® and Fountas and Konstantifbdn turn, Dudzinska-Baryla and MichaldRa
conducted statistical tests for returns of the \&arStock Exchange Index and revealed the
existence of the December effect on the Polismfired market.

Among the scientific papers can also be found watnks documented the absence of
the January effect. Kohers and Kéhtiemonstrated that the January effect does notappe

60 K. Kato, J. SchallheinSeasonal and size anomalies in the Japanese staidentJournal of Financial and
Quantitative Analysis” 1985/20, p. 243-260.

61 S. Hamori, Seasonality and stock returns; some evidence frapard “Japan and the World Economy”
2001/13, p. 463-481.

62 A. Nassir, S. Mohammadhe January effect of stock trader in the Kualanpur Stock Exchange: an empiri-
cal analysis “Hong Kong Journal of Business Management” 198@/85-50.

6 E. Barone,The lItalian stock market: efficiency and calendaomalies “Journal of Banking and Finance”
1990/14, p. 483-510.

64Y. Ho, Stock returns seasonalities in Asia Pacific mark&tsurnal of International Financial Managemerd an
Accounting” 1990/2, p. 47-77.

% B. Lauterbach, M. Ungar,aendar anomalies: some perspectives from the behaf the Israeli stock mar-
ket “Applied Financial Economics” 1992/2, p. 57—60.

% M. Mougoue Seasonalities in the Taiwanese stock martikeherican Business Review” 1996/14, p. 73-79.

7 T. Mills, C. Siriopoulos, R. Markellos, D. HarizanSeasonality in the Athens Stock Excharideplied
Financial Economics” 2000/10, p. 137-142.

% R. Bildisk, Are calendar anomalies still alive? Evidence forstahbul Stock Exchangéstanbul Stock Ex-
change 2004.

 B. Lucey, S. WhelanMonthly and semi-annual seasonality in the Iristuiggmarket 1934—20Q0'Applied
Financial Economics” 2004/14, p. 203-208.

0 E. Girardin, Z. Liu,Bank credit and seasonal anomalies in China stoakkets “China Economic Review”
2005/6, p. 465-483.

1 D. Asteriou, G. KovetsosTesting for the existence of the January effedtansition economigs‘Applied
Financial Economic Letter2006/2, p. 161-174.

2 A, Raharjo, F. Mabarag, F. MundDgecember effect of stock market return in Indon&steck Exchange 1998—
2012 “International Journal of Science and Resear€{1322, p. 708-711.

8 T. ChoudharyMonth of the year effect and January effect in j0v& stock returns: evidence from non-linear
GARCH “International Journal of Finance & Economi&§01/6, p. 1-11.

74'S. Fountas, S. Konstantind&nerging stock markets return seasonalities: theuday effect and the tax-loss
selling hypothesjs'‘Applied Financial Economics, 2002/12, p. 291-299

5 R. Dudzhska-Baryta, E. MichalskaEfekt miesica a behawioralne aspekty podejmowania Decyizji]
Metody i Zastosowania Badd@peracyjnychWydawnictwo Uniwersytetu Ekonomicznego, Katowicd @0p.
26-42.

8 T. Kohers, R. Kohli,The yearend effect in stock returns over busingskes: a technical note'Journal of
Economics and Finance” 1992/16, p. 61-68.



Analysis of monthly rates of ... 23

in the case of monthly returns calculated for smatid medium-capitalization companies
included in the SP500 index and Raj and Thurétsimowed that the January effect was not
observed on the New Zealand stock exchange. Thiasioonclusions were reached by
Hasan and R and Li and Li#°. Raj and Kuma#fP proved that on the following stock
exchanges: Bombay Stock Exchange and National Sfsckange in India, the January
effect was not registered, but the effect of stiaafly higher rates of return took place in
April. The existence of strong January effect arehker April effect on 18 different stock
exchanges was revealed by Agrawal and Taftderheir results were consistent with the
previous results obtained by Gultekin and Gult&kin

Ritter®® suggested that at the end of the calendar yehnjilatility of small- and medi-
um-capitalization companies, which main sharehal@dee individual investors, is the result
of their investment portfolios reconstruction. Rostance, the ratio of buy orders to sell
orders, placed by individual investors at the Metrynch brokerage house, was high in
January, and low in the end of December. Thusatlikor tries to explain the existence of
the January effect. In turn, the occurrence ofDleeember effect might be explained by
payment of capital gains tax. Individual investbgsiidate long positions in their portfoli-
0s, on which negative rates of return were regiskein order to minimize capital gain tax.
Similar approach is presented by Poterba and Weis#é, Sias and Stark$ Chen and
Singaf’, and in the case of small-capitalization compahie€onstatidenés

Investors closing their positions in declining imlwe assets, contribute to deeper fall in
assets’ market pric#s Ogdefi® justifies the existence of the January effect whié use of
the company's request for certain cash transacsibtie end of the year in order to achieve

" M. Raj, D. ThurstonJanuary or April? Test of the turn-of-the-year-effen the New Zealand stock market
“Applied Economics Letters” 1994/18, p. 81-83.

8 T. Hasan, M. RajAn examination of the tax loss selling behaviorideregulated pacific financial market
“American Business Review” 2001/19, p. 100-105.

9 B. Li, B. Liu, Monthly seasonality in the New Zealand stock marketernational Journal of Business, Man-
agement and Economic Research” 2010/1, p. 1116-1121

80 M. Raj, D. Kumari, D.Day-of-the-week and other market anomalies in titiain stock marketInternational
Journal of Emerging Markets” 2006/1, p. 235-246.

8L A. Agrawal, K. Tandongp. cit, p. 83—106.

82 M. Gultekin, B. Gultekinpp. cit, p. 469-481.

83 J, Ritter,An explanation to the turn of the year effétiniversity of Michigan, Graduate School of Busss
Administration, Working Paper” 1987, http://dx.dni3/10.2307/2328193.

84 J. Poterba, S. Weisbenn@apital gains tax rules, tax-loss trading, and twfithe-year returns“Journal of
Finance” 2001/56, p. 353—-368.

8 R. Sias, L. Starkdnstitutions and individuals at the turn-of-the-ye&Journal of Finance” 1997/52, p. 1543—
1562.

8 H. Chen, V. SingalRole of speculative short sales in price formaticase of the weekend effetlournal of
Finance” 2003/4, p. 685-705.

87 G. Constantinideg)ptimal stock-trading with personal taxes: implioais for prices and the abnormal Janu-
ary returns “Journal of Financial Economics” 1984/13, p. 68—6

88 M. Reinganum;Ten anomalous stock market behavior of small firm3anuary: empirical tests for tax-loss
selling effects“Journal of Financial Economics” 1983/12, p. 894.land R. RollVas is das? The turn-of-the-
year effect and the return premia of small firfdournal of Portfolio Management” 1983/9, p. 18;-2nd
J. Ritter,The buying and selling behavior of individual inees at the turn of the yeatJournal of Finance”
1988/43, p. 701-717.

89 J. OgdenTurn-of month evaluations of liquid profits andataeturns: a common explanation for the monthly
and January effectsJournal of Finance” 1990/45, p. 1259-1272.



24 K. Borowski

an adequate liquidity. Chang and Pinegar triedxfdaén the January effect pointing to the
specific macroeconomic data and risk premium sedigp¥. Similar approach is repre-
sented, among others by KraffeKohers and Kohi? explained the occurrence of January
effect referring to anomalies in business cyclesxokding to Ligof, higher rates of return
in January are the result of an increase in thdirtgavolume on the financial markets and
lower real interest rates. Another explanationtf@ occurrence of the seasonality effects
on the different stock exchanges (including the &&ar Stock Exchange), may be the capi-
tal inflow to the various markets, including emeigimarkets, e.g. Poland. In this way one
can justify positive returns in January (Januafgatj or in May“. The correlation of rates
of return observed on various emerging marketscamcklation of capital flows registered
between them, was investigated among others by ihoagd SolniR®. In turn, capital
transfers between the emerging markets were exanin@ekaert and Harvéy Finally, it
should be noted that the presence of positive mstduring certain days of the week or
month, and negative in others, is a characterigiture of the financial markets and
demonstrates the ineffectiveness of the analyze#tehar his approach can be found in the
work of FrencH’, who does not give reasons for negative returrikénJS market, consid-
ering them to be characteristic for this market anaviding its inefficiency. A similar
thesis presents Rogal¥ki

3. DATA AND METHODS

The calculation of the closing price for two congiée sessions is often applied in the
process of analyzing the seasonal effects of @ftesturn. In the case of monthly seasonal
effects, the rate of return will be computed witle tuse of closing value of the analyzed
market index on the last session of the momgh in relation to the closing value of the
same index on the last session in the precedingmhon

% C. Chang, L. PinegaBGeasonal fluctuations in industrial production astdck market seasonaf&lournal of
Financial and Quantitative Analysis” 1989/24, p-89, and C. Chang, L. Pineg&tock market seasonal and
prespecified multifactor pricing relationsJournal of Financial and Quantitative Analysk390/25, p. 517—
533.

91 C. Kramer,op. cit, p. 1883-1891.

92 T, Kohers, R. Kohli,The yearend effect in stock returns over busingsks: a technical note'Journal of
Economics and Finance” 1992/16, p. 61-68.
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search” 1997/20, p. 13-32.

% E.g: P. Polwitoon, O. Tawatnuntach&imerging market bond funds: a comprehensive arglyBinancial
Review” 2008/1, p. 51-84; O. Al-Khazali, E. Koumkaos, C. PyunCalendar anomaly in the Greek stock
market: stochastic dominance analysinternational Review of Financial Analysis” 2088 p. 461-474;
T. Suppa-Aim,Mutual fund performance in emerging markets: theecaf ThailandUniversity of Birming-
ham, Working paper 2010; S. Claessens, S. Dasgiiptlenn,Return behavior in emerging stock markets
“The World Bank Economic Review” 1995/1, p. 1-17.
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The following 22 stock market indices were seledtedhe study: All-Ordinaries (Syd-
ney Stock Exchange), AMEX (American Stock Exchan@eyhares (Shanghai Stock Ex-
change), Bovespa (Sao Paulo Stock Exchange), Bu@weons Aires Stock Exchange,
BUX (Budapest Stock Exchange), CAC 40 (Paris Stexghange), DAX (Frankfurt Stock
Exchange), DJIA (Dow Jones Industrial Average), B{Dow Jones Transportation Aver-
age), DJUA (Dow Jones Utility Average), EOE (Amdiam Stock Exchange), FTSE 100
(London Stock Exchange), Hang Seng (Hong Kong SEathange), MEX-IPC (Mexican
Stock Exchange), Nasdaq, Nikkei (Tokyo Stock ExgeanRussel (US stock market in-
dex), SMI (Zurich Stock Exchange), SP500 (Standaréoor’'s 500), TSE 300 (Toronto
Stock Exchange), WIG (Warsaw Stock Exchange). Thexehe study group of exchange
indexes contains indices of developed countrieg. @JIA, TSE 300, SP500), as well as
market indices classified to the group of emergimarkets (e.g. WIG, BUX, MEX-IPC,
Bovespa, Buenos).

Due to the different initial dates of publicatioheach index, and taking into account
the content of the database provided by the brgkehmuse DM BOS, the analysis of the
seasonality effects for each index will take platalifferent time intervals. The Table 1
presents the first year of historic price data labdeé in the data base. For all examined
indices the end date of the analyzed time span3dds.2014. For example, in the case of
the CAC40 index seasonality effect analysis peexignded from January 1995 to Decem-
ber 2014, which is an equivalent of 20 monthly mesuin January and December. The
longest available time series covering more tharyeds, allowed to calculate 44 returns
for Nasdaq index, and 45 for following indices: 8B5Nikkei and DJIA. Transaction costs
were not included in the process of analysis of thigrrates of return.The index markings
are in accordance with generally accepted abbiewstin the information service of the
brokerage house.

After the calculation of December and January rafeseturn over the analyzed time
span for each of 22 analyzed indices, the null thygeis will be tested. The null hypothesis

states that the average monthly rates of retuegisl to zero (forr = 5%). Rejection of
the null hypothesis would be tantamount to acceptatiternative hypothesis that the aver-
age monthly rates of return, for a particular stowex is statistically different from zero,
which will prove the occurrence of the calendaeeffin that month, based on the closing
prices of the two consecutive months.

The presence of calendar anomalies in the analyweth, taking into consideration only
the closing prices on the last trading sessiowmdonsecutive months, in case of the exam-
ined stock index, allows investors to achieve sopeeturns in the long run (which can be
used in practic®) and provides evidence for the existence of aniesiahd witnesses against
the theory of financial market efficiency. Thuse tiesults of research, can be considered as a
voice in the discussion of the efficient market tiyiesis, presented by Falifa

% In the form of investment strategy based on rafilig and index portfolio at the close price on ltet session
in November (December) and liquidating the positidrthe close prices during the last session ineBéer
(January).

100 £ Fama Efficient capital markets; a review of theory anaiggrical work “Journal of Finance” 1970/25,
p. 483-417.
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Table 1. The beginning year of the calculated migntiates of return for analyzed indices and the
number of monthly returns for each index
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Source: own calculations

4. ANALYSIS OF RESULTS

The results of the analysis for each index are samzed in Tables 2. In the case the
number of observation was lower than 30, Studemstatistics was applied, otherwise
normal distribution was used. The nominal rateetfim was calculated as the product of
the monthly average rates of return in a given martd the number 12. The following
principle was adopted in the row “Null hypothesgsification" in the Table 2 to Table 5.

Table 2. Basic statistical data obtained for Januates of return for the first 11 out of the 22 -ana
lyzed stock indices

Index All-Ord |AMEX [B-Shares | Bovespa| Buenos| BUX| CAC@ | DAX DJIA | DJTA | DJUA
Monthly average rate of return 0,0047  -0,0081 050B9  0,0255 0,0714  0,060] 0,0048  0,00p2 0,0§30  -0,q030,0043
Standard error 0,008 0,0046 0,o3|98 0,0327 0,d349 ,0268 0,0137] 0,014 0,000 0,018 0,005
Median 0,0131]  -0,004¢ 0,0143 -0,01p5 00981  0,0p490,0226| 0,023§ 0,011. 00141 -0,00p9
Standard deviation 0,040] 0,03]4 0,1470 0,0pss 81,14 0,1168 0,059 0,062 0,0534 00889  0,0459
Variance 0,0017] 0,001 0,0236 0,00p8 0,0319  0,01360,0035| 0,0039 0,002 0,0047  0,00p1
Kurtosis 1,3154]  -0,623 1,017 -1,07p8 2,552 Zof6 -0,0715|  0,8971 0,780 0,396  1,36p2
Skewness -1,001! 0,2710 0,74f1 0,7478 1,3p94  1,29480,6590| -0,9090) 0,630 -0,8416  0,45p2
Range 0,1753 0,126 0,5643 0,27p7 0,6%21 04578 198p 02466 0,232 02558 0,208
Minimum -0,1128|  -0,0649 -0,173] 00741 -013p2 1082| -0,1326] -0,150 0,084 -0,16)6  -0,0467
Maksimum 0,0625] 0,061 0,3950 0,206 04468  0,35260,0868| 0,0959 0,144 00937  011p2
Sum 0,0668]  -0,059! 0,634 0,483 12414  1,1p54 9612 0,1169 05724  -0,057 -0,0819
Number of observations 2] . o] i i 0 9 PO 20 20 45 0]2 20
Confidence level (95,0%) 0,0168 0,0180 0,0183 0,0k760,0737|  0,0563 0,028 0,03¢3 0,01p9 00332 0021
Null hypothesis verification TRUE TRUE TRUE TRUE TRUE | FALSE | TRUE | TRUE | TRUE | TRUE | TRUE
Nominal rate of return (%) 3,20% | -3,76% 47,36% 30,8% | 8543% | 72,34% 8,18%| 7,38%| 15619  -3,66 -5,179

The null hypothesis verification: “TRUE” - therens reason to reject the null hypothesis, “FALSE”
- the null hypothesis should be rejected in favidhe alternative hypothesis.

Source: own calculations

101 Due to the fact that the first session on the AarStock Exchange took place on 04.16.1991, teerfionth-
ly rate of return in January for the WIG index veadculated in January of 1992.
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If there was no reason to reject the null hypothesien the word "TRUE" was placed
in the cell, but when the null hypothesis was rigigddn favor of the alternative hypothesis -
the word "FALSE" was used.

For January average rates of return, the null thgmi$ was rejected for the following 2
indices: BUX and Nasdag. For the first of thesddes, the monthly average rate of return
is equal to 6,03%, while for the second it mouriteél,70%. The first of these two indices -
BUX is classified in the emerging markets segmenije the Nasdaq index represents one
of the stock markets of developed countries. Avenagnthly rates of return were positive
in the case of 15 indices and negative for 7 irglidde highest value of the nominal rate of
return equal to 85,43% was observed in the ca8aiehos index, and the lowest and equal
to -12,22% for FTSE100.

Table 3. Basic statistical data obtained for Januatgs of return for the second 11 out of the 22
analyzed stock indices

Index
EOE FTSE100 | Hang Seng| MEX-IPC| Nasdaq Nikkei Russel SMI SP500 TSE WIG

Monthly
average rate of |  -0,0035 -0,0102) 40,002 000ds  002f0 00154  -@Op4 00011| 00124 0,006 0,0442
return
Standard error 0,012 0,0047 00152 00176 0doo7 008a| 00162  0,01L 00076  000f1 00370
Median 0,0108 -0,004 -0,0087 00044 00305  00B04-00111| 00057 0,017 00040 0002
Siandard 0,0525 0,0454 0,078 00786 00688 00§35 00682 0498| 00503 0,035 01296
Variance 0,0024 0,002 0,002 00052 00041  0002900034| 00024 0,002 0003  001p8
Kurtosis 1,6995 -0,235 0,709 07466 -04764  2867| -0,4920|  -0,040 00148 05113  1,9587
Skewness 1,456 0,472 -0,06p6 00482  01bs2 18a| -0,0235  -0,237 02840  -047p4 10822
Range 0,1913 0,159 0,3001 02757 02662 072735 o010p 01797| 02174  0126f  0,5493
Minimum -0,1443 -0,0959 -0,156 01242  -00989 11@1| -01120]  -0,095 00857  -0,06f0  -0,1166
Maksimum 0,0470) 0,064 01434 014p4 01472  01p1500891| 00837 0,131 00547  037p7
Sum -0,0670) -0,224 -0,0588 00118 11405 o654 0sa| 00201 0569 01575  1,01f7
Number of 20 23 28 21 44 44 1 2 15 6 3
observations
Confidence 00253 0,0202 0,031 003§8  001p6 00§63 00852 0238| 00153 0,014 0,0560
level (95,0%)
Nullhypothesis | - e TRUE TRUE TRUE FALSE | TRUE | TRUE | TRUE | TRUE | TRUE | TRUE
verification
";‘f"rrgt‘ﬂﬁ: 2(;‘/5 -4,23% -12,22% -2,61% 0,71%|  32,39% 18,429 -4,809 % | 15,53% 7,56% |  53,10%

The null hypothesis verification: “TRUE” - therens reason to reject the null hypothesis, “FALSE”
- the null hypothesis should be rejected in favidhe alternative hypothesis.

Source: own calculations
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Table 4. Basic statistical data obtained for Decemnbtes of return for the first 11 out of the 22
analyzed stock indices

Index All-Ord AMEX B-Shares | Bovespa Buenos BUX CACo DAX DJIA DJTA DJUA
:‘gfg‘or}'{;zrer:age 0,0188 0,009 0,033 0,0347 0,05p1 0,0404 00fl99 0243, 0,0167] 0,016 0,026p
Standard error 0,005 0,0041 0,02p5 0,0J99 0,gess 0160 0,0089) 0,012 0,004 0,00p9 0,060
Median 0,0226] 0,009 0,017 0,04$4 0,0424 0,0p47 0237, 0,0290) 0,014 0,021h 0,02¢8
c?éf‘n”aﬂla;g 0,0259 0,0271} 0,096 0,088 0,12p5 o0,0f18 0,000 0558, 0,0309] 0,031 0,027p
Variance 0,0007 0,000 0,0044 0,009 0,0§58 0,g052 0,0016 0,0031} 0,000 0,000 0,00p7
Kurtosis -0,1563 0,841 1,442 3,494 5,6475 0,362 1,9749 5,1213 0,466 20,6046  -0,76p5
Skewness 0,257 0,189 1,22p5 -0,6¢21 17605 5549 -0,0707 0,000 0,182 03546 -0,3459
Range 0,099 0,121 0,35J0 045014 05444 0420 948} 03089 0,157 0,114p 0,099
Minimum -0,0316 -0,053 -0,081] -0,2140 01264 0m|  -00799 -0,128! 20064  -004p1  -0,0400
Maksimum 0,0683 0,067 0,278 0,24p4 0,4491 0,2h24 0,1155 0,1801} 0,094 0,070 0,069
sum 0,4890) 0,191 0572 07146 1,047 0,7B80 8,497 04942 0,752 0,322} 0,526
humber of % 20 17 20 19 2 2 2 % 1o 0
(ng'jgg;me level 0,0105 0,0127] 0,049 0,041 0,06p5 0,0336 ofis7 0260, 0,009 0,014! 0,01%
\'f;r‘i'ﬁgfizw“is FAtsz | PRAWDA | PRAWDA | PRAWDA |PRAWDA | FAtsz | Fatsz  |PrawDA | F Atsz | Fatsz | Faesz
Pe%?ﬁ%me of 22,57% 11,51% 40,38% 42,88% 47,289 23,859 2065%  26% 19,34% 31,23%|  32,50%

The null hypothesis verification: “TRUE” - therens reason to reject the null hypothesis, “FALSE”
- the null hypothesis should be rejected in favidhe alternative hypothesis.

Source: own calculations

In the case of monthly rates of return in Decentbemull hypothesis was rejected for the
15 indices (in parentheses are given respectitledymonthly average rate of return and the
level of confidence): All-Ord (1,88%, 1,05%), BUX3,94%; 3,36%), CAC40 (1,99%;
1,87%), DJIA (1,67%; 0,92%), DJITA (1,61%; 1,45%JUA (2, 60%; 1,26%), EOE (2,71%,
2,25%), the FTSE100 (2,15%, 1,27%), MEX-IPC (3,4292,7%), Nasdaq (1,94%, 1,62%),
Nikkei (1,74%, 1,54%), Russel (2,41%, 2,12%), SP%0J2%, 0,98% ), TSE (2,06%,
1,11%) and WIG (4,34; 4,14%). Among these indiees, classified stock exchange indices
of both group of countries: developed countrieg.(BJIA, DJUA, FTSE100) and the emerg-
ing markets (eg. WIG, BUX). Monthly average ratésaturn in December were positive in
the case of all analyzed indices. The highest nahrate of return of 52,11% was observed
for WIG index and the lowest and equal to 11,51%AMIEX.
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Table 5. Basic statistical data obtained for Decambies of return for the second 11 out of the 22
analyzed stock indices

Index EOE FTSE100 | Hang Seng| MEX-IPC| Nasdaq  Nikkei Rssel SMI SP500 TSE WIG
Monthly
averagerate of | 0,0271 0,021 0,022 00349 o001p4a  0,0]74 o041 o118| 00172 0,020 0,043
return
Standard error 0,010 0,00d1 0,01p8 00jos  odoso 0070 0,0098 0,008 0004  0,00p4 0,000
Median 0,0279) 0,023 0,013 003f6 0078 o085 022 00194 0,014 0016  0,04f1
gg‘l'l‘;fgg 0,0480 0,0293 0,067 00498  005p3  0,0414 o0pes 039, 00327 0,027 0,098
Variance 0,0023 0,000/ 00046 0,00p5 0,0428 0,0026 0,0013 0,0018 0,001 0,008 0,00p2
Kurtosis 2,5739) 1,267 10,7333 2,03p1 39f2 @35 06021 1,8869 1,026 5,996 88003
Skewness 0,763 0,341 2,663 0,1439 13402 7041 -0,3703 -0,989: 0,511p 1,4649 2,482
Range 0,2234 0,134 03711 0,.24p1 o3les  odui1 360, 0,1799) 0,171 0,149 0,46$3
Minimum -0,1085 -0,0549 -0,074) 0082  -0099 o0sas| -0,0573 -0,095 0068  -003p5  -0,0425
Maksimum 01151} 0,079 0,3038 o16ls  02{e8  0,1bs5 00788 0,0848 0,111 0,1144 0,40p8
Sum 0,5417) 0,494 0,630 o73ps o843 07ps1 0436 02353 0,775 0,535 0,9947
Number of
e s 20 23 28 21 4 49 1 2 V3 16 3
Confidence 0,0225 0,0127 0,026 00247 ooih2  oo0fs4  ocpi2 o1ss| 00008 0011 0,041k
level (95,0%)
y;r‘i'ﬁ'gg’t’ig?es's FALSZ FALSZ PRAWDA FALSZ Fasz | Faesz | Faksz  |PrRawDA | Faksz | FA ksz | Fatsz
(’;‘f"rrgt‘ﬂﬁ: 2(;‘/5 32,50% 25,80% 27,26% 41,93 23,309 20,949 28885  a2% | 2068%| 2473%| 52119

The null hypothesis verification: “TRUE” - therens reason to reject the null hypothesis, “FALSE”
- the null hypothesis should be rejected in favidhe alternative hypothesis.

Source: own calculations

Table 6 presents the percentage of positive mordtlys of return in January in de-
creasing order. In all of the analyzed cases, #regmtage of positive returns was greater
than 50%. The most common positive rate of retuss recorded for AMEX - 80%. On the
second place were registered two indices: B-Shamd Bovespa - 75% of positive month-
ly rates of return, and on the third place thredides: Bueons, BUX, CAC40 and DAX -
70%. Least likely of all analyzed indices, positim®nthly returns were observed in the
case of the WIG index — in 52% of all monthly rabéseturn.



30 K. Borowski

Table 6. Number and percentage of positive andtivegeates of return in January for the analyzed
stock indices sorted in descending order for threqregage of positive returns.

Total number of Number of Number of Percentage of Percentage of
Index calculated positive monthly negative monthly | positive monthly negative monthly Sum
monthly returns returns returns returns returns
AMEX 20 16 4 80,00%] 20,00 100%6
B-Shares 20| 1§ 75,00 25,0006 100%
Bovespa 20| 1§ q 75,00% 25,0006 100%
Buenos 20 14 q 70,009 30,00 10Q%
BUX 20 14 6 70,00% 30,009 100%6
CAC40 20 14 6 70,009 30,0096 100p6
DAX 20 14 6 70,00%] 30,00 100%6
DJIA 22 15 7 68,18% 31,829 100¢6
DJTA 25 17 8 68,00 32,009 100%
DJUA 27 18 9 66,67% 33,33 100%
EOE 45 30 15 66,679 33,33% 100p6
FTSE100 45 29 14 64,44% 35,5606 100%
Hang Seng 43 21 1 62,79% 37.21% 100%
MEX-IPC 45 28 17 62,229 37,78% 10006
Nasdag 23 14 60,87% 39,1306 100%
All-Ord 25 15 10 60,009 40,009 10096
Nikkei 21 12 9 57,14% 42,869 100¢6
Russel 16 9 7 56,25 43,75% 100%
SMI 18 10 8 55,56%4 44,449 10096
SP500 20 11 g 55,00% 45,0006 100%
TSE 13 7 6 53,85Y 46,15% 10006
wIG 25 13 12 52,00 48,00 100%

Source: own calculations

Table 7 presents the percentage of positive mométigs of return in December in the
decreasing order. All of the analyzed cases prdkat] the percentage of positive returns
was greater than 50%. The highest percentage sitiyirates of return was recorded for
FTSE100 index — 86,96%. On the second and thirdeplaere classified respectively
DJUA (85,00%) and TSE (84,62%). The least posithanthly rates of return were regis-
tered in the case of Chinese B-Shares index — 38 @&2all observations. It is worth noting
that the first seven positions in Table 7 are oalpy indices of developed countries. The
first emerging markets index in the table 7 is Mexi Stock Exchange index (MEX-IPC),
for which positive monthly return were recorded/®19% of all observations. Regarding
Warsaw Stock Exchange positive monthly return aezliin 66,67% of the analyzed ob-
servations.
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Table 7. Number and percentage of positive andtivegeates of return in December for the ana-

lyzed stock indices sorted in descending ordettferpercentage of positive returns

Total number of Number of Number of Percentage of Percentage of
Index calculated positive monthly negative monthly | positive monthly negative monthly Sum
monthly returns returns returns returns returns
FTSE100 23 20| 3 86,96% 13,04p6 100,00%
DJUA 20 17 3 85,009 15,009 100,00p6
TSE 26 22 4] 84,629 15,38% 100,00%
DAX 20 16 4 80,00%| 20,00 100,00¢6
EOE 20 16 4 80,00 20,0096 100,00%
Russel 14] 11] 3 78,579 21,4306 100,00%
All-Ord 26 20 6 76,92% 23,08Y 100,006
MEX-IPC 21 16 5 76,199 23,819 100,00p6
SP500 45 34 1] 75,56% 24,440 100,00%
Bovespa 20| 1§ g 75,00% 25,0006 100,00%
SMI 20 15 5 75,00% 25,009 100,00p6
Hang Seng 24 2 71,43% 28,57% 100,00%
DJIA 45 32 13 71,119 28,899 100,00p6
AMEX 20 14 6 70,00%| 30,00 100,00¢6
CAC40 20 14 6 70,00 30,0096 100,00%
DJTA 20 14 6 70,009 30,009 100,00p6
Buenos 19 13 § 68,42% 31,5806 100,00%
Nikkei 45 30 15 66,67% 33,33 100,00p6
WIG 24 16 8 66,67% 33,339 100,00p6
BUX 20 13 7 65,00% 35,009 100,006
Nasdag 44| 24 1 59,09% 40,916 100,0p%
B-Shares 17] 1 58,82 41,18% 100,0p%

Source: own calculations

Now let us consider the following investment stggtéWe build our investment portfo-
lio replicating the specific stock index during tleest session in December at the close
prices, and sell it at the last session in follayitanuary, at the close prices (December —
January portfolio). A similar investment strategége applied concerning investment port-
folios that were formed during the last sessiolNavember and closed on the last session
in December (November — December portfolio). Durihg remaining months, the finan-
cial resources are stored on an interest-free deffdse 16 years long compound rates of
return for each of the indices, except that forolhihe database is shorter than 16 years
(Russell index), is presented in Table 8.
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Table 8. The compound rates of return for the etabf opening long position during the last ses-
sion in December (November) at close prices anthget during the last session in Janu-
ary (December) at close prices, in the period 12094

Compound rates of return for Compound rates of return for

Index December — January portfolio Index November - December portfolio
Buenos 212,36% Buenos 145,09%
BUX 65,40% Bovespa 111,97%
B-Shares 60,69% MEX-IPC 88,42%
WIG 30,69% B-Shares 76,45%
Bovespa 15,16% Nikkei 52,62%
Nasdag 13,99% DJUA 48,35%
TSE 11,41% DAX 46,56%
MEX-IPC 4,37% EOE 43,43%
All-Ord -2,44% BUX 42,13%
DJUA -8,46% TSE 39,68%
SP500 -9,80% WIG 38,93%
DAX -10,55% DJTA 36,99%
SMI -11,02% CAC40 32,37%
CAC40 -11,24% FTSE100 32,11%
DJIA -16,28% Nasdag 28,39%
DJTA -16,28% SP500 23,77%
AMEX -16,95% DJIA 23,54%
Nikkei -17,27% Hang Seng 23,30%
EOE -19,53% All-Ord 22,58%
Hang Seng -25,06% AMEX 17,96%
FTSE100 -29,40% SMI 10,79%

Source: own calculations

The compound rates of return for the December wakgnportfolio was positive in 8
out of the 21 analyzed indices, i.e. approximaiel38% of all cases, while in the remain-
ing 13 cases was lower than zero. The highest cangpmte of return was registered in the
case of Buenos index — 212,36%. On the secondrarifilace were classified the com-
pound rates of return for: BUX (65,40%) and B-®saindex (60,69%). The worst result
with the use of this strategy was observed for FIGRE- loss of 29,4%.

The November — December strategy resulted to be reffective - all compound re-
turns were positive. The highest rate of return reasrded, as for the December — January
strategy, in the case of Buenos index, which amexlitd 145,09%. On the second and the
third position other Hispanic stock exchange iredewere classified: Bovespa (111,97%)
and MEX-IPC (88,42%). The worst result was achiefeggortfolio replicating SMI index
— in this case the compound rate of return was lelgud0,79%. The strategy generated
profit equal to 38,93% for Warsaw Stock Exchanmgiek.
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Table 9. The correlation coefficient of January &®&tember monthly rates of return between WIG
and analyzed foreign exchange indices.

Correlation coefficient Correlation coefficient in

Index in January December
All-Ord 0,66 0,42
AMEX 0,19 0,36
B-Shares -0,11 -0,0!
Bovespa 0,56 0,4
Buenos -0,06| 0,04
BUX -0,18 0,61
CAC40 0,35 0,56
DAX -0,23 0,58
DJIA 0,59 0,28
DJTI 0,16 0,49
DJUA 0,04 0,03
EOE 0,30 0,42
FTSE100 0,11 0,61
Hang Seng -0,2§ 0,8
MEX-IPC -0,20 0,61
Nasdaqg -0,41) 0,3!
Nikkei 0,62 0,08
Russel 0,65 0,23
SMI 0,20 0,27
SP500 0,43 0,23
TSE 0,70 0,41

Source: own calculations

The correlation coefficients of monthly returnsJanuary and December between ana-
lyzed indices and WIG index are presented in T&blEhe value of the correlation coeffi-
cient in January was higher than 0,6 and was decbfor the following indices: All-Ord
(0,66), Nikkei (0,62), Russel (0,65) and TSE (0,7he negative correlation coefficient
was obtained for the successive indices: B-Shafe$1), Bueonos (-0,06), BUX (-0,18),
DAX (-0,23), Hang Seng (-0,28), MEX-IPC (-0,20) aNdsdaq (-0,41). It should be noted
that the negative value of the correlation coefficiin January between WIG and BUX
indices, as well as relatively high negative catieh coefficient between WIG and two
following indices: Nasdaqg (-0,41) and DAX (-0,23his fact proves the hypothesis that
external cash flows are not flowing onto the Polstd Hungarian stock exchange in the
same moments in January, although both countriastitate parts of emerging markets.
On the other hand, the negative values of the lativa coefficients, according to the mod-
ern portfolio theory, permit investors to build reafficient portfolios.

Comparison of correlation coefficients between WA@I analyzed foreign indices in
December, showed that the value of the ratio wagthee only in the case of B-Shares
Index (-0,09), while for the other indices was pigsi The values of the correlation coeffi-
cients higher than 0,6 were obtained for followimglices: BUX (0,61), FTSE (0,61),
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MEX-IPC (0,61). The high value of the correlatiopeéficient in the month of December
calculated for WIG and BUX index, equal to 0,6Jowllto present the conclusion that the
potential inflows of foreign investment funds orfoingarian and Polish stock exchanges
took place in the same periods of time in December.

5. CONCLUSIONS

In financial literature, the presence of the Japwgdfect and investors’ convincement
that the average rates of return of the stock indplicating portfolio is greater than zero in
that month, seem to be strongly rooted. Meanwliie, results obtained in this analysis
confirmed the presence of returns statisticalljedént from zero, only if the case of two
stock indices, i.e. Nasdag and BUX. An undoubtegrise, as well as the added value of
this paper is the demonstration of the presencate$ of return, statistically different from
zero, for stock index replicating portfolios in @enber. Calculations have shown the
presence of the December effect for the followiBgsfiock indices: All-Ord, BUX, CAC40,
DJIA, DJTA, DJUA, EOE, FTSE100, MEX-IPC, Nasdagkk&i, Russel, SP500, TSE and
WIG. Thus, it has been proved that for the analystedk indices, the seasonal effect was
more frequent in December than in January, therlatwell known and widely described
in scientific literature. This may provide an imfott evidence in determining investment
strategy by investment funds or pension funds. ldege it can also be used as a voice in
the ongoing debate about the effectiveness of teeleworld financial markets. The ob-
tained results confirm, to a certain extent, thaults of previous studies conducted among
others by Rozeff and Kinn&, Corhay et at®®, Clare et al®* and Gultekin and Gultekif?
or Bernsteif®.

Further empirical analysis should be carried outna directions. Firstly, to determine
the statistical significance of rates of return the selected financial markets in other
months than analyzed returns in January and DecaerSbeondly, the research should be
extended to other world exchange indices.
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MANAGEMENT PRINCIPLES OF TECHNOPARKS
IN TRANSITIVE COUNTRIES UNDER CONDITIONS
OF GLOBALIZATION

The aim of work was to investigate the shapes ®frthovative environment of the past
and the new ones of post-industrial informationiestyc the specificity of technology parks
has been allocated. Analysis of the practice dditang industrial parks in the United States,
Europe, Israel, Russia and Ukraine showed diffeemteapproaches in the West and for-
mer Soviet Union. In the former case, they crediesdamentally new model of innovative
processes management, reflecting the specificewfsocial system, in the latter there is an
attempt to modernize and adapt the old form to temsks, which increases the gap in sci-
ence and technology as well as the economic depeed# the post-Soviet countries. Glob-
alization provides both a challenge and new oppitias for the development of countries
as well as the global market. Creating technologligean help transition countries emerge
from the crisis and compete on an equal footindy whie leading world economy players.
Technology parks can collaborate with other typf@amovative environment: university la-
boratories, research institutes, research and ptiotiucomplexes. They can be included as
structural subsystems into larger scientific-indastassociations, preserving their own
characteristics and autonomy. The proposed theatatoncept of controlling technology
parks is adequate to cultural patterns, resourdedamelopment needs of the country, finish-
ing their transition to the information society.niiay get businesspersons, researchers and
political circles interested. Obviously, this moadeleds to be tested in practice. In case of
successful approbation in Ukraine, it may be intplie the innovative environment of other
transition countries.

Keywords: technoparks, innovation, innovation environment,deloof management,
globalization

1. INTRODUCTION

The most important need of transitive countriefinalization of systematic transfor-
mation with the help of innovations to provide het stable development and competition
with leading players in the world economy. Undex tlonditions of globalization, coun-
tries that organized effective innovative enviromtman various forms become leaders.
Due to scientific and technology parks, new ideas raalized faster which will boost
economy, enhance the quality of life and develognoéthe region. Creation of technol-
ogy parks in post-Soviet countries slows down bseahere is no awareness of the es-
sence of new innovational environment and the jpias of management of changing
process as well as conditions for their applicatiomabsent. .

! Luibov Chernova, PhD, Department of Philosophy &aditology of Prydniprovska State Academy of Civil
Engineering and Architecture, Dnepropetrovsk, Uleae-mail: chernlub@ukr.net
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2. MANAGEMENT PRINCIPLES OF TECHNOPARKS UNDER CONDI TIONS
OF GLOBALIZATION

Problem statement.The meaning of such innovational form as technaparkthe
post-Soviet countries is poorly studied. Frequentlyring the implementation of tech-
noparks , in post-Soviet countries, their authaes taying to breathe new life into old
constructions without understanding the fact thahagement principles and functioning
of these organizations are based on different foneafaals.

Research tasksl. Analysis of laws peculiarities and national sfieity of changes
brought into social and innovational environmentimy the transition to information
society.2. Comparative analysis principles of difienorganization management in in-
dustrial and post-industrial society. 3. Elabonataf conceptual management model for
technoparks as a new type of innovational environtmeeganization adequate for transi-
tive post-Soviet countries. 4. Demonstration ofspectives of technology parks as strate-
gic task for catch-up growth countries.

Research resultsin_postindustrial society there is a registereddnse in the num-
ber and the role of highly skilled specialists he tsphere of IT and sciené8cience,
knowledge and education become leading branchgsaafuction. Innovations become
main and the most precious produétaternational scientific collaboration is develogin
(projects such as «Collider», «EU Fut@web, «Living Earth Simulator» and others).
Social space turns from the space of places tsphee of flowsGlobalization, interna-
tional Funds and projects lead to the fact thabwations are produced in various plac-
es/countries jointly, they are funded from jointiszes and the production base is usually
located in the third countries, mostly in “trang#i ones .Integration of professions and
sciences, spheres of society life takes place vildrel becomes more open and global.

National models of informational society are digtilshed by the combination of 4
components determining further development of thentry and competitiveness at the
world stage:

1) various forms of innovational environment;

2) investment and financing sources;

3) production base;

4) government policy in the sphere of innovations.

According to the experience of 38 world countrigsCastels singled out eight trans-
formation models of industrial societigs

15t model is«Innovational environment», that includeience, capital, variety of small
businesses, highly efficient professionals (Siliddalley and technoparks in the USA)
creating a self-developing.

2" model is«Transnational corporation»(TNC),engagedwn developments. Draw-
back — corporate isolationism, monopoly of discgyervention for business purposes.

2 D Bell, The coming of Post-Industrial society, Heinemann Educational, London 1974,
http://www.polybiblio.com/lameduck/688.Html.

3 M. CastellsAn Introduction of the Information Age, “City” 1997/7. p. 6-16.

4 M. Castells,The Rise of Network Society, Vol.1: Of the Information Age: Economy, Society and Culture,
Blackwell, Oxford 1996, p. 256.

5 Ibidem, p. 187-195.
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39 model is “Governmental support” of technologicahdvation through private
companies, budgeted by the government and receorders for researches that lead to
enhancement of foreign technology (many post-Saaantries).

4" model is “Collaboration of the government withvyatie companies” is similar to
the 3% model, though functions only in open market cdodi, including through interna-
tional groups of scientists. For example, Franakthe UK develop so.

5" model is “Governmental protectionism”, where thuatry is trying to elaborate
new technology from scratch. Examples are India@hida.

6" model is “Desire of military superiority” initiateindependent development of new
technology; however, the principle of free inforinatexchange in the modern society is
not compatible with the requirements of militarynéidentiality. That is why, lagging
behind is unavoidable in the long term perspectigat actually happened in the USSR.

7. “Interstate cooperation with private investmeatEuropean community, where
cooperation is fulfilled at the government levelasl as at the level of private companies
in the scale of whole Europe and in the natioreinfework.

8. “Diffusion of Innovations”, with the basic primgle of implementation of already
available foreign modern technology in own counfrige main task of the given model is
elaboration of already available foreign modermtedogy to given conditions. This type
of development is characteristic of Ukraine, howetlgere exist features of other models.

Let us analyze the first component which is innmraenvironment and its organiza-
tional models.

To ensure appearance of innovational product,netessary to create environment for
their production that would integrate activity gfesialists in various fields, level of
knowledge and scientific experience and would perfsynthesizing functions, namely:
innovational, economical, production, educatiomaplementing and othérWe consider
technoparks to be such environment.

Technopark can be defined as optimally organizézhtsfic and industrial zone where
collaboration, exchange of ideas and informatiomvben enterprises and scientific organ-
izations is performed with the aim to introducedwations’Such definition unreasonably
combines all possible forms of innovational scigmtrganizations originating in previ-
ous epochs and new ones, being at the stage ofpiraig.

Having analyzed basic forms of organization of imixge activity,five types of inno-
vational environment organizationcan be singled out.

University laboratories. Their advantage is a combination of science andtattn,
involvement of students in scientific research, ashhénhances the quality of knowledge,
unites theory and practice, increases motivatioleanning and scientific work. Selection
of research topics is made by Scientific Coundilaraversities who also control expendi-
tures and research results. Should the topic @&areh is inadequate to the formed spe-
cialization, the scientists can try to find finamgiby themselves and use the laboratories
of higher educational establishments on contradiasls. The course of research is dis-
cussed on weekly seminars; results are publishétkiopen scientific press.

& A. Gore,Basic Principles for Building an Information Society, “International Information Communication and
Education” 1996/2, p. 226-228.

” L. KompanzhevagContsept in formatsion novogo obschestva kak cognitivnaya osnova izmenenuya yazukovoj
kartinu mira sovremenogo obschestva, “Naykovy zapiski. Vypysk” 89/1 (2010), p. 250-254.
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Author's rights are shared between the groupssefarehes and universities or private
sponsors on the contractual basis. The requirententstellectual property rules for a
wide access to information have been alleviateds €kperience should undoubtedly be
applied, but university should not be identifiediwiechnoparks, although there is simi-
larity between them. The main task of universife®ducation, and research work is a
means and the source of additional incomewhereasitn of technopark is “raising”
innovational projects and ideas.

Classical academic science and core scientific amgsearch institutes (SRI)
emerged in the form of national academies of seigndth state protectorate or directly at
royal court. They were engaged in fundamental rebed ater, specialized SRI emerged
(mainly in socialistic countries). They were enghge applied problems by “state order”
or the order of enterprises (economical order).akdage: concentration of resources and
efforts in one spot/enterprise, specializationagid, strict control of the management —
all turned into an obstacle with time.

Narrow specialization and bureaucratization of mgksolution, dependence on cus-
tomers, outdated resource base, poor financingjrilarain”, isolation from production —
all that turned given form of science organizatimtnerable at post-Soviet space. Only
SRIs — participants of international projects ait afloat, alongside with institutes of
defense designation or scientific centers suppdrtetiusiness. In the latter case, results
of scientific research and rights to them belonght® customer and are “commercial se-
cret” which acquired the name “feudalism of knovget[7]. 8In this case they gradually
pass into a different form.

Scientific production complex (SPC)/ or program (SP) and scientific centers of
industrial corporations. Peculiarities: vast territories and large staffliding several
administrative and territorial units or large imational projects. Advantage: integration
of science and production. Several major scierdifid production centers, participating in
the research, had related or common interdisciplitheme under the auspices of the
government (“Skolkovo” in Russia) or business (TNK)Ukraine today six similar state-
owned SPP are under implementation in the fieldavfer engineering, metallurgy, atom-
ic power engineering, space explorations, ship-airataft building and othét.

Regional scientific center has complex branchethgtfucture and management sys-
tem, large scale of project realization. The méjoof results and the process itself are
highly classified. SPC may include technology tovamsscientific and technical parks,
industrial enterprises-giants, scientific centensl &RI are dispersed. That leads to the
notion of “technopark-plant” occurring in the lisgare, however, this type of innovational
environment can hardly be called a technopark.ifferd in tasks, level of scientific
search, management types and privacy of reseasahige

Venture companiesappeared as a response to the necessity to ap@texinventors
to the potential consumer in the conditions of fteepetition. Venture company propos-
es the interconnection of the following componeitaovation at the improvement stage;
economical and legal aid to scientists to carryittea to an industrial sample or patent;
presence of public demand for the implementatiothefgiven ideas and/or entrepreneur

8 W.T. Waller, Ceremonial Encapsulation and Corporative Culture Hegemony, “Journal Economic Issues”
1987/21, p. 121-128.

¢ T.M. Chipko, Technoparks in Ukraine, http://www.geograf.com.ua/geoinfocentre/20-hurgangraphy-
ukraine-world/759-tekhnoparki-ukrajini.
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ready to base business on it; investor with a spaptal. Venture financing is imple-
mented through either incorporation or creditingsIrather a form of capital investment
in the scientific sphere with an increased levetisi, than an innovational environment
itself. The company receives author’s rights far gerspective yet unchecked idea (risk
factor) and offers other companies a participatiofinancing. All rights, implementation
process, and, eventually, profit is all that thenpany and its investors undertake. Ven-
ture companies carry the idea to implementatiotooa patent within a short period of
time which is similar to technopark task, but timysue strictly commercial aims and
differ with organizational principles of management

Analyzed forms of innovational environment emergethe industrial societyTech-
noparks emerged during the transition to the informatiogisty and are new type of
open innovational environment adequate to new sodi@onditions. The main goal of
scientific technoparks is growth of a local comntyifiiy the means of promotion of inno-
vation culture, increasing competition of innovatiousiness and scientific organizations.
To achieve these goals, technopark stimulates aamthges the flows of knowledge and
technology between universities, scientific-reseanstitutes, companies and marRet

In scientific literature the following notions angsually confused: “technopark —
plant”, “technopark — university”, “technopark — BR‘technopark — target scientific
program”. They are rather hybrid forms of combioatdf previous types of innovational
environment and a new type. Mechanical attempéouild old forms into new ones only
leads to the change of the signboard without chentiie principles of scientific activity
organization and ways of spreading new knowledge.

The prototypes of a technopark are the most sultdéseovational companies of the
present, namely: Google, Apple, Facebook thatextaat groups of friends, working with-
in the circle of their interests, mutually addirge tpotential and contribution of partici-
pants [5]. Importantly, the closest creative relasi in these groups are supported by spe-
cially created social environment, partnershiphaf Customer and scientists, freedom of
creativity that provides fruitful invention actiyit

Generally, technoparks are “garden/incubator odstleTechnopark is a system of a
new type of innovation, open for visitors, studemdsirists and businesspeople. Organiza-
tional and management principles combined in thémasehe features of “informational
society”and“society of knowledge”, namely: fair cpatition of ideas; equal start possi-
bilities for mature, little-known and novice sciests$; for separate scientists and groups,
free spread of new knowledge.

Having analyzed scientific literature and interomtl practical experience of tech-
noparks establishment, it can be concluded thanti®n of “technological park” is
used as a metaphor for a certain conceptgafden’/“incubator” . We can offer the
following operative working notion: technopark ia &@novational environment where
socially significant innovations ready for implent&tion are “raised” for the sake of the
whole society.

A combination of words “techno” and “park” is a r&atof principle. Park is a place
where something new grows should there be apptepcianditions. During the Contest,
projects and groups of researchers are selectedeobasis of topical need of the region
and, like a gardener, create conditions for prddednvention activity. The same people

10 Ponyatie, funkzhii i zadachi of technoparkov// Emp RA /2015-http://www.raexpert.ru/ resear-
ches/technopark/partl.
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work at a project during a certain period. The fteistan experimental model, technology

or service — any new product that can be sold,emtesl or implemented in production,

learning, management, life and leisure. Like harwegardens, themes of research and
people who do it create stimuli for innovationabgess fruitfulness. Continuous creation
of a new science-intensive product is a basic fanaif a technopark.

Technopark is a peculiar “incubator” that not oplpduces innovations (technologies),

ready for implementation spread, but also for nemes of inventors. Temporary re-

search teams are gathered for the particular grtjat provides input of fresh forces and

ideas. It makes principle distinctive feature afiteoparks from other scientific structures
and this is what makes succ&ssic principles of technopark management:

. Different profiles of research topics;

e Competition of topics and research teams on this lpdsocial needs and

expertise;

. Freedom of creativity during project implementation

. Interchangeability of research groups and projattee same site;

. Mixed financing principle;

. Public control of the project progress, expendilwaad implementation;

. Fast and open access to the results of investigafter sealing author’s rights.
This model “considers many strategies for commusitgtainable development [...] It
ranges from the soft infrastructure of policy, fica, economic development and educa-
tion to the specific technical, recruitment, andnagement considerations in industrial
park design*™.

Technopark management and fundraising for sepprajects and general costs on the
project is fulfilled by external managing comparBoard or Management). A contract
with specific conditions is signed with every rasdateam. Technopark Board includes
the most authoritative scientists, patrons, spansoanagers, lawyers and financers. They
also control condition of compliance with contraatel expenditures.

Technopark projects are financed from various sesiretate, sponsors, investors of
certain projects, own money earned, interest dmution from author’s dividends of
“graduates”.

Author’s rights are distributed according to shapehciple: major part to the au-
thor(s) of the elaboration, a certain share taélsnopark for financing new projects and,
if provided by the Contract, a certain share toitivestor. However, more often investors
buy already tested product or technology, “fruif’ technopark. Additional source of
technopark financing is the income from exhibitioseminars, learning centers being an
obligatory element of any technopark as well adifgrérom implementation of new sci-
entific ideas (25—-30% of profit as a rule). Besitlest, part of the technopark income is
due to tourism. That is why, alongside with a stifenzone (laboratories), exhibition and
learning pavilions, modules of technoparks are dergs with landscape-park architec-
ture, historical and art-objects attractive to tetst They are simultaneously shown scien-
tific laboratories and open access workshop. Theyteld of previously realized and
current scientific projects which encourages sprefaiciformation regarding innovations

1 Eco-Industrial Parks. A Handbook for Local Development Teams, RPP International 1998,
http://gei.ucsc.edu/eco-industrial_parks.html.
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and the technopark in the society. This is the ndéfference of a technopark from com-
mercial and state-owned innovational organizations.

Such model gives possibility not only to receivaliidnal income but also attracts
businesspeople to innovational activity. A regibattcreates technoparks at its territory
achieves accelerated development of economy, gaigmtoduction and social structures,
attraction of highly qualified professionals, jolages, investors and tourists. Technoparks
create a social innovational environment of an hibsly new self-developing type. It
becomes the main factor of further stable sciemtédchnological, economic and social
developmentof society.

The authors propose the following principles a coreptual basis of technopark
functioning and development for transitive countries:

«  Compactness—daily functional working cycle of spsalhle specialized groups
is held at objects situated at a distance of 154teinvalk; zones for visitors and guests
may occupy territories of 1-2 hours of walk.

e Specialization and confines — technopark territoag got a distinct differentia-
tion: common spaces with open access for everyspecialized zones for work and
study; zones of restricted access, “behind glassitder to protect author’s rights.

e Cluster localization — group of associated teri@®rand people on the basis of
specialized functions: inventors, managers, guidisndants, visitors.

. Matrix organizational structure — cluster localiaatleads to formation of spe-
cialized elements, whose combined groups creaie baxlules (technopark matrix). The
entire functional cycle of a technopark is orgadizdgth the help of modules, although
modules can be internally transformed and reconabioenew targets and tasks.

«  Openness, transparency, accessibility —ensure conspaces. Well-organized,
open parks are established around functional grdexdsbition pavilions, conference and
seminar halls, common places of rest and commuaicat

. Bright integral image forming a unique “spirit d¢fet place” (a brand) with which
technopark and its products will be associatedijeg‘memories” from visitors.

*  Accessibility of research results reduces timeidea promotion to implementa-
tion, fighting the barriers of “feudalism of knowlige” and “commercial secret” and is
achieved through educational and exhibition modafefie technopark and tourist excur-
sions. Extensive public control as well as PR—-imiolg about new technologies and
products — perform educational and implementatioretion.

. Equal possibilities in approbation of ideas anchtexdogies for already known
scientists and beginners (social fairness) areut&dahrough open contests organized by
the Management Board of the technopark.

. Diversification of sources of financing and resbatiteme decreases the risk of
failures and ensures supply of resources for fudlegelopment of a technopark.

3. CONCLUSIONS

1. Technoparks are a basic element of informationeiespand a stimulus for the execu-
tion of a creative potential of the country. Esigtirinent of small and medium organi-
zations dealing with elaboration of science-inte@sproduce in the form of tech-
noparks will help transitive countries recover fréime crisis and be competitive in the
world arena.



46

L. Chernova

. Researches, conducted in technoparks, refer tacafiph layer of science. They pos-

sess a wide base for implementation and spreadwnbpark is a multifunctional sys-
tem of organization and spreading innovations basedew principles.

. Despite all diversity of technoparks, there are fwedamental universal features of

their practical models: uniqueness and dynamism.

. Uniqueness is expressed by unique projects andtamal complex of a technopark

for various territories, countries, cultures. Tpeculiarity does not exclude basic prin-
ciples of technoparks management.

. The second feature is dynamism which is expressdtexibility of changes in the

organization of technopark activity as a respoonsehianges in needs and conditions.
This peculiarity ensures the development of techrikgpin time and change manage-
ment as a system, ready for quick internal stratttransformations. Thus, a tech-
nopark is a flexible and mobile system of produttand spreading of innovations,
operatively reacting to new requirements of busineslucation, state and society,
which, in its turn, conditions its further developm.

Technoparks function as autonomic systems col&hay with other types of innova-
tional environment: universities, SRI, SPC, TNKtemational scientific centers and
Funds. Technoparks can be part of bigger strucasessubstructure, however, in this
case they should preserve features of a technopaétse they will lose their essence.
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ZASADY ZARZ ADZANIA PARKAMI TECHNOLOGICZNYMI
W KRAJACH TRANSFORMUJ ACYCH SIE W WARUNKACH GLOBALIZACJI

Celem artykutu jest badanie form innowacyjndgadowiska w przeszkei i w nowych
warunkach postindustrialnego spotetst®va informacyjnego, ze szczegdinym uwvgelglie-
niem specyfiki parkéw technologicznych. W analipiaktyki tworzenia parkéw technolo-
gicznych w Stanach Zjednoczonych, Europie, IzraRhsji i na Ukrainie pokazano ndice
w podegciach na Zachodzie i w pstwach nalggcych do bytlego Zwizku Radzieckiego.
W pierwszym wypadku tworzony jest zupetnie nowy elathradzania procesami innowa-
cyjnymi, obrazujcy specyfik nowego systemu spotecznego; w drugim — podejmigje s
préke modernizacji i adaptacji starych form do nowychlaa co zwiksza opénienie
w dziedzinie naukowo-technicznej i ekonomigzaleznosé¢ krajow poradzieckich.

Globalizacja jest jednocgeie wyzwaniem i szamsdla rozwoju kraju i dla rynkgwia-
towego. Tworzenie parkéw technologicznych z@g@omdéc krajom przechoglzym trans-
formack wyjs¢ z kryzysu i konkurowana réowni z czotlowymi graczamwiatowej gospo-
darki. Parki technologiczne mggvspoétpracowé z innymi typami innowacyjneg&rodowi-
ska: laboratoriami uniwersyteckimi, instytutami kawymi, kompleksami naukowo-
przemystowymi. Jako strukturalne podsystemy gagchodzé w wieksze naukowo-
wytwoércze ugrupowania, zachowaj swop indywidualngé¢ i autonom¢. Proponowana
teoretyczna koncepcja zadzania parkami technologicznymi odpowiada kulturowy
wzorcom, zasobom i potrzebom rozwojuipav w kaicowym stadium przégia do spote-
czenstwa informacyjnego. Koncepcja ta meowzbudzt zainteresowanie wWrodowiskach
biznesmenoéw, naukowcdw i politykdw. Z pevinia model wymaga weryfikacji w prakty-
ce. W wypadku jej udanej akceptacji na Ukrainiezenby¢ wdrazana w innowacyjnyn§ro-
dowisku innych krajow transformagych se.

Stowa kluczowe:parki technologiczne, innowacj@odowisko innowacyjne, model za-
rzagdzania, globalizacja
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THE INFLUENCE OF EFFECTIVENESS
OF PACKAGING ELEMENTS ON THE CONSUMERS’
PREFERENCES WITH THE USE OF MARKETING
EYE-TRACKING TECHNIQUE

Packaging is a modern tool of integrated marketind one of the most important at-
tributes of a product influencing purchasing prefees of the consumers. Therefore, mod-
ern effective packaging is treated as a tool afatife communication with a potential con-
sumer. The aim of this work is to define the influae of the effectiveness of packaging el-
ements on consumers” buying predictions. The cdeduresearch results of energizer
drinks™ packaging with the use of the eye-trackimghod has been presented. The method
allows for reflection of real factors determiningrphasing preferences of potential buyers.
The research was conducted with the use of theasjketr Tobii X2-30 Tobii Studio Ver-
sion 3.2. software. 30 people at the age of ugbttodk part in the research done in 2014
year. They are so called young consumers. The rahtfe conducted research concerned
determining the areas of visual layer of energizpeckaging on which the consumers’
sight was concentrated and determining the impoetarf these elements on the basis of the
eye-tracking base measures such as: scanningthatmumber of fixations and the total
time of fixation. The eye-tracking research ressh®wed that among the analysed ele-
ments of the energizers™ packaging, the dominatlegent focusing significant resources
of consumers™ attention is logo/logotype. Anotherc@l element of the packaging's visual
layer, which also possesses the ability to attateintion, are graphic elements. The name
of the product on the packaging is the elementithadt so attractive.

Keywords: packaging effectiveness, marketing communicataye-tracking, consum-
er's preferences

1. INTRODUCTION

At present, packaging is treated as a tool of natiegl marketing and as an important
marketing activities instrument. Beginning thatuaghaser mainly perceives a product by
a prism of the packaging, it is included to be ome¢he most important attributes of a
product influencing the consumers’ prefereftes

1 Agnieszka Cholewa-Wojcik, PhD, Eng., DepartmenPatkaging Science, Cracow University of Economics,
Rakowicka 27, Cracow, tel.: +48 122 935 169, e-ntaiblewaa@uek.krakow.pl (corresponding author)

2 Agnieszka Kawecka, PhD, Eng., Department of Pdokagcience, Cracow University of Economics,
Rakowicka 27, Cracow, tel.: +4812 293 51 68, e-nkaiWveckaa@uek.krakow.pl

3 J. Szymczak, M. Ankiel-HomaDpakowanie jednostkowe w dziataniach marketingowyaedsibiorstw;,
Wydawnictwo Akademii Ekonomicznej w Poznaniu, Paz@@07.

4 A. Fajczak-Kowalska, A. Sowska, P. WolankiewiczDpakowanie jako element strategii produktu w marke-
tingu, “Opakowanie” 2012/9.
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The development of economy, changes in the peofifestyle or the growth of
awareness and the requirements of the consumears the entrepreneurs to constantly
develop and search for new solutions of effectivedpcts presentation and promotion
growth (for example flash mol¥s)An interesting form, original choice of colour inter-
esting graphics are eye catching and are easilgmérared. Packaging's role is to create a
desired image of a product, which will be trustgrand persuade a customer usage. It
influences identity of a given brand-name prodddferentiates the same articles of dif-
ferent producers, contributes to communication eshacates. Moreover, the packaging is
an integral part of the product. As a communicatizedium, it plays the role of a given
brand-name product’s identifying elenfeiwhat is more, it directly influences to con-
sumer’s perception of the product, and can infleatheir purchase decision. That is why
effective packaging is treated like a tool of affit communication, and the source of
experiences Packaging is also perceived as one of the bésiemts of having an effect
on the market, companies’ promotion and sale didiva

The aim of this work is to determine the influemdehe effectiveness packaging ele-
ments on the purchasing predictions of the conssiméth the use of the eye-tracking
technique. This technique allows to reflect thal factors determining potential buyers’
purchasing preferencés

2. THE ROLE OF THE ELEMENTS OF EFFECTIVE PACKAGING IN CREAT-
ING THE PRODUCT’S UNIQUENESS

The need to create the uniqueness of packagingatysconnected to striving for dis-
tinguishing products in the background of a riclrikea offer. Usage unique packaging is
mainly based on innovational projects of visualelapf packaging, which is a crucial
medium of encoded market statements. Thanks tooilsmunicative value, the visual
layer is so called the packaging's language, whiabuld lead to notice the product, de-
code the message, cause interest, make a declsiah purchasing and to remember it
permanentlif.

The products™ uniqueness assurance by the packegpugsible thanks to taking into
consideration proper elements’ correlation, soedalPEF-Packaging Effectiveness
Framework suggested by A.K. Pradeep. The PEF-Paxkdgffectiveness Framework
has been presented in the fig. 1.

5 M. Gebarowski,Flash mob — istota zjawiska oraz determinanty westania w dziataniach promocyjnych
podmiotéw rynkowycHModern Management Review” 18/2 (2013), p. 33-42.

® A. Cholewa-Wojcik, JSwida, Postrzeganieopakowa przez pryzmatzamieszczonycha nich elementéw
graficznych-analiza z wykorzystaniem metody eye-tracki@gpakowanie” 2015/3.

" M. Gegbarowski, Kreowanie deéwiadczet zmystowych u klientéw punktéw sprzadeetalicznej — znaczenie
oraz integracja podejmowanych dziajdin:] Orientacja rynkowa we wspétczesnym handlu detaliczed.
B. Borusiak, “Zeszyty Naukowe, Uniwersytet Ekonommig w Poznaniu” 2011/177.

8 E. Jerzyk,Design opakowania i jego elementy w procesie podl@pmia decyzji zakupowychMarketing
i Rynek” 2014/4.

9 J. Bergstrom, A. SchaEye tracking in user experience desifisevier, USA 2014.

10p, Silayoi, M. Speecémportance of packaging attributes: a conjoint arsi$ approach“European Journal
of Marketing” 41/11-12 (2007).
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PACKAGING EFFECTIVENESS

Graphic elements (picturesonograph)

Type and size of the fc

Amount of informatiol

Elements” placement ihe space of the packag

Construction form, shape, size and ergonomic soig

Dependencies between the graphical and semantieeptt se-

Consistency and intelligibility of the informationedium

Fig. 1. PEF-Packaging Effectiveness Framework
The source: own elaboration based'on

On the basis of the packaging effectiveness framewmesented the drawing 1, neu-
robiological assessment of the key elements degidbout the ability to distinguish and
attract attention on the packaging, can be dome. @ the links of so-called packaging
effectiveness framework are visual layer's graglhéenents, which efficiently distinguish
the packaging on the shelf in the shop and stiraudahotional associations of the con-
sumers’,

Another link creating the packaging effectivenessmiework is a type of font. The
font plays an important role from the point of viefithe packaging's ability to differen-
tiate and create uniqueness of the wrapping. Tpe of the used font on the packaging
can influence the image about the product. Somts faim is to subconsciously associate
with a certain product or brand. Thanks to thentkpging distinguishes itself better,
because a potential consumer can define the “igeémif the product before reading and
processing the text by the brain. Moreover, a wenyortant issue is the size of font used
on the packaging or its labels. In order to ensugiter readability of information on the
wrappings, a legislator under the regulation nr92611 defined the minimum font's
size, which gives obligatory information on the d&b The height of lowercase letters
should be at least 1,2 mm. Capital letters andetters such as for example k, p, vy, j, 9, d
and f, according to the general spelling rule, &thdae proportionally bigger than x. In

1 AK. PradeepMozg na zakupach. Neuromarketing w sprzgdeelion, Gliwice 2011.
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case of packaging, where the biggest space isenthin 80 cf minimum “the height
of X" can be at least 0,9 nifn'2,

On the other hand, the number of pieces of infolonaére connected to the level of
gathering the content on the packaging, which nbesprocessed and understood. The
quantity of information indicates a close connettigith so called processing fluency
phenomenon, which depends on the number of setdbjetts or words. The research
conducted by A. Pradeep showed that fewer elenfabtsut three) highly streamline the
processes of information transpfrt

The packaging effectiveness is also strictly cotewt¢o the layout and mutual distri-
bution of the graphic and semantic elements inpdnekaging space. Correct distribution
of the elements on the packaging influences thedspé information processing and con-
tributes to creation of positive emational impressiin the consumer’s mind.

The construction form, shape, size and ergononlittieas are other elements influ-
encing the packaging effectiveness. The shapeegpditkaging can relevantly strengthen
natural brain’s tendency to stimulate the impressibthe contact with the packaging.
What is more, the higher level of stimulation igetbdown for ergonomic packaging, that
is adjusted in shape and measurements to a mahepometrical features. Furthermore,
there is a proved connection between the consbnatiform, shape and perceived value
and the acceptance level of the price of the wrdppeduct*

Effectiveness of the packaging is also connectébeaependency between the graph-
ic and semantic elements. The research conduct&d Bijlayoi and M. Speece prove that
efficiency of the packaging to attract attentionaopotential consumer is the result of
cooperation of the graphic background and the Véraasfer placed ondit

Another crucial component of so called packaginfgatifveness framework is con-
sistency and understandability, of the informatlar@nsfer. The packaging should make
a certain impression about the product or brand potential customer, simultaneously
transferring unambiguous verbal communication. @bdest packaging should directly
refer to such elements like impressions, valuesetits and metaphor.

All mentioned and characterized elements influethee effectiveness of the packag-
ing, which translates to the efficiency of realiaat of a certain, intended effect, as an
influence on a potential consumer.

3. THE SUBJECT AND METHODOLOGY OF THE RESEARCH

The subject of the research was the packaging efgerers available on the polish
market. This kind of products were chosen due ¢ofdict that it is a special group of soft
drinks. They are not a products necessary to gatief nutritional needs of consumers,
however this market is still growing. Chosen brands leaders on the energetic drinks

12 Rozporadzenie Parlamentu i Rady (UE) 1169/2011 z 2&dp@rnika 2011 r. w sprawie przekazywania
konsumentom informacji na temgtwnosci, Dz.U. L304/18.

133 M.1. Suero, P.J. Pardo, A.L. Peréadividual Differences in Colour Visigifin:] Color Perception: Physiolo-
gy, Processes and AnalysNeuroscience Research Progress Series, ed. Be@kh and P. Matikas, Nova
Science Publishers, New York 2010.

14 L. Garber, E. Hyat, U. Boyndhe effect of package shape on apparent volumexatoratory study with
implication for package desigtdournal of Marketing Theory and Practice” 2009/17.
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market in Polant. Visually differentiated packaging was chosentte tesearch (drink
containers varied in construction form, a kind afckaging material, shape, colour,
graphics, size, a type of font, ergonomic solutiansl different security systems). The
subject of the research has been presented irhtite pumber 2.

Photo 2. Energy drink’s packaging
The source: photographed by A. Kawecka

In order to research the elements of visual layethe above presented energizers’
packaging, the eye-tracking method has was usethvitives following the eyeballs
movements of the respondents and simultaneousliyzing sakad¥ and fixation&'.
This method allows to complete the usefulness rebaa objective knowledge, achieved
on the basis of the analysis of the respondentd” rehaviour and not only subjective
opiniong® Usage enables to determine the way of perceivémgain visual layer elements
of the packaging by potential consumers, so ival&nowing the visual perception of the
potential consumers. Because of to such activitiean be found out, among others, on
which areas a consumer's sight is focused on amnchvaine completely omitted by théin

The research was conducted with the use of theasketr Tobii X2-30 Tobii Studio
Version 3.2. software. 30 people at the age ofoups took part in the research done in
2014 year. They are so called young consumers (2@em and 10 men), all Poles. The

15 http://www.portalspozywczy.pl/napoje/wiadomoscifea-popyt-na-energetyki, 110085.html (data cjost
15.06.2015).

16 Sakads — intensive movements of an eyeball, invglvery fast movements of the concentration pofrgight
from one place to the other.

7 Fixations — relatively constant position of ankeié involving small vibrations. It is assumedatta cognitive
process 9that means the information reaches ttre dnd is consciously processed) takes place dinieg
fixation.

18 3, Grobelny, K. Jach, M. Kuilski, Michalski R.,Sledzenie wzroku w badaniach jakbuzytkowej oprogra-
mowania. Historia i miernikiUnpublished paper presented at Interfeéjgkownika — Kansei w praktyce Con-
ference, Warszawa 2006.

9 3. Swida, B. KabajaWykorzystanie technik neuromarketingowych do bamzstrzegania opakowagproduk-
tow, “Marketing i Rynek“ 2013/11.
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research group declared consumption of those ptediibe range of the conducted re-
search concerned determining the areas of visyat laf energizers™ packaging on which
the consumers™ sight was concentrated and detemgnthe importance of these elements
on the basis of the eye-tracking base measuresasudtanning path, the number of fixa-
tions and the total time of fixation.

The achieved results of the research has beennpedsim the form of thermal maps,
which are dispersion of attention directed at #wearched area of interest, with the pos-
sibility to distinct noticed and omitted elementkile scanning the usage sight. The ther-
mal maps use colours to show average image ofrtes af the packaging, on which the
respondents directed-usage their attention. Theeplavhere the sight was focused most
frequently have been marked in red. The areas wthereespondents did not look so
frequently have been marked in yellow. However, fileces where the number of looks
was the fewest, in green. The colours of the mapgut a cumulative number and time of
fixation of the respondents, in this case poimiswhich the sight has stopped in a given
spot in the picture. Moreover, the path of sighirstng has been used to analyse the
achieved research results. It shows the ordereo$idiht activity of the respondents with-
in the delineated area of interest (AOI).

4. THE ANALYSIS OF USAGE RESEARCH

The research results presented in the literaturelucied by J. Clemei§t V. But-
kevicience, J. Stavinskiene, A. Ruteliéhel. Garber, E. Hyatt, U. BoyRa M. I. Suero,
P.J. Parolo and A. L. Pef@prove that among the elements, which create abiayer of
the packaging, visual and verbal elements andehtufes understood as the way of per-
ceiving the packaging play a crucial role from pgwnt of view of the packaging effec-
tiveness and its marketing role.

In order to identify the packaging attracting thiggest attention of potential consum-
ers by its visual layer, the analysis of free, strieted, looking of the respondents has
been done. Photos were presented in random orderpackaging on one photo. Each
photo was presented only one for 30 seconds. Thétseof the sight perception analysis
with the use of the chosen eye-tracking measures heen presented in the table 1.

20 3, Clementyisual influence on in-store buying decision: ae-&ack experiment on visual influence of pack-
aging design“Journal of Marketing Management” 23/9-10 (2007).

21y, Butkevivience, J. Stavinskiene, A. Rutelioh@pact of consumer package communication on consume
decision making proces¥Engineering Economics” 2008/1.

22 |, Garber, E. Hyat, U. Boyn&@he effect of package shape on apparent volumexatoratory study with
implication for package desigtdournal of Marketing Theory and Practice” 2009/17.



The influence of effectiveness of packaging elesent 55

Table 1. The results of the sight perception aiglysth the use of the chosen eye-tracking

measures
The energizers Eye-tracking measures
packaging
analysis The number of | The time of the | The time of fixa-

fixations first fixation [s] tion [s]
1 21,9 0,01 2,04
2 26,4 0,02 1,99
3 26,4 0,01 1,72
4 20,1 0,01 1,72
5 21,6 0,04 1,87
6 20,7 0,01 1,62
7 27,3 0,00 2,19
8 21,6 0,20 1,87

The source: own work.

The analysis of the results received from the foeéing test showed, that all the re-
searched wrappings attract potential consumemsntait. The sum of all fixations shaped
in the range from 20,1 to 27,3. In case of theym®al energizers™ packaging, the packag-
ing nr 7 — ,Tiger” raised the biggest interesth#td the usage of fixations (27,3). This
packaging characterised big importance and wasthe& noticeable in the process of the
sight scanning for the respondents. The lowest rurobfixations was noted , however,
for the packaging number 4- , Tyson”.

Analyzing the research results of the ability tmaentrate attention has been noted as
low so called time to the first fixation, whichfi®om 0,00 to 0,04 s. Similarly to the num-
ber of fixations, the lowest time to the first fiian has been noted for the packaging
number 7. The eye-tracking descriptive statistesults confirm that this packaging not
only attracted the biggest attention of the respatglbut it also was the packaging, which
was noticed the fastest.

The supplement of the analyses of packaging's pgoctewas the results interpreta-
tion of the fixation duration in the marked areaaofivity. The duration of the fixation is
treated as a measure of the imposed requiremetite abgnitive processing the gathered
information. In case of the analyzed packagingradrgizers the duration of the fixation
shaped in the range from 1,62 to 2,19 s. The pacgagimber 7 was looked at the most
frequently. The shortest time of attention was daid to the packaging number 6. How-
ever, the respondents spent similar time lookinth@ packaging number 3 and 4 in the
eye-tracking process.

In order to distinguish the elements of the vidagkr of the energizers® packaging,
which attract the most attention of potential caners, the analysis of people’s percep-
tion has been done. It has been based on the thetaps analysis. The achieved eye-
tracking results have been presented in the phattber 3.
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Photo 3. The heat maps of the analyzed energigackaging
The source: own work.

The total variety analysis of intensity of attentimy using colour allowed to define the
level of concentration on the packaging from thghkst degree of attention concentration
(marked in red), by the medium (marked in yellow), untill small (marked in green).
Explication of the respondents™ sight activity ¢ tbasis of the average areas of the
packaging's image showed that in case of all apdlgnergizers™ packaging, the people
who were questioned in the study focused theirtsighinly on the packaging’s elements
which had highly convincing and provoking to choaderacter. These elements may
significantly influence a potential buyer by makicgytain impressions on them and creat-
ing the intended atmosphere what can be confirmethé conducted research results
by?3.

In order to define the order of perceiving imaghat is the direction of sight scanning,
the presented thermal maps of the energizers' paukaesearch have been additionally
enriched in the canning path interpretation, wiiah been presen

Photo 4.The scanning paths of the sight conceatratieas of the analyzed energizers’ packag-
ing
The source: own research.

2 R.D. Wright, L.M. WardOrienting of AttentionOxford University Press, New York 2008.
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The analysis of the created sight concentratioasaom the scanning path defined as
gaze plotsconfirmed that in case of all analyzed energizeeckaging suggestive ele-
ments of the packaging invoke so called penduludetefO the basis of the scanning path
analysis of the areas of interest, it has been stidat the element which concentrated
most of the attention of the respondents was the/logotype. The second element in
order on which the respondents paid the leasttaitewas the name of the product.

In order to confirm the elements” hierarchy of aislayer of the chocolate packaging,
created on the basis of the sight scanning patlysifaan attempt has been made to define
the relevance of the packaging's visual layer efgsnanalysis of bars of chocolate on the
basis of the number and the total fixation timee Hehieved eye-tracking research results,
including the chosen descriptive statistics paramsdiave been correlated in the table 2.

Table 2. The eye-tracking results of the energizgrssen elements

Packaging's area
The analysed energis- Measurement
ers’ packaging Graphic Logo/Logotype Name of the
elements product
Descriptive statistics
in total [Stdev]

1 The number of 45 186 15
fixations 1,35 2,1 0,58
The fixation time 4,82 9,1 1,18
0,38 0,19 0,15

2 The number of 87 108 6
fixations 2,28 2,28 0,00
The fixation time 6,24 8,7 0,45
0,10 0,14 0,09

3 The number of 27 183 21
fixations 1,5 1,5 1,53
The fixation time 0,65 6,25 2,64
0,16 0,17 0,68
4 The number of 36 12 0,00
fixations 0,95 1,41 0,00
The fixation time 3,24 0,93 0,00
0,29 0,10 0,00

5 The number of 45 24 3
fixations 0,85 0,55 0,00
The fixation time 2,96 1,89 0,25
0,12 0,11 0,00

6 The number of 111 36 12
fixations 1,49 1,30 0,58
The fixation time 9,85 2,61 0,45
0,14 0,11 ,0,05

7 The number of 40 38 12
fixation 5,2 5,38 0,58
The fixation time 9,17 8,84 1,04
0,11 1,31 0,27

8 The number of 36 117 66
fixations 0,93 0,93 1,13
The fixation time 3,32 10,01 5,36
0,23 0,19 0,34

The source: own work.
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The eye-tracking research results analysis predéntene table 2, showed that among
the analyzed areas of energizers™ packaging, #megit, which concentrates the biggest
attention is the logo/logotype. The highest numtifefixations has been noted down for
this packaging element (704 fixations). Among tinalgzed energizers™ packaging ele-
ments, the total time of fixations shaped from @®30,01seconds.

Taking into consideration the criterion sum offathtions, the second analyzed ener-
gizers' packaging area, which attracted the resgasd attention, were the graphic ele-
ments. The total number of fixations for this avems 427. The biggest number of fixa-
tions has been noted for the packaging number & fiations). However, the packaging
number 3 got the smallest number of fixations (&atfons). The total time of fixation
duration for the analysed graphic elements of eémerg packaging was from 0,65to 9,85
seconds. The shortest fixation time was notedHergackaging number 3 (0,65 second).
However, the longest fixation time was achievedhry packaging number 6 ( 9,85 sec-
onds), which means that the sight analysis of tialjc elements of this packaging dis-
tinguished by a much higher depth of data procgsbeing in sight. For the analyzed
energizers® packaging graphic elements, a big spaalues in the range of the total fixa-
tion time in a given area of the packaging, hasmhdentified. It can result from crucial
differences in patterns appearing in certain elémefthe visual layer such as: graphics,
size, a type of font, colour, which finds its cenfation in the research conducted among
others by D.Gelici-Zeko, R. Lutters, T. Klooster, Reijzen. Moreover, the identified
differences in perceiving the analyzed chocolatekpging can result from the respond-
ents” gender. The research conducted by J.B. TapliL. Brizendine showed, however,
that women's brains are antynomically. Women contta men, have different prefer-
ences and they decode and store information ireifspway°.

Moreover, the analysis of the presented in thestadsults showed, that in comparison
to the logo/prototype and graphic elements, theenaimthe product attracts the fewest
people. For the element of the visual layer, ireaaisthe energizers™ packaging from 3 to
66 fixations have been noted, taking into consitigmathat the total fixation time was
from 0,00 to 1,13 second.

The analysed chosen elements of packaging efferssebased on the eye-tracking
priority measures, have been completed by the vSitdkcator analysis as the representa-
tive of the descriptive statistics. The Stdev iadle is a statistical measure of changeabil-
ity and shows how much the analyzed measures diffier the average value. In case of
the factor value analysis, which supports the Stdethe number of fixations in the ana-
lyzed areas of interest, relatively big data dipareies have been achieved: 0,85-5,2 (for
the graphic elements), 0-55-5,38 (for the logo/tyge) and 0,00-1,53(for the product’s
name). However, much smaller discrepancies have bbserved in case of the Stdev
value factor for the appointed fixation time. Thgpainted fixation time for the graphic
elements (0,00-0,68) and the products’ names (@ &%) were characterized by the
smallest variability. The biggest changeability wexed for the fixation time measured
for the logo/logotype of the analyzed packaging.

In order to define the influence of the packagirfigaiveness on the respondents’
purchasing preferences, such elements like: cartgiruform, shape, size and ergonomic
solutions as well as packaging's informativenesgetbeen analyzed. In the conducted
test of free look, the respondents pointed by glgkon packaging, which according to
them had the most preferred construction form, shajze and ergonomic solutions. The
analysis of the achieved research results showadle® so called time to the first fixa-
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tion from 0,00 to 0,04s. The shortest time to fih& fixation has been noted to the pack-
aging number 7. The eye-tracking descriptive dtatiprove that the packaging is ana-
lyzed basing on the construction form criteriorg®, size and ergonomic solutions is the
most preferred by potential consumers. It raisesntlajor interest of the respondents and
is the packaging, which is noticed in the more kuiay.

In turn, the energy drinks packaging informationga conducted on the basis of the
fixation time length showed, that the longest tiofeconcentration of attention of the
respondents has been noted for information on #ukaging number 8 - Isostar- Fruit
&carbs energy” (24,05 seconds). This gives evidehae there is too much information,
which cause lack of its clarity and necessity tdidate more time in order to read and
understand it. However, the shortest fixation timas been noted for the packaging num-
ber 2 ,Rockstar Xdurance” (16,88 seconds). Aduuy to the respondents, the infor-
mation included on the packaging was legible andetstandable and there was a clear
layout.

SUMMARY

Serious fight of enterprises to increase a conipetjiosition influences the necessity
to distinguish their products on the rich markdenfLeveraging packaging, the compa-
nies position their products and create a desiredyzt/brand’s image. At present, effec-
tive packaging is one of the most efficient todismarketing communication and purchas-
ing decisions™ simulator. Trough to the proper eata’ composition and their features,
packaging can influence its existence, create in@igin about the level of products’
quality, and suggest certain benefits. Effectivekpging provides useful, hedonistic and
semiotic benefits to a potential custofier

The achieved research results analysis of peraeptehaviour of the respondents
proved that there is influence of the scheme elé¢snehpackaging effectiveness on con-
sumers’” perceptions. There are a lot of authorh sisc Underwood, Ozanne (1998)
Orth, Malkewitz (2006% and Silayoi, Speece (2007 are analyzing influence of packag-
ing on final buying decision. However this papefdsusing only on perception on pack-
aging, elements focusing consumers sight, whichhinigot have directly translate on
purchase decision.

Simultaneously, the research results showed thgpizal elements of the energizers®
packaging visual layer are accepted by potentialsemers and can even be a crucial
element influencing purchasing decisions. Moreotrex,detailed analysis of the respond-
ents’ sight activity enriched in interpretationtb number and the total fixation time
allowed to define the areas, which concentratebthgest attention of potential consum-
ers. The eye-tracking research results showedattmaing the analysed elements of the
energizers’ packaging, the dominating element fagusignificant resources of consum-
ers” attention is logo/logotype. Another cruciamént of the packaging's visual layer,

2 P.H. Bloch,Product design and marketing: reflection afterefif years “Journal of Product Innovation
Management” 2011/28.

% R. Underwood, J. Ozannis, your package an effective communicator? A ndwadtamework for increasing
the communicative competence of packadidagurnal of Marketing Communications” 1998/4.

% R. Orth, K. Malkewitz Packaging design as resource for the constructibbrand identity 3rd International
Wine Business Research Conference, Montpellier J6h82006.
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which also possesses the ability to attract atianfire graphic elements. The name of the
product on the packaging is the element that isadtttractive

Summing up, it can be stated that despite the fuleyaof elements of the energizers®
packaging visual layer from the point of view ofspibilities to attract attention of poten-
tial consumers, it should be born in mind thatcpaing packaging and its elements is a
resultant of many factors. A potential consumer&fgrences are connected to the aspects
correlation concerning the realization of the neiedhe range of the energizers™ packag-
ing. Furthermore, they are dependent on the sagidband individual consumers” predi-
lections.
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BADANIE WPLYWU ELEMENTOW EFEKTYWNO $CI OPAKOWANIA
NA PREFERENCJE KONSUMENTOW Z WYKORZYSTANIEM
TECHNIKI MARKETINGOWEJ EYE-TRACKING

Opakowanie to nowoczesne ngizie zintegrowanego marketingu i jeden zzmiaj-
szych atrybutéw produktu wptywgjych na preferencje zakupowe konsumentéwad St
wspoiczesne, efektywne opakowanie traktowane gdst pargdzie skutecznej komunikaciji
z potencjalnym konsumentem. Celem pracy jestdtdméee wptywu elementoéw efektywno-
$ci opakowania na predykcje zakupowe konsumentowpraty przedstawiono wyniki
przeprowadzonych baflaopakowa napojéw energetycznych z wykorzystaniem metody
eye-traking ktdra pozwala odzwierciedlirzeczywiste czynniki determiruge preferencje
zakupowe potencjalnych nabywcéw. Do badania eledwentarstwy wizualnej zaprezen-
towanych opakowanapojéw energetycznych zastosowano mgtyek-trackingpolegajca
na $ledzeniu ruchéw gatek ocznych uczestnikow badamiy pednoczesnej nitiwosci
analizy saka#! i fiksacji. Badania przeprowadzono z wykorzystanieyetrackera Tobii
X2-30 z oprogramowaniem Tobii Studio Version 3.2.p¥¢eprowadzonym w 2014 r. ba-
daniu udziat wzito 30 os6b w wieku do 25 lat — tzw. mtodych konsatbe. Zakres prze-
prowadzonych badadotyczyt okrélenia obszaréw warstwy wizualnej opakawaapojow
energetycznych, na ktérych skupia} sizrok konsumentéw, oraz oktenia wanosci tych
elementéw na podstawie bazowych miar eyetrackingbvtgkich jak:sciezka skanowania,
liczba fiksacji oraz catkowity czas trwania fiksa&Vyniki bada eyetrackingowych wyka-
zaly, ze spaérod analizowanych elementéw opakdwaapojow energetycznych domiguj
cym elementem skupigjym znaczce zasoby uwagi konsumentéw jest logo/logotyp. Ko-
lejnym istotnym elementem warstwy wizualnej opakdwhtory réwnie ma zdolnéé
przyciggania i koncentracji uwagi,aselementy graficzne. Natomiast nazwa produktu
umieszczona na opakowaniach napojow energetyczjggthelementem, ktéry w mniej-
szym stopniu zwraca uwadadanych.

Stowa kluczowe:efektywnd¢ opakowania, komunikacja marketingowege-tracking
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CARAC:I'ERISTIQUES ENTREPRENEURIALES
ET DECISION DU DIRIGEANT-CREATEUR
D’ENTREPRISE

Concernant les décisions au sein des organisaflons, celle particuliere de créer sa
propre entreprise et d’en assurer le fonctionneraela pérennité. 1l est alors indispensable
de s'intéresser aux caractéristiques entrepredesiréu créateur en tant que déterminants
de ses décisions. Les travaux relatifs a l'inveataies caractéristiques entrepreneuriales
(Gasse, 1996; 2003) nous offre cette possibilitdleSei permettent de cerner le potentiel
entrepreneurial du créateur. Mais une recherchs gpprofondie conduit a les exploiter
comme déterminants de la décision d’étre dirigeadateur. C'est cette option qui fait
I'objet de notre article. Aprés avoir identifié learactéristiques des entrepreneurs sur la
maniére d’opérer le choix de créer une entrepriparéir de leurs propres perceptions ou
d'image de soi. Cette démarche a été adaptée a nmgte réalisée auprés de 172
dirigeants créateurs de PME en activité avec umsppetive de pérennité au dernier
trimestre 2009. La finalité essentielle d'une taleuéte est d’inventorier et de classer les
caractéristiques entrepreneuriales et, par la,slié¢ablir une typologie des entrepreneurs.
Compte tenu des caractéristiques de I'enquéte |ysm@onsiste a différencier la perception
de leur décision de créateur d’entreprise.

Les résultats de notre étude nous conduisent adadégories d’entrepreneurs au vu de
leurs opinions sur les caractéristiques détermiteurs comportements décisionnels. Nous
rapprochons ces résultats aux travaux de BaumoBf196nsi nous pouvons positionner
les décideurs non routiers entre les créateursogestres et les créateurs entrepreneurs. Le
cheminement que peut effectuer le créateur gestionfou exclusivement routinier) vers le
créateur entrepreneur (ou véritablement non raninincite & la mise en place de
pédagogies d'accompagnement plus adaptées.

Les mots clésEntrepreneuriales, Motivations,Décision, Valeunstr&preneuriat

1. INTRODUCTION

Concernant les décisions au sein des organisatiopsa celle particuliére de créer sa
propre entreprise et d’en assurer le fonctionnene¢énia pérennité. Dans ses travaux
Schumpeter (1936; 1942) a qualifié I'entrepreneamroe «le pivot autour duquel tout
tourne». Aujourd'hui, les chercheurs affirment gneus sommes dans «l'ére de
I'entrepreneur» (Goffee et Scase, 1987); on sk aux caractéristiques
entrepreneuriales du créateur et aux déterminaatd'ahtrepreneuriat. En fait, les

nouvelles entreprises sont percues comme une sdangeuveaux emplois et, finalement,
comme le pivot de la croissance et du développerdeanomique (Blanchflower et

Oswald, 1990). Ceci justifie I'abondance de travauibliés sur l'esprit d'entreprise au

1 Gérard A. Kokou Dokou, Maitre de Conférences anigrsité du Littoral Cote d’Opale, (Département
Techniques de Commercialisation de I'lUT du Littprarance. Directeur du Centre Entrepreneuriat du
Littoral (CEL) et de son laboratoire CEL-LAB. 258yenue de I'Université, 59383 Dunkerque cedex 01,
France, e-mail : gdokou@nordnet.fr
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cours des vingt derniéres années (Acs et Audre2ff)8; Audretsch, 2002; Casson, 1982,
2003; Gartner, 1990;Glancey et McQuaid, 2000; Shanéo; Storey, 2000; Swedberg,
2000; Westhead et Wrigth, 2000; etc). Bull et 8896) suggérent cing grandes catégories
de publications: la littérature qui ne s'intérepas directement a la théorie, mais qui se
concentre sur la tentative de donner une défindiommot «Entrepreneur», I'analyse des
traits psychologiques des personnes définies codas@&ntrepreneurs, des enquétes sur la
formation de nouvelles entreprises, des étudeslesurstratégies reconnues comme
essentielles afin d'expliquer le succées des engeprcommerciales, et les ceuvres sur les
facteurs environnementaux qui influent sur lesomdide I'entreprise. Cependant, I'esprit
d'entreprise est toujours «l'une des formes de odewyment économique les plus
insaisissables et moins comprises» (Eboli, 1997huDa nécessité d’identifier les
caractéristiques entrepreneuriales des créateargrdprise. C'est I'optique des travaux
relatifs a l'inventaire des caractéristiques enapuriales (Gasse, 1996; 2003). Celles-ci
permettent de cerner le potentiel entrepreneutiatréateur mais aussi les déterminants
de sa décision d'étre dirigeant créateur. C’eseaddrniére option qui fait I'objet de notre
article.

Comme le suggére Baumol (1968), il est nécessaiether la position de I'entrepreneur
pour comprendre le comportement de son entrefisel la distinction entre le créateur
gestionnaire et le créateur entreprendsr premier supervise les activités en cours: la
répartition des investissements, les controleshdeaires et les contrats a respecter, etc. |l
est en charge de l'activité de routine. Inversemanfonction d’entrepreneur concerne
I'élaboration et la mise en ceuvre de nouvellessidiéest «l'innovateur de Schumpeter
qui percoit les besoins non satisfaits (Kirzner83) Il travaille plus dur que le
gestionnaire (De Fraja, 1996). Il fournit de nole®lidées, de nouveaux produits et de
nouvelles manieres de faire les choses (lyigu®wen, 1998). La distinction entre
I'entrepreneur et le gestionnaire refléte les dgprs de fonctions sous-tendant le choix
d'étre dirigeant créateur: les décisions de rousinkes décisions non courantes. Peut-on
trouver une telle distinction a partir des carasti&ues entrepreneuriales particuliéres
selon les types de créateurs?

Pour répondre a cette interrogation, il nous paraiteressant d'observer les
caractéristiques des entrepreneurs sur la mani@pérér le choix de créer une entreprise
a partir de ses propres perceptions ou d'imageodel'spproche retenue est celle de
'adaptation de I'Inventaire des Caractéristiquedré&preneuriales (ICE) du professeur
Yvon GASSE (1996; 2003). Cette démarche a été édaptine enquéte réalisée auprés de
172 dirigeants créateurs de PME en activité avecparspective de pérennité au dernier
trimestre 2009.

Nos questionnements fondamentaux sont simplese \tadiriaux. On peut, en effet, se
demander s’il existe ou non un ou plusieurs pfitype(s) de dirigeants créateurs de
PME a partir de leurs caractéristiques entrepreslest Il s’agit également de savoir si
I'entrepreneur appartient a une certaine catégsoigiale ou familiale ou a un profil
psychologique précis I'aidant dans sa décisionaeuir dirigeant créateur. Enfin, on est
en droit de chercher si I'élaboration d'un tel @rpgut aider a combler certaines lacunes
d’'un porteur de projet de création d’entrepriseuslavons diligenté une enquéte sur les
caractéristiques entrepreneuriales aupres de Ea2etrrs de PME du littoral dunkerquois
2009 (Nord de la France) au dernier trimestre 2Q@0finalité essentielle d'une telle
enquéte est d’inventorier et de classer les caisiitities entrepreneuriales et, par la suite,
d’établir une typologie des entrepreneurs. Contgnte@ des caractéristiques de I'enquéte,
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I'analyse consiste a différencier la perceptionlele décision de créateur d’entreprise
Autrement dit, deux objectifs principaux sous-temidcette étude.

e Cerner les caractéristiques entrepreneuriales ceonapagnent la décision de
devenir dirigeant créateur d’entreprise; les coraptes d’'une telle décision
relévent des représentations, a posteriori, quiirigeant créateur se fait de ses
propres caractéristiques entrepreneuriales.

« Déterminer s'il y a des différenciations entre Egrepreneurs au regard des
modes décisionnels mis en évidence.

C’est une phase d’'étude qui aidera a comprendredesonnalités des entrepreneurs et
permettra d’apporter les premiers éléments de s&pances deux objectifs relatifs a une
meilleure connaissance des entrepreneurs face atbeandécisionnels. La démarche
méthodologique retenue (voir encadré) nous perriagticller I'article autour de trois
points.

« Importance des caractéristiques entrepreneuriaes th décision du dirigeant
créateur.

« Pertinence des interactions entre le comporteraetiepreneurial du dirigeant
créateur et ses caractéristiques intrinseques.

» Positionnement des caractéristiques entreprenesridhns les décisions de
routine et les choix non courants au regard degseptations que le dirigeant se
fait de son contexte d’action.

2. APPROCHES METHODOLOGIQUES

Les approches méthodologiques de cette étude sodéés sur les méthodes statistiques
de traitement d’une base de données d’enquétearalds résultats de la base d’enquéte
mise en place, il s’agit d’extraire les informasoassentielles en utilisant les techniques
statistiques d’'analyse exploratoire multidimensilen et d’établir une premiére vue
d'ensemble sur les liens éventuels entre les ffigations des entrepreneurs et leurs
perceptions du choix de créateur d’entreprise.

1. Description de la base de données d’enquéte

Afin de mener & bien cette étude, un questionra#& rempli par 172 créateurs de PME
du littoral dunkerquois. Il s’agit ici d'identifiezt d’établir la typologie des entrepreneurs.
Ce questionnaire se décompose en deux parties. pgemiere partie concerne les
identifiants des entrepreneurs enquétés: nom, prénoordonnées, sexe, age, plus haut
degré de scolarité, catégorie socioprofessionmtllExpérience professionnelle avant la
création d’entreprise. La deuxiéme partie du qoestire est composée de 120 questions
(variables) relatives aux quinze types de caratigues entrepreneuriales. Il s’agit de
quinze dimensions clés articulées autour de cieg.ax

Axe des motivations: accomplissement, pouvoir et autonomie ;

Axe des aptitudes confiance en soi, énergie, persévérance, tatéran stress et capacité
conceptuelle (imagination, intuition conceptuelle)

Axe des intéréts innovation (aimer et réaliser des innovationspetion (faire agir et
faire soi-méme) ;

Axe des attitudes: attitudes face a la concurrence et face au @magt ;
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Axe du_comportement: affectivité (s’intéresser aux autres, écouterapprécier les
autres), cognition (veille informationnelle et recthe de nouvelles connaissances) et co-
action (conception et réalisation de projet, sal&@portunités).

Chacune des 120 questions est codée en 4 modaliti&ellement exclusives qui vont de
la modalité de totalement en accord a la modaktéotalement en désaccord selon une
échelle de Likert. C'est dire que quinze nouvellggiables (dites variables clés:
composantes des cing axes ci-dessus) ont été gériéggartir des 120 questions. Chaque
variable clé est obtenue en calculant un score malgs réponses des dirigeants ayant

répondu au questionnaire écrit administré en fdeeeé

2. Méthodes de traitement

Aprés recodage de certaines variables de la basaqufte et suppression des
informations manquantes, nous disposons d'une Hasdonnées qualifiée comportant
172 dirigeants créateurs de PME évalués seloni8blas d'identification et 95 variables
de perception. Cette base de données sous Exeella guite été importée sous SPAD et
sous SPSS. Au-dela de cette base de données soeis ous disposons ainsi de deux
versions de la méme base de données d'enquéte tpmrmd’avoir des traitements
statistiques plus complets pour I'analyse.

Deux types de traitement statistiques ont été mddkgremier traitement a consisté en
une analyse exploratoire simple afin de décriredifférentes variables de I'enquéte. Un
deuxiéme traitement a conduit & une analyse stptestmultiple. Cette derniére analyse
est obtenue grace aux méthodes statistiques etqiteia multidimensionnelles (Analyse
des Correspondances Multiples (ACM) et Classifmathscendante Hiérarchique (CAH))
disponibles dans le logiciel SPAD. Il s’agit essdigment d'extraire les grandes
tendances de perception de soi des dirigeantsearsatie PME et de les regrouper dans
un certain nombre de classes d’entrepreneurs.

3. Indications sur les caractéristiques des dirages enquétés

Tableaul. Quelques indications sur I'histoire dedes dirigeants de PME enquétés

| Sexe | | Age

|Hommes | |Femmes | Moins 25/29 30/34 |35/39 ans | |40/44 ans | |45/49 ans | 50 ans et
de 25 ans ans plus
ans

| 69% [l131%  [||3%  |||sw [||10% [||16% ||| 20% || 18% || 25% |

| Niveau scolaire et expérience professionnelle |

Etudes BEPC ou ||| Bac ou ||| Bac+2 ||| Bac+3 Parents Parents non Expérience||| Aucune
primaires niveau niveau et plus ||| entrepreneurs||| entrepreneurs ||| de salarié expérience
ou ou non dans une de salarié
indépendants ||| indépendants PME en PME
| 6% [l[45%  [||17% |[|21% [||11% [||47% || 53% || 63% [|37% |

Les hommes représentent prés des deux tiers digeatits de PME enquétés (69%)
tandis que les femmes en représentent le tiers}318% dirigeants de plus de 50 ans ont
le plus fort pourcentage par rapport aux autresctras d’age. Ainsi, 79% de nos
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entrepreneurs ont plus de 35 ans. Nous observanplgs de la moitié de ces individus
ont plus de 40 ans et qu’aucun n’a moins de 20 ans

Prés de la moitié de ce groupe de responsableBBRE et au-dela. Compte tenu de la
répartition de I'age de ces entrepreneurs, nousripos penser que les individus les plus
agés soient les moins dipldmés et inversement : lgseplus jeunes soient les plus
diplémés.

On remarque également que 47% des parents desipessenquétées possedent ou ont
possédé une entreprise ou ont déja travaillé agmpre compte c’est-a-dire pres d’'une
personne sur deux. L'expérience de salarié dan®Mie est une réalité pour 63% d’entre
eux. Plus d’'un entrepreneur sur deux (59%) a cnéémicro-entreprise (de 1 a 9 salariés),
un tiers (34%) est plutbt chef d’une petite entisep(de 10 a 49 salariés) et 7% ont créé
une entreprise moyenne (de 50 a 249 saldriés)

3. POIDS DES CARACTERISTIQUES ENTREPRENEURIALES DES
REPRESENTATIONS SYMBOLIQUES DANS LA CREATION
D’ENTREPRISE

Ces caractéristiques constituent les items propasgsdirigeants enquétés. lls les ont
évaluées a partir de leurs propres représentati®appelons que la notion de
représentation sociale, introduite au début degessoixante par Serge MOSCOVICI
(1961), confére a l'action et au contexte social rGle heuristique significatif dans
I'appréciation des choix et des comportements tffedes acteurs engagés dans la vie
sociale et organisationnelle, notamment dans latior® d'activité ou d'entreprise. Elle
renvoie aux interactions sujet/objet représentésdan contexte socio-économique
mouvant.

Il n'est pas inutile de préciser que dés 1898 ERIHRKHEIM (1898) donne a la notion
de représentation ses dimensions sociologiquessyathplogiques contemporaines. En
effet, les développements les plus récents deylehptogie sociale sont venus confirmer
'importance des éléments subjectifs qui naissemmsdle quotidien des interactions
sociales et qui sont partiellement indépendantsstiestures et des processus cognitifs
individuels. Partiellement indépendants, parce lgussmpréhension, la construction et la
production de sens, qui guident I'action, ne ré&ilpas uniquement d’activités purement
cognitives. Des nombreuses et complexes interactijom caractérisent un champ socio-
économique tel que la création d’'entreprise émérges discours, des pratiques, des
idées, des valeurs, des idéologies, des culturdeseschemes de pensée qui sous-tendent
les conduites des entrepreneurs et donnent seesrs domportements. Les décisions
gu’ils prennent ou les choix qu'ils sont amené&féctuer relévent d’une rationalité située
et construite (Zaoual, 1996). Celle-ci intégre objété et subjectivité, rationalité et
irrationalité ou certitude et incertitude a traviensrs caractéristiques entrepreneuriales.
Ainsi, le champ de représentations de l'entrepreiseuconstruit et se restructure en
permanence sous l'influence d’'une multitude deefact psychosociologiques, cognitifs et
symboliques qui se combinent, se croisent et ageahtia complexité des systémes de
représentations par le jeu des interactions. Taiats la notion d’interaction dynamique
et récursive, qu'introduit la pensée complexe ap@de a la création et a la gestion des
entreprises, nous fait découvrir un sujet connaisfla dirigeant créateur) agissant et agi

2 Nos entreprises moyennes ont plutot entre 50@sairiés
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par les relations physiques et virtuelles qu'ilretient avec le monde qui I'entoure et qu'il
filtre grace aux caractéristiques entrepreneurideties-ci sont articulées autour des cinq
dimensions qu'il convient de rappeler. Il s’agisdaotivations, des aptitudes, des intéréts,
des attitudes et du comportement entreprenéurial

3.1 Du réle des motivations

A propos de «Accomplissement, les entrepreneurs sont en grande majorité nstoe
mener a terme les projets exigeants, d'étre medlewe les autres dans leur domaine,
d’avoir le plein contrdle des ressources nécessaetravail mené, de vouloir que tout
travail comporte de nouveaux savoirs et que legetgraetenus aient de la valeur. lls ont
presque tous une volonté absolue a fixer leursrpsopbjectifs. Mais un tiers d’entre eux,
Opposé au reste, tolére aussi bien que quiconpedficacité, n'a pas une volonté absolue
d’accomplir les choses difficiles et préfere chodgs amis plutét que des experts comme
partenaires de la conduite d’un projet.

Concernant «lepouvoir», la majorité des entrepreneurs enquétés sontnsnal étre
patron, pensent étre meilleur que les autres @amsibmaine, ont une préférence pour les
travaux a fortes responsabilités, influencent lgses et les aménent, autant que possible,
a faire ce qu'ils souhaitent. Il apparait égalentaritin tiers de ces entrepreneurs ne se
conforme pas facilement aux directives recues etrés peu motivé pour diriger des
groupes de travail. Pour alitonomie» deux tiers des entrepreneurs ont une préférence
pour décider seul, ne se conforment pas facilermaxtdirectives recues, ont un sentiment
de géne par des contraintes et des restrictiongabbires et préférent les activités
n'obligeant pas des directives préétablies. lis stams I'ensemble a I'aise pour prendre
des décisions autonomes et en grande majoritéidésanat qu’'avoir une bonne marge de
manceuvre est une source d'efficacité. Mais ces mémetrepreneurs sont attachés au
respect des conventions ; ils sont également grétscepter les démarches des autres au
détriment de leurs propres méthodes. De ce faitjtdnomie est une caractéristique
entrepreneuriale évaluée favorablement par legadints enquétés avec I'apparition de
certaines contradictions.

Dans I'ensemble, les dirigeants créateurs sont comants au niveau des composantes
de l'accomplissement et du pouvoir et sont plutidtergents sur celles de I'autonomie.

Il apparait donc que ces responsables soient esskemnent motivés par le besoin
d’accomplissement et par le pouvoir exercé surdesres en tant que chef d’entreprise.
C’est déterminant dans leur choix d’étre dirigeaatéateur d’entreprise.

3.2 La persévérance : la clef de la délivrance empreneuriale

De par la variable confiance en so#, les dirigeants créateurs enquétés ont une a&isanc
dans I'expression de leurs opinions, ont confiade@s la réussite de toute activité
entreprise et se sentent a la hauteur de leur.tlstsont a I'aise dans les discussions avec
leurs confréres méme en cas de désaccord et sdainsede mener a bien un projet
planifié. Mais un tiers des entrepreneurs n’estgpbaise devant les personnes en autorité,
ne juge pas obtenir de bons résultats par rappariryens décidés et n'est pas a l'aise
dans la prise de parole devant un groupe ni dapisde de décisions.

Il en est de méme de la variablénergie>. Nos dirigeants créateurs de PME ont, dans

3 Les opinions positives développées par la suité &mises par plus des deux tiers des enquétés
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I'ensemble, une volonté de travail de longs momeatss interruption et sont toujours en
situation de forte activité. Seul un tiers d’ergrex ne peut accomplir des taches multiples
et ne pense pas disposer de beaucoup plus d'éngugieles autres. Concernant la
«persévérance, ils ont une volonté d'aller jusqu’au bout detdghe a accomplir peu
importent les obstacles ou les difficultés. lls fassent un maximum d’efforts et
travaillent de longues heures sans interruptionr pauéussite d'un projet entrepris et
refusent I'’échec. Mais ils doivent gérer lewtress> pour maintenir leur niveau de
productivité et leur sérénité devant des conditioles travail difficiles ou face a la
complexité de multiples tachent a accomplir. Phews, ils s’adaptent facilement face a
des changements importants et ont une vision tosijpasitive des choses. Laapacité
conceptuelle> y joue un role important. Ainsi, les entrepreseenquétés ont en grande
majorité une vision nette des résultats avant teatéage de toute opération, une volonté
de participation a des travaux nécessitant unexuesit a des compétences différentes. lls
considérent qu'il est plus efficace de résoudreprobléeme avec la prise en compte de
plusieurs choix. lls ne prennent uniquement en ¢ergpe les grandes étapes d’un projet.
Ces mémes deux tiers des enquétés empruntent fnéwgre des exemples a d’autres
champs d’activité et sont habiles & dénouer deatfins trés complexes.

Les réponses des entrepreneurs enquétés sont aeBemtent en accord avec les
composantes de la persévérance tandis qu'elles guots divisées sur celles de la
confiance en soi, de I'énergie, de la tolérance siness et de la capacité conceptuelle.
Ainsi, la persévérance est la seule aptitude entezgeuriale sur laquelle plus des deux
tiers des dirigeants créateurs de PME ont un asisvergent.

3.3 Les intéréts : innovation et création

Les enquétés, dans I'ensemble, imaginent constaindiaatres méthodes pour mieux
exercer leur métier de dirigeant, sont enclins adpire des idées originales et pensent
important de suivre les projets de leur début jigstpur fin. Un tiers de ces entrepreneurs
ne génére pas constamment des idées nouvelleggifient pas de multiples utilisations
a des objets d’'usage courant et ne sont guérdifsttanx nouveautés hors de leur champ
d’activité. Etre le premier a essayer les nouvganaduits qui sortent sur le marché n’est
pas un critére déterminant, selon eux, pour étigedint créateur car seulement la moitié
de ces entrepreneurs pensent innovateurs.

Environ un créateur sur deux accepterait de recarmerd’aventure entrepreneuriale en
cas déchec. Dans leurs réponses, deux tiers despeameurs agissent sous I'impulsion
du moment quitte a se réajuster par la suite. Ejonte ils sont impatients lors de
réunions tardant a entrer dans le vif du suje'gigd et prennent du plaisir a étre au cceur
de l'action.

On se rend compte que les réponses des entrepranendsentent des avis divergents sur
certaines composantes de I'intérét pour I'innovatiet I'action.

3.4 Les attitudes: compétition et création

«Face a la concurrence, la compétition est majoritairement considéréenroe un
stimulant d’efficacité dans les affaires. C'est des ressorts essentiels du métier de
dirigeant créateur de PME. Dans l'ensemble, lesrepréneurs ont une facilité
«d’adaptation aux changements importants. Mais ils trouvent les contrainteslest
restrictions auxquelles il faut se plier comme caingés a leur volonté d’agir. Au méme
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moment, ils avouent avoir une volonté de partiégipata des travaux nécessitant un
ajustement a des compétences différentes avestabildé d’introduire des changements
a tous les niveaux de leur entreprise.

De telles réponses montrent que les entrepreneuesmislent avoir une perception
commune sur leurs attitudes face a la concurrendeaa changement.

3.5 Le comportement entrepreneurial : perception positvtement convergente

Il s’agit des opinions que les enquétés ont émisleurs propres comportements. lls
déclarent se sentir a l'aise dans les discussilistordantes avec leurs confréres et
avouent disposer d’'un talent de mobilisateur. sbat profondément ancrés dans leurs
réles et ont du mal a se mettre a la place dessaute poids de la variableféectivité»

est donc limité. Ce n'est pas le cas dedagaition». En effet, une grande majorité des
entrepreneurs pensent importantes les méthodoldigeson débouchant rapidement sur
des résultats, consultent régulierement les pubica liées a leur champ d’activité,
pensent possible de retirer quelque chose d'irkéresde n'importe quelle situation, ont
une volonté de participation a des travaux néaagsiin ajustement a des compétences
différentes. Par ailleurs, ils estiment que leggisoretenus doivent avoir de la valeur, que
les expériences concrétes sont une meilleure salieggprentissage, et qu'il est plus
efficace de résoudre un probléme avec la priseoempte de plusieurs choix. De plus, ils
considérent les résultats issus des phases demisivre de projet comme une source de
nouvelles connaissances. Enfin, ils sont presqamiores a considérer que les résultats
obtenus constituent une source d’évaluation degrps personnels et de I'efficacité du
systeme de veille informationnelle. C'est ausqidnt d’ancrage de leurcemportement
dans I'action». Ainsi, les enquétés avouent faire preuve d'urlenté constante de saisir
les occasions susceptibles de se présenter etisie @mitiative. Pour eux, toutes les
circonstances peuvent étre source de profit. QJest cela qu'il leur est indispensable
d'étre a l'aise au niveau du travail nécessitargt diécisions rapides et des contacts avec
des personnes ressources dans la mise en ceuvpeogits de I'entreprise. De la méme
maniére, deux tiers d’entre eux pensent que lfitmia un fort impact sur les décisions
prises. lls sont ainsi amenés a agir sous I'impualslu moment avec réajustement par la
suite méme s’ils pensent avoir de l'influenceumg bonne marge de manceuvre sur leurs
événements personnels.

4. INTERACTIONS ENTRE LE COMPORTEMENT ENTREPRENEUR AL DU
DIRIGEANT CREATEUR ET SES CARACTERISTIQUES INTRINSE QUES

Aprés la phase d’exploration simple, la base denéles qualifiée a été soumise a une
chaine d'analyses exploratoires multidimensionnellgilisant les 8 éléments
d’identification et les 95 questions non agrégéed’ehquéte. Le but principal de cette
chaine d’'approches exploratoires est de recheathée structurer les grandes tendances
des perceptions que les enquétés ont de leur déa®tre dirigeant créateur. Il s'agit de
caractériser ces grandes tendances selon les 8rédiidentification.

Afin de pouvoir identifier au mieux les diversesgaptions des entrepreneurs, nous avons
créé un tableau numérique de 172 lignes corresporadex entrepreneurs enquétés et de
113 colonnes dont 8 correspondent aux élémentertifitation et les 95 restantes aux
guestions non agrégées. Ensuite, nous avons seertebleau numérique aux techniques
statistiques d'analyse de données dite factori€hemalyse des Correspondances
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Multiples) complétées par une technique de clasdifin hiérarchiqgue ascendante pour
séparer et regrouper les entrepreneurs en difEsathsses. Ces méthodes sont destinées
a fournir des représentations graphiques simpldsfgroupes plus ou moins homogénes.
Nous avons utilisé les logiciels statistiques SPBID et SPSS 10.0.

Afin d’identifier au mieux les entrepreneurs, nowais sommes focalisés dans un premier
temps sur les 8 éléments d'identification des @néneeurs et les 95 variables non
agrégées (questions).

Pour comprendre au mieux les entrepreneurs enquééss tendances doivent étre
dégagées de I'ensemble des données a analyseaal@st que dans un premier temps, il
s’agit de rechercher un ou plusieurs axes prinsigg&ndances) pour pouvoir classer et
établir la typologie des entrepreneurs en plusigmmipes de mémes caractéristiques
d’identification et de perceptions du métier deigéiant de PME au sens du potentiel
entrepreneurial. Ces tendances sont générées {lesanitle logiciel SPAD_5.0) et
consignées dans le tableau n°1.

Tableau 1. Pourcentages des quatre premieres sgmpres

. Valeur Pourcentage
Numéro Pourcentage .
propre cumulé
1 0,2005 7,24 7,24
2 0,0962 3,48 10,72
3 0,0579 2,09 12,81
4 0,0553 2,00 14,81

Les deux premiéres valeurs propres recueillented skules 10,72% d'information. Elles
correspondent aux deux tendances les plus impedahes autres valeurs propres ne
contiennent qu'un faible pourcentage d’informaticomparée aux deux premiéres et
n‘apportent guéere d’'éléments significatifs supplétages. Afin de mener a bien cette
étude, nous étudierons les deux premieres tendances

4.1 Description de la premiére tendance : domination defacteurs de motivation

La premiére tendance correspond au premier axerfactCet axe factoriel a un taux
d'inertie de 7,24 % c'est-a-dire que cette premigendance regroupe 7,24%
d’informatiort.

4 La faiblesse de ces informations rendues est reretacaractéristique de la technique ACM (Analgse
Composantes Multiples) qui opére généralementesitableaux de grandes tailles avec de faiblesinsale
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Tableau 2. Premiére tendance des caractéristigue=peeneuriales significativement percues

Pourcentage de . . .
. . Pourcentage Dimension clé a
Libellé des oo la
P Libellé de la de la T lagquelle se
caractéristiques o - caractéristique
: modalité guestion rapporte la
entrepreneuriales . dans la P
dans l'axe . - caractéristique
dimension
Al aise pour prendre deg Totalement 21 59,52 Autonomie
décisions autonomes en accord
Volonté d'aller jusqu'au
bout.de la t.ache a Totalement 2.04 66.18 Persévérance
accomplir peu importe les en accord
obstacles
\Volonté absolue_ a f_|xer sgs Totalement 1,89 61.38 Accomplissement
propres objectifs en accord
. . Coaction
Aisance au niveau du Totalement (conception et
travail nécessitant des 1,86 67,74 P P
. . en accord réalisation de
décisions rapides )
projet)
\olonté absol_ue amener a Totalement 1,82 4451 Accomplissemert
terme les projets exigeants en accord
Etre meilleur que les autres Totalement Accomplissement]
; 1,6 53,75 .
dans son domaine en accord et Pouvoir
Alsanqe a aCf:ompllr Totalement 1,57 42,68 Energie et Stresk
plusieurs taches en accord
Bonne marge de 'ma.noeg reTotalement 1,56 58.97 Autonomie
comme source d'efficacit¢ en accord

Cette premiére tendance est caractérisée essemiggit par le total accord des
entrepreneurs au niveau de sept dimensions cléston@mie, persévérance,
accomplissement, coaction, pouvoir, énergie etrdalge au stress. Ces sept dimensions
cumulent 14.44% de linformation sur ce premier daetoriel. On peut les articuler
autour de trois types de variables.
- Variables de motivation accomplissement, autonomie et pouvoir, avec gus
62% de l'information (8.97% sur 14.44%);
- Variables d'aptitude au sens de capacité professiaelle
persévérance et stress, avec 25% de l'informal8dilfe sur 14.44%);
- Variables d’'action: coaction (conception et réalisation de projetgcapres de
13% de l'information (1.86% sur 14.44%).
Nous observons que I'accomplissement est une Varfaéquente dans cette premiére
tendance (prés de 37% de linformation. S’y ajolitaitonomie (plus de 25% de
l'information). Autrement dit, les variables de rwation dominent ce premier axe
factoriel.

énergie,
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4.2 Description de la deuxiéme tendance : prééminencesl facteurs d’aptitude
La deuxiéme tendance correspond au deuxieme at@iédcCet axe regroupe 3,48% de

I'information.
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Tableau 3. Deuxiéme tendance des caractéristentespreneuriales significativement percues

Pourcentage . . N
__— Dimension clé a
. . e . . Contribution de la
Libellé des caractéristiques| Libellé de la . P laquelle se
) L de la question| caractéristiqu
entrepreneuriales modalité \ rapporte la
sur l'axe e dans la P
- . caractéristique
dimension
Concurrelncg comme sourde Totfjljement 3.48 5546 Concurrence
d'efficacité en désaccor
Facilité d adaptatlgn face 3 PJutot en 3.39 3982 Changement
des changements importants désaccord
Concurrence comme sourge Totalement
de stimulation compétitive . 2,91 80,41 Concurrence
. en désaccor(
dans les affaires
Coaction
Toutes circonstances comme Plutdt en (conception et
. . 2,9 61,72 e
source de profit désaccord réalisation de
projet)
Volonté de connaitre les PILtDt en
nouveautés dans mon champ . 2,62 43,13 Cognition
o désaccord
d'activité
Préférence pour les ‘_[r_ayaux aTotaJement 253 61.66 PoUVOir
fortes responsabilités | en désaccorg
Aisance dans les discussions. )
- N Totalement Confiance en so
avec des dirigeants méme en . 2,46 64,23 L
X en désaccor et Affectivité
cas de désaccord
Imagination de multiples Totalement
utilisations a des objets . 2,44 52,05 Innovation
. en désaccor
d'usage courant
Volonté d'aller jusqu'au boyt Totalement
de ce qui est commencé peu 2,41 71,37 Persévérancse

importent les difficultés

en désaccor(

Cette deuxiéme tendance met en évidence les aitfimce a la concurrence et au

changement, le comportement dans I'action, la ¢mgnile pouvoir, la confiance en soi,
le comportement affectif, I'innovation et la perééance.

N

Contrairement & la premiére tendance, les entreprenassociés a cette deuxiéme
tendance sont totalement ou plutét en désaccord @rtaines idées proposées. Nous les
regroupons en trois catégories de variables :
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- Variables d'aptitude au sens de capacité professiaelle: capacité de
différenciation (attitude face au changement et adncurrence, et intérét pour
I'innovation), confiance en soi, affectivité et pévérance;

- Variables de motivatiorn pouvoir;

- Variables d’action: coaction (conception et réalisation de projet)agnition.

Nous observons que les variables d’aptitude caiseté# mieux cette deuxieéme tendance.
Elles représentent prés de 70% (17.09% sur 25.t4%)nformation que I'ensemble des
caractéristiques entrepreneuriales significativerpencues concentre sur le deuxieme axe
factoriel. La prise en compte de la concurrenestyfortement représentée, avec plus du
quart de cette méme information soit 6.39% (3.481Psur 25.14%.

Le contenu de ces deux premiéeres tendances fondaleemontre que le comportement
entrepreneurial du dirigeant de PME résulte demblas de motivation et d’aptitude. Les
résultats fournis par l'analyse des correspondameeltiples sont significatifs. En fait,
cette technique permet de partir des énoncés emifesdérant comme des variables a par
entiére. Des recombinaisons sont effectuées eierdées vers les dimensions. Méme s'il
s’agit d'une technique exploratoire, elle a le t@de réduire le nombre d'énoncés et de
résumer les relations entre les variables a I'dide ensemble de facteurs aussi restreint
gue possible qui est censé discriminer les donmesmaniere a étre facilement
interprétable. Elle est complétée par la classiibon ascendante hiérarchique qui
s'interprete en termes de partitions. Une partiti@st intéressante que si les classes sont
nettement individualisées, c’est-a-dire qu’ellesvent former chacune un tout cohérent,
bien caractérisé (compacité) et étre distinctesutess des autres (séparabilité). C'est en
vertu de ces considérations méthodologiques que raianons les quatre classes les plus
stables. La prise en compte de leur contenu ndsisela proposer une typologie de trois
groupes d’entrepreneurs en termes de comportemécisionnels.

5. DIFFERENCIATION DES COMPORTEMENTS DECISIONNELS ISSUE DES
CARACTERISTIQUES ENTREPRENEURIALES

Aprés avoir déterminé les deux grandes tendancesslentrepreneurs, il s'agit ici de les
regrouper et d'établir une typologie de classesntdapreneurs par éléments
d’identification et par variables clés traduisairs comportements décisionnels. Afin de
mener a bien cette étude, ce traitement de dorméss effectué a I'aide d'une Analyse
des Correspondances Multiples suivie d’une Clasgifin Ascendante Hiérarchique sur le
logiciel SPAD_5.0. Quatre classes résultent deecatialyse et se positionnent comme
suivant sur le graphique des deux grandes tenda@aksé précédemment.
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Graphique 1 - Projection plane des quatre classesrdpreneurs

Facteur 2
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Facteur 1

Ces quatre classes bien distinctes suivent lesiteed étudiées précédemment (facteurs 1
et 2). En effet, la classe 1/4 (59 personnes) gsosee a la classe 3/4 (20 personnes) sur
le premier axe factoriel et la classe 2/4 (60 pames) a la classe 4/4 (33 personnes) sur le
deuxiéme axe factoriel. L'étude de ces classesvéaqtuia rechercher des profils
d’entrepreneurs décideurs plus ou moins complefsy de compléter ces premiéres
tendances et de regrouper au mieux les entrepeeaiguétés, nous avons effectué une
classification hiérarchique ascendante sur les feateurs étudiés précédemment (axes).

Graphique 2 - Arborescence selon I'histoire deetikes perceptions des entrepreneurs
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Cet arbre montre le mode de rattachement des eatreyrs les uns aux autres. Nous ne
présentons ici que les dix derniers nceuds autrediel@s branches supérieures car nous
étudions quatre classes. Nous remarquons l'existefene classe relativement stable
comprenant 19% des entrepreneurs c’'est-a-direlgisel rattache aux autres branches de
'arbre & son sommet. Cette classe correspond datse 4/4. De plus, un tel constat
suppose une certaine stabilité des réponses despetteurs composant cette classe.
Nous retrouvons également les trois autres clasde2/4 et 3/4. Par ailleurs, I'’Analyse
des Correspondances Multiples détermine les quessamsi que les modalités associées
qui caractérisent au mieux les classes. Cette sadburnit des contenus identiques pour
les clases 1/4 et 2/4. Nous pouvons ainsi leggagidans un seul groupe d’entrepreneurs.
En définitive, nous obtenons trois catégories dapreneurs au vu de leurs opinions sur
les caractéristiques déterminant leurs comportesradtisionnels.

5.1 Les entrepreneurs de décisions non courantes - 68 #& I'effectif enquété

lls sont issus de I'addition des classes 1/4 etc@fipte tenu de la quasi-concordance au
niveau de leurs caractéristigues entrepreneuridles.s’apparentent aux créateurs

gestionnaires de Baumol (1968) et sont au cceun abustruit systémique et socialement
organisé. Leurs caractéristiques semblent étes Béun comportement plus actif vis-a-vis

de I'environnement de leur entreprise.

Tableau 4. Principales caractéristiques entrepréales (classe 1/4 et classe 2/4)

Poids (%) de la Poids (%) de Dimension
Libellés caractéristique la clé a laquelle
Libellés des caractéristiques des dans I'échantillon | caractéristiq | se rattache la
entrepreneuriales modalités ue dans le caractéristiq
groupe ue
\olonté de connaitre les Totalement 47.10 69.50 Cognition
nouveautés dans mon champ en accord
d’activité
Capacité a créer des changement®lutdt en 46.51 75.00 Changement
organisationnels comme source| accord
de réussite de I'entrepreneur
\olonté absolue a fixer ses Plutét en 57.56 85.00 Accomplisse
propres objectifs accord ment
Toujours plus productif avec un| Plutét en 41.86 70.00 Stress
niveau de stress élevé désaccord
Importance de suivre les projets Plutdt en 44.19 71.67 Innovation et
de leur début jusqu'a leur fin | accord Changement
A l'aise pour prendre des Plutét en 53.49 80.00 Autonomie
décisions autonomes accord
Concurrence comme source | Plutét en 40.12 66.67 Concurrence
d'efficacité accord
Volonté de mener jusqu'au bout Plutdt en 39.53 65.00 Persévérance
un projet entrepris méme difficile accord
s A Plutét en 41.28 66.67 Pouvoir
Enclin a étre patron
accord
Résultats obtenus comme sour¢ePlutét en 48.84 73.33 Cognition
d'évaluation des progres accord
personnels
Volonté d'aller jusqu'au bout de ¢ePlutét en 50.58 75.00 Persévérance
qui est commencé peu importe lesaccord
difficultés
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Les entrepreneurs de la premiére sous classenmase identifiables par leur sexe car a
1% pres, les effectifs d’hommes et de femmes deldsse 1/4 et de I'échantillon sont
égaux. Leur age est significatif. En moyenne, edepreneurs sont plus agés que ceux de
I'échantillon. En effet, la différence de pourcaggast de 11% pour les personnes de plus
de 40 ans. De méme, ces entrepreneurs semblentpiésediplomés que ceux de
I'échantillon (Bac +2 a Bac +3 ou plus). Ces entepurs ont tendance a étre
propriétaires de leur entreprise. Leurs parentsitnfms exercé d’activité a leur propre
compte et n'ont jamais possédé d’entreprise. Ds,gla n'ont pas plus d’expérience
professionnelle dans une PME que les entreprergmirbéchantillon ni d'expérience
multiple de créateur d’entreprise. Enfin, ils acsmt deux fois plus d'importance aux
variables d’aptitude par rapport aux facteurs déwaton. Mais ils se différencient des
autres pateur forte motivation a acquérir de nouvelles congaances (cognition) au
regard de leur contexte d’actiorEn fait, certaines composantes des trois dimaessités

de la motivation (accomplissement, autonomie etvpmy sont corrélées avec la
cognition.

Dans la deuxiéeme sous classe, les hommes ont éeelégére tendance a étre plus
nombreux que dans I'échantillon. Leur 4ge sembktser plus particulierement entre 35
et 45 ans tandis qu'ils ont une scolarité de nivBBE®C ou de niveau Bac. Ces dirigeants
d’entreprise ont une culture d'indépendant du fiéts parents entrepreneurs et/ou d'avoir
eux-mémes l'expérience antérieure de création prise. lls sont 6% de plus a avoir
créé une entreprise de trés petite ou de petite taie ceux de I'échantillon. lls en sont
souvent a leur deuxiéme expérience. Souvent, itefesent de s’arréter sur des schémas
acquis et tentent de nouveaux modéles afin d'alledela des choix routiniers.

- Une prééminence des décisions non routiéres

Les analyses modernes de l'entrepreneur développevision de Say en disant que
l'organisation, la production et la combinaison dpports de ressources nécessitent des
compétences d'un autre ordre que ceux du travaibdene. Des chercheurs tels que
Schumpeter (1936 ; 1942), Knight (1921) et Kirzn€r983) fournissent une
caractérisation de I'entrepreneur de telle sortelguonction d'entreprise appartient a la
sphére de la prise de décision « non-routiniérdes:décisions d'entreprise ne sont pas
suffisamment semblables, et ne reviennent pas assaznt, pour justifier I'élaboration
de procédures de routine. L'absence d'un réle detif'entrepreneur dans I'économie
néoclassique dérive directement sur I'hypothese I'dquilibre du marché: des
changements peuvent se produire, mais les variatiohété parfaitement anticipées et les
attentes ne pourront jamais étre décues. SelonhKi(i®21), cependant, le changement
ne donne pas lieu a des bénéfices, mais l'inceetiet la possibilité d'inexactitude des
attentes oui.

L'incertitude souligne la volonté de l'entrepreneet sa capacité a assumer la
responsabilité de la prise de décision: en particukl'incertitude de Knight" se réfere a
une situation ou il n'y a pas d’expérience factupthur soutenir la fixation de probabilités
objectives a des événements pertinents (par rapmorcas de risque, lorsque les
probabilités peuvent étre attribuées). Si c’estértitude qui caractérise I'environnement,
le probléme n'est plus représenté par I'exécutifecteve de l'activité: la question est de
savoir quoi faire et comment le faire. Cette «fantiprincipale» est 'essence méme de
I'esprit d'entreprise: I'effort de décider commlestdifférents objectifs seront atteints et de
prévoir que les objectifs soient réalisés par fepiteneur, "le spécialiste prét a supporter
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le codt de l'incertitude» (Knight, 1921). Les thésrrécentes, en particulier, soulignent
que l'entrepreneur ne se contente pas de faireafdaeconséquence de la connaissance
imparfaite, mais vise plutot la récompense de leodéerte et I|'utilisation de nouvelles
connaissances. La décision d’entreprise reposdesgénie, la personnalité et le talent
d'innovateur-entrepreneur avec le souci permanent@bmportement actif vis-a-vis des
contextes interne et externe.

- Permanence d’un construit systémique et sociaégrnorganisé

La conception décisionnelle du dirigeant créatean moutinier serait I'ceuvre d'une
construction cognitive complexe. Autrement dit, représentation qu'il se fait de ses
caractéristiques entrepreneuriales résultent dee)g@ériences sensibles et cognitives avec
une certaine pertinente que celle déduite par riesgtionnel et précis. Ce qui veut dire
aussi gu'une telle représentation réintroduittrepreneur dans I'acte de construction de
la connaissance (Le Moigne , 1995, p. 97). Ent&atious pensons que les interactions
entre le cheminement de pensée et de la praxi® kntéflexion et I'action, donnent un
sens aux activités, aux conduites et aux comportsmees entrepreneurs. Elles
conditionnent d’'une facon dynamique non linéaire fih du temps, des actions et des
résultats obtenus) leurs structures et leurs psosesognitifs et organisationnels (Stacey,
1995) sous-tendus par les caractéristiques entrepriales évoquées.

C'est dire quau niveau de la création dentreprisous admettons que des
intentionnalités multiples et diverses engagées danflux d’actions s’appuient sur des
expériences sensibles et des connaissances famellesitangibles et intelligibles (Raux,
1995 p. 210 et s.) qui, a leur tour, confirmentattérent les structures et les processus
cognitifs des sujets pensants et agissants quiesmiliorganisation créée et ponctuent sa
dynamique. C'est par cette dialectique erirapirie et Epistémé(Le Moigne, 1995 p.
104) ou encore entrgraxis et conceptulis, que les dirigeants créateurs non routiniers se
sentent guidés a la fois par un savoir-faire, uoenaissance pertinente préalable a
I'action. Ceci est d0 au fait qu’ils apprennent stiemment ou tacitement dans et de
I'action elle-méme. D’ou cet appel insistant de Mit CROZIER (1989, pp. 48-50) a
réconcilier les deux dimensions de la « réalitdes systémes sociaux :

« Les problémes d’organisations sont a la fois cohwels et existentiels. Le vécu précéde
I'idée, mais seule l'idée permet de comprendredeuvet donc de le formaliser, de le
développer et de reculer des limites du possible4d)... Les entreprises ne font pas
émerger de nouveaux principes par génération spwEa Elles ont besoin de la
stimulation qu’apporte I'introduction d’un raisonment formalisé. Mais ce raisonnement
formalisé n'a pas de chance de réussir s'il est as®p a partir d'une réflexion
technocratique détachée de I'expérience (p.>50)

5.2 Les entrepreneurs de décisions de routine - 13 % deffectif enquété

Ils semblent s’éloigner a la fois des créateursigiasaires et des créateurs entrepreneurs
de Baumol (1968). lls sont au cceur d'un constecoiitextuel fort mais limité aux
activités quotidiennes. Leurs caractéristiquesbdent étre liées a un comportement plus
passif vis-a-vis de I'environnement de leur entisspr

%0n lira quelques-uns des travaux de Abraham A. M@Libtamment kes sciences de l'impréoisEdition du
Seuil, série, Science ouverte, Paris, 199Théories des actes. Vers une écologie des actidasterman,
Paris, 1977 ou encorelLabyrinthes du vécu Klincksieck, Paris, 1982.
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Tableau 5. Principales caractéristiques entrepréles (classe 3/4)

Poids (%) Poids (%) Dimension clé a
Libellés des caractéristiques| Libellés des de la de la laquelle se
entrepreneuriales modalités caractéristiq | caractéristiq rattache la
ue dans ue dans le caractéristique
I'échantillon groupe
Premier a essayer les Totalement en 10.47 50.00 Innovation
nouveaux produits qui sortentdésaccord
sur le marché
Vision toujours positive des| Totalement en 3.49 25.00 Stress
choses désaccord
Volonté absolue a accomplif Totalement en 9.88 40.00 Accomplissemen
les choses difficiles désaccord t
\olonté d'aller jusqu'au bouf Totalement en 2.33 20.00 Persévérance
de ce qui est commencé peldésaccord
importe les difficultés
Aisance dans les discussiorisTotalement en 2.33 20.00 Confiance en soj
avec des dirigeants méme gndésaccord et Affectivité
cas de désaccord
Concurrence comme source Totalement en 4.07 25.00 Concurrence
de stimulation compétitive | désaccord
dans les affaires
Aisance a influencer les | Totalement en 17.44 50.00 Cognition
autres et a les conduire & faireaccord
ce que je veux gu'ils fassenf

Les questions de modalité 1 (totalement en désdgcaractérisent fondamentalement ce
troisieme groupe. Méme si cette perception du piefeantrepreneurial du dirigeant de
PME n’'est pas grandement affirmée, les avis daggmneurs de cette classe convergent
sur la modalité totalement en désaccord : ces meineurs semblent évaluer de facon
faible les dimensions de motivation et d’aptituédative a leur potentiel de dirigeant.
Parmi ces dirigeants, les femmes sont fortememéseptées avec une différence de 19%
par rapport a I'ensemble de I'’échantillon. Ils eignificativement entre 30 et 40 ans voire
entre 20 et 40 ans. Leur niveau scolaire se sitted du BEPC ou quelque fois au Bac
+2; ceci laisse a penser que les entrepreneurpllssagés sont diplémés d’'un BEPC
tandis que les plus jeunes ont Bac +2. Le pourgentke travailleurs a leur compte est
également significatif. Trés peu ont eu d’expéreepoofessionnelle dans une PME avant
leur acte de création d’entreprise. Cet élémentediification est trés nettement
caractéristique de ce groupe au vu de la grand&rgiice avec I'ensemble de
I'échantillon. De méme, cette classe a tendance pas avoir eu d’expérience antérieure
de créateur d’entreprise. lls sont a leur prem@éation, au sens de profession libérale
(travailleur a son compte) ou de micro entreprit®.ont tendance a se limiter aux
modéles connus et déja expérimentés avec le seusigment de mieux coordonner les
ressources et moyens existants.

- Une prééminence du role de coordinateur

Dans les modeéles traditionnels de I'entrepriseirépreneur a le réle de coordinateur dans
une situation ou les ressources sont rares. Lalgwdion peut étre analysée d’un point de
vue général ou partiel. Des études sur I'équilggneéral montrent des modéles purement
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théoriques de marchés qui fonctionnent comme detruments d'allocation des
ressources. Dans ce contexte, le systéeme éconoregjuonc caractérisé par un savoir
parfait et les entreprises sont considérées conandaites noires, comme par exemple la
transformation d’investissements en productionstae le réle des entrepreneurs est une
simple fonction de coordination des ressourcesie peu de place pour une théorie de
l'esprit d'entreprise: en gros, I'équilibre deifence d'un esprit d'entreprise n'est pas
nécessaire, étant donné que toutes les ressouncesrganisées et affectées de maniere
efficace (Barreto, 1989). Dans cette ligne de penkéibenstein (1966, 1979) dans sa
théorie X-efficacité souligne 'organisation dddaction de I'entrepreneur. L'entrepreneur
qui réussit est celui qui parvient a minimiseritesfficacités qui surgissent inévitablement
dans le processus de coordination des facteursadiigtions. Le role de l'entrepreneur
est donc d'améliorer l'efficacité de l'informatides flux dans ces marchés, et & «combler
I'écart», qui est étroitement apparenté a la fonciil'arbitrage. Ce type d'approche
suppose implicitement que la différence entre itepe simple et la mise en place d'une
entreprise réside dans le degré de complexité Bipke de contrats en cause plutdt que
dans une différence de développement économiques [Ba deux cas, les ressources sont
réaffectées, et si cette réaffectation détermire aleantages pour tous, «l'entrepreneur
peut faire un grand bénéfice pour son entrepriRéskétts, 2002).

L'idée que les gens commencent de nouvelles ergespcomme un moyen d'augmenter
leur richesse personnelle sous-tend ce volet derele en entrepreneuriat: I'entrepreneur
coordonne seulement des ressources, et la possithiillouer ces ressources de fagon
optimale représente le seul déterminant de la idécentrepreneuriale. La représentation
néo-classique de I'entrepreneur se référe a usene "qui maximise I'objet du profit de
diverses maniéres " (Day et Sunder, 1996). Desetasttels que les revenus de
I'entreprise, la rentabilité, la création de rickes personnelles, la croissance et la
durabilité sont utilisées comme indicateurs deéassite entrepreneuriale (Amit et al.,
2000), et les critéres qui guident la décision eprigneuriale dans la littérature sont
essentiellement la maximisation des profits attendiutilité espérée de maximisation du
profit, et la maximisation des entreprises en vatewrsiére (Kihlstrom et Laffont, 1979).

- Importance du contexte dans la construction dedécision

Une réelle prudence émerge des représentationtesjubirigeants créateurs routiniers se
font de leurs caractéristiques entrepreneurialesit Taisse a penser qu'ils sont treés
sensibles aux oscillations de leurs marchés, audtecqu’ils prétent aux partenaires et
adversaires internes et externes, aux crises etém@rements que traversent leurs
organisations (Crozier M., 1989, p. 48), au tempaux efforts qu’ils aménagent pour
répondre aux besoins stratégiques de celles-cérfEadt K. M., 1992), aux faiblesses et
aux réussites qu'ils décelent intuitivement ou wigliement dans la stratégie des
concurrents (Peters T. et R. Waterman, 1983). Ailssfont le choix d'apprendre peu a
peu a accommoder leurs capacités cognitives ets leaprésentations afin d’agir
efficacement face a la volatilité intrinséque degi®nnements incertains et en évolution
rapide (Simon H. A. 1993, 134). lls acceptent dstabiliset leur connaissance et
apprennent a s’apercevoir des lacunes qui les dmpéde se réaliser chaque fois qu'ils
agissent ou qu’ils réfléchissent sur une situatouiils percoivent comme étant
significative.

En effet, l'action concrete s’accompagne d'une eseprcognitive confirmative,
correctrice, révélatrice et apprenante a la foimisMde telles situations deviennent
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rapidement fréquentes et familiéres qu’elles rseitent plus suffisamment leur curiosité

intellectuelle. 1l s’agit de situations qui struant la vision et la compréhension du monde
qui nous entoure et mettent notre connaissanceitju& et notre vécu pratique en étroite
symbiose. Pire, elles peuvent nous conduire aumdtes standards et aux modéles
préétablis dont nous savons pertinemment l'ineffiégface a la singularité des situations
concrétes et a la proactivité face aux faits enéneguriaux.

5.3 Les entrepreneurs proactifs - 19 % de I'effectif equété

lls s’apparentent aux créateurs entrepreneurs denBla(1968).1ls sont au centre d’'un
construit issu des connaissances constamment relé@sv Leurs caractéristiques
semblent étre liées a un comportement plus prodetiienvironnement de leur entreprise

Tableau 6. Principales caractéristiques entreprales des entreprenants (classe 4/4)

=3

Libellés des | Poids (%) de la| Poids (%) Dimension clé a
Libellés des modalités caractéristique de la laquelle se
caractéristiques dans caractéristi rattache la
entrepreneuriales I’échantillon que dans le | caractéristique
groupe
Volonté d'aller jusqu'au | Totalement 33.14 87.88 Persévérance
bout de la tache a en accord
accomplir peu importe les
obstacles
\Volonté absolue a fixer ses Totalement 37.79 87.88 Accomplissemen
propres objectifs en accord
. . Totalement 32.56 81.82 Coaction
Aisance au niveau du .
travail nécessitant des | " accord (Qopce_ptlon et
P . réalisation de
décisions rapides .
projets)
Volonté de participation a| Totalement 23.26 66.67 Capacité
des travaux nécessitant up en accord conceptuelle,
ajustement a des Cognition et
compétences différentes Changement
Compétition comme Totalement 33.14 78.79 Concurrence
stimulant d'efficacité en accord
A l'aise pour prendre des| Totalement 38.95 84.85 Autonomie
décisions autonomes | en accord
Totalement 40.12 84.85 Coaction
Volonté constante de priseé en accord (Conception et
d'initiative réalisation de
projets)
Assurance dans Totalement 24.42 66.67 Confiance en soi
I'expression des opinions| en accord
Préférence pour les travayxTotalement 31.98 75.76 Pouvoir
a fortes responsabilités | en accord
Importance des Totalement 28.49 69.70 Cognition
méthodologies d'action | en accord

débouchant rapidement st

=

des résultats
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Cette classe est fortement caractérisée par urensépde modalité 4 (totalement en
accord) aux questions énumérées ci-dessus. Lesqraages de ces questions sont trés
largement supérieurs a ceux de I'échantillon, cé a@pnfirme une perception trés
convergente des entrepreneurs de cette classe.

Ce sont en grande majorit¢é des hommes de 50 apkigtvoire entre 25 et 35 ans.
Contrairement a toute attente, ils sont de nivealase soit études primaires soit Bac +3
ou plus c’est-a-dire qu'ils sont trés bien ou awruoant diplomés.

lls sont a leur premiére création d’entreprise gmonent de petite ou de moyenne taille)
apres une expérience professionnelle en PME. NMaieisont pas issus de milieu familial
d’'indépendants ou d’entrepreneurs méme s'ils semlaéirmer une position trés forte
des dimensions de mativation et d'aptitude relaiveeur potentiel de dirigeant. lls se
différencient complétement des autres groupes dgednts a travers une espéce de
«permanence d'un construit de décision issu des maissances constamment
renouvelées»

La nature des représentations que les dirigeagtstenrrs entreprenants se font de leurs
caractéristiques entrepreneuriales fait appardlimportance du construit dans et par
I'action et la réflexion. Un tel construit résulles représentations tangibles et intelligibles
a partir de keurs expériences sensibles et cognitivlise Moigne, 1995, p. 97) sous-
tendues par les caractéristiques entrepreneurtalesidérées comme des connaissances
utiles a la prise de décision. Lpragmatisme et 4'artefact» de Herbert A. SIMON sont
deux concepts qui attribuent a la formation d’unemaissance fonctionnelle, celle qui
nait dans et des interactions des créateurs eatr@pis ou projectifs, un réle fondamental
dans la modélisation du cheminement entrepreneurial

En considérant le produit des interactions entseckractéristiques entrepreneuriales des
créateurs et les objets de leurs actions danotegsus d'apprentissage, nous prenons en
compte les dimensions constructives et créatives laleconnaissance que tire
I'entrepreneur de son expérience. Ceci dit, nousgrames pas loin des propositions
factuelles fact) de H. A. SIMON, ou les énoncés d’'une scienceéserent «@ des faits
(ce qui est), a I'expérience, a des événementsaproduisent, ou ne se produisent pas
(Fiol et Sole, 1993, p. 88).

Nous ne réinventons pas l'entrepreneuriat en dig&one étude sur le cheminement des
entrepreneurs, qui se veut globalement satisfasam peut se permettre d'ignorer la
bipolarité des relations qui lient I'entreprise @nscontexte d'action et de réflexion,
autrement dit a son environnement. Traditionnellmedonc, la notion
d'environnement est trés importante pour comprengiraultanément la dynamique
interne des firmes et leurs comportements exteri@Ens un souci de clarté et
d'approfondissement de la recherche sur les relatienvironnement-Entreprise nous
proposons un enrichissement du concept a partsedecomposantes. Du point de vue
explicite, I'environnement de l'entrepreneur esit fdentités distinctes comme : le
marché, le secteur économique ou industriel, landira d’activité, les niveaux
hiérarchiques, les ateliers de production, le pdsteravail, la société, les institutions
gouvernementales, les boutiques de gestion, leanmations syndicales, patronales,
professionnelles et éducatives, les organisationswrentes directes et potentielles, les
firmes-clientes, les firmes-fournisseuses, lesitit&ns financiéres, etc. Au-dela des
représentations que l'entrepreneur fait de cegéentcelles-ci constituent des sites
symboliques au regard des réalités économiques$plsgitjues et culturelles passées,
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actuelles ou pressenties (Dearborn et Simon, 18a&8yal, 1996). Il les intégre dans le
processus décisionnel compte tenu de ses capait@ptitudes cognitives et celles
propres a son entreprise. A savoir, une extensignitive, psychologique et sociologique
des notions qui le composent :deamp lesentités distinctedesinteractionsauxquelles
nous ajoutons ledélaisd’action.

Chaque entité estercuedifféremment des autres. Trés certainement selobjectifs de
I'observateur (Dearborn et Simon, 1958) mais alesstomportements de I'organisation
observée, ses statuts, ses métiers, ses sitesnfmsition de son personnel, de son équipe
de direction, I'évolution de sa structure, de satégie, de sa production, de son réseau
d’influence, etc. Desnteractions multiples et diverses entre des entités distinses
traduiraient par des rapports directs ou indireiéshange, d’interdépendance et/ou de
dépendance; la nature des transactions et la dislit@nou la rareté des ressources de tout
genre y sont déterminantes (Pfeffer et Salancik81®intzberg, 1986).

Pratiquement, les créateurs entreprenants serglug attentifs aux phénomeénes
quotidiens suivants: I'asymétrie informationnellambiguité des données, des discours et
des comportements organisationnels, I'incertituele préférences managériales, les choix
stratégiques et leurs conséquences. lls seraiastquinscients du fait que leurs limites
cognitives conjuguées a leur partialitt de jugementde décision donneraient des
perceptions différentes d& réalité. lls seraient plus enclins aux interprétationsgisa
contradictoires de ce qui paraitrait semblable dlaspace et le temps et finiraient par une
diversité de comportements élaborés et soutens dacette réalité caractérisée par sa
complexité et sa variabilité.

6. CONCLUSION ET PERSPECTIVES DE RECHERCHE

Eléments de conclusion

Les résultats de notre étude nous conduisent & dabégories d’entrepreneurs au vu de
leurs opinions sur les caractéristiques détermidants comportements décisionnels.
Nous rapprochons ces résultats aux travaux de Ba@®&8). Ainsi nous pouvons
positionner les décideurs non routiers entre |&ateurs gestionnaires et les créateurs
entrepreneurs. Nous qualifions ces derniers d'préreurs proactifs. De tels
entrepreneurs proactifs déclarent avoir totalenvemifiance en eux et se considérent
comme fortement innovants. lls associent les iitédarelatives a I'autonomie et a la
cognition. Leurs réponses aux questions liées adiaplissement sont concordantes a
celles relatives au comportement dans I'actionclisrchent a aller juste qu’au bout des
projets gu'ils initient peu importent les difficék et saisissent souvent les occasions qui
se présentent. lls tentent a mettre tout en ogqumuie augmenter leur chance de réussite et
refusent I'’échec. Inversement, les entrepreneurginiers évaluent faiblement les
questions liées a la confiance en soi et cellegtives a l'innovation. lls s'efforcent trés
peu de connaitre les nouveautés de leur domairstivifé. Les projets exigeants les
découragent au vu des réponses fournies aux quesliées a la persévérance et a
'accomplissement. lls limitent le nombre d'actést a accomplir simultanément et
avouent avoir du mal a appréhender les occasi@affaices dans les événements qui
surviennent dans leur environnement.

Il nous semble qu’a travers les interactions avex é@lééments de son champ d'intérét et
d’'aptitudes, I'entrepreneur apprend a observegjraaréagir, a discerner, a anticiper des
comportements et & adapter ses objectifs et sensciC'est dans 'action complexe
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orientée par la recherche d'efficacité satisfasanfindépendance, de coopération, de
domination, évitant des menaces percues et profilaspportunités éphéméres, que
I'entrepreneur réactualise a dessein ou instintérd sa'connaissan¢edu monde qui
I'entoure. Ses représentations se font et se déforitir et & mesure que les résultats de
sesinteractions avec lesentitésdistinctesde sonchamp d'intérét. Autrement dit, ses
prédispositions cognitives et psychologiques cartéfes a ses expériences quotidiennes
confirment, infirment ou altérent les représentadiqu’il se fait de ses caractéristiques
entrepreneuriales, qui guident ses actions et léonnent une persistance, une
réorientation ou une érosion. Le démarrage, laisula performance et la croissance de
son entreprise deviennent alors tributaires detésse et de la maniére dont le couplage
Entreprise-Environnement sera assuré du fait desi@istiques entrepreneuriales.

Perspectives de recherche: I'incontournable pédagodjaccompagnement

La perception des caractéristiques entreprenesrialet en évidence l'importance d'une
démarche incitative voire démonstratrice d'un systéde compétences structuré et
explicatif de type de décision: routinier ou norutinier. Le cheminement que peut
effectuer le créateur gestionnaire (ou exclusiveémeoutinier) vers le créateur
entrepreneur (ou véritablement non routinier) dwitourager I'apprentissage dans une
perspective systémiquéa technique ou la pédagogie d'accompagnement béehest
révélatrice d’'un état d’'esprit de progrés et deemg@a relation avec les caractéristiques
entrepreneuriales de base. Il apparait qu'aveispmsitif d'accompagnement, les valeurs
et attitudes désirées se nourrissent des méthodestrdcturation des compétences
entrepreneuriales, d'analyse stratégique et deiogeste l'innovation. Ces méthodes
apparaissent comme des compléments indispensabiiesigion managériale des futurs
créateurs. lls sont conscients du chemin a pamceuritermes de connaissance sous-
tendue par des caractéristiques particulierese&ell favorisent une certaine emprise sur
I'environnement souvent multiforme et changeant.

Dans cette optique, I'accompagnateur, a partiedergssions (de conseil, de formateur et
de concepteur d'outils ou de modéles) doit jouedomble réle (Baron, 1989, cité par
Stern et Tutoy, 1998): le rbéle de réserve d’énefgmport au niveau de la méthode, du
choix de projet stratégique, de I'explication etalenise en ceuvre de ce projet) et celui de
catalyseur (développement d’'une opération de chmage notamment culturel). Alors, il
peut introduire progressivement des changementsiaau de la vision stratégique du
dirigeant créateur, de ses méthodes, de ses cesditdu systeme organisationnel dans
son ensemble. Il est également clair que le poientee de chaque programme
d’accompagnement doit rester spécifique. L'ouvertard’autres compétences comporte
des limites qui doivent étre étudiées et cernéesegaacteurs du réseau mis en place. On
sait que l'introduction d’une innovation qui condaide nouveaux produits, process ou a
de nouveaux marchés fait appel a la plupart dedeétet des conditions non courantes.
L'approche se veut souvent globale ou systémiquec des dimensions cognitives,
psychologiques et sociologiques de I'environnendent'entrepreneur qui se positionne
dans un statut contextuel et intuitif.

D’un c6té, du fait des phénomenes perceptifs, Il@mnement de I'entrepreneur n'est pas
figé a l'image instantanée du réel et contientpgsntialités d’action et de réflexion qui
ne coincident pas forcément avec d'autres obsenstntervenant parallélement dans le
méme espace /temps. L'environnement entreprenguaiait comme une construction
virtuelle a limage des potentialités que révedetivité cognitive des acteurs et que
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nourrissent les interactions quotidiennes de legt®ons. Lors de cette construction, le
systeme de représentations qui se nourrit de pesigétonstruits externes joue le rdéle de
filtre et de générateur d'idées en méme temps.

D’un autre c6té, du fait de la complexité qui eméolentrepreneur, des domaines cruciaux
de I'environnement sont détectés en rapport aveegpace d'interactions, des entités
distinctes qui l'occupent, la nature des interastiqui I'animent et le temps nécessaire
pour percevoir, interpréter et incorporer les cleamegnts. L'entrepreneur les organise en
fonction des représentations qu’il en fait et deterses pergues. Il s’agit d'un
environnement en construction /destruction circalaiaussi vrai que les multiples
interprétations que se font des décideurs agiskamt des conditions réelles, singulieres
incertaines et non linéaires.
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Caractéristiques entrepreneuriales et décision ...

ENTREPRENEURSHIP AND DECISIVENESS OF A MANAGER-
A CREATOR OF AN ENTERPRISE

Concerning decision making within organizationsrehis a particular person who creates his
own business and ensures its' functioning and isadttity. It is therefore necessary to
investigate personal creative entrepreneurialadtaristics as determinants of decision making.
We can do this by working on the inventory of eptemeurial characteristics (Gasse, 1996;
2003). Entrepreneurial characteristics allow ugdantify the entrepreneurial potential of each
creator. Further research leads to their use asrdietants of creative decision making, which is
the subject of this article. The characteristitemrepreneurs were identified as to how they
made the choice of starting a business from their perceptions or self-image. This approach
has been adapted to a survey of 172 executiveM&fsSn creative activity regarding business
sustainability in the last quarter of 2009. Theeesisl purpose of such a survey is to make an
inventory and classify entrepreneurial charactessand, subsequently, put forward a typology
of entrepreneurs. Given the characteristics of shevey, the analysis differentiates the
perception of their decision to becoming an emaeeur.
The results of our study lead us to three categooie entrepreneurs given their opinions
concerning the characteristics that determine thelavioral decision making. The results were
compared to the work of Baumol (1968). In this wagyean differenciate creative entrepreneurs
and creative managers hence the study path fotocremnagers or creative entrepreneurs can
be differenciated enabling development of appraogrieaaching methods and enabling teachers
to provide appropriate guidance.

Keywords: Entrepreneurial characteristics, motivation, decisvalues, entrepreneurship
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Jroamuaa JOBI'OIMOJIIOK?

OINPEAEJIEHUE JJIMHBI IIEPEXO/HO-
CKOPOCTHOM ITOJIOCHI HA TOPOYKHBIX
PA3BSA3KAX B PA3SHBIX YPOBHSAX

B pabote mpezncraBieH MeToJ pacdeTa JIHHBI IIEPEXOHO-CKOPOCTHOH ITOJIOCH HA JTOPOXKHBIX
pa3BA3Kax B Pa3HBIX YPOBHSX MPHU PasroHe aBTOMOOMIIeH. YBenuueHne HHTEHCUBHOCTH JBHKEHHS
Ha aBTOMOOMIJIBHBIX JOpPOTaX BBI3BIBAET HEOOXOJMMOCTh PEKOHCTPYKIHM aBTOMOOMIBHBIX JOPOT,
YacTbIO KOTOPOHl SIBIS€TCS CTPOMTENBCTBO JOPOXKHBIX Pa3BA30K B PasHbIX YpoBHAX. OgHuUM u3
OCHOBHBIM 3JIEMEHTOB PEILIEHHs SIBISIETCS JUIHHA MEPEX0AHO-CKOPOCTHBIX MOJIOC NMPU TOPMOKEHUH
u pasroHe aBToMoOmieil. IlepexoqHO-CKOpOCTHas IOJIoca NPH TOPMOXEHHH BBIIOJHSET POJb
0CBOOOXKIEHHST TOJIOCH JBI)KCHMSI HA TJIABHOHM NTOPOTE M YMEHBIICHHS CKOPOCTH JBIKEHMS Ha
TIEPEXOTHO-CKOPOCTHOM TOJIOCE.

IlepexonHO-CKOPOCTHAs TOJOCA ABWDKEHUS IIPH PasTOHE aBTOMOOWIEH NpHUMEHseTcs Uit
JOCTIKEHUS CpeHEH CKOPOCTH ABMKEHUSI, PAaBHOM CKOPOCTH Ha OCHOBHOM JI0pore U oOecreunBaeT
BIIMBAHUSI aBTOMOOWIICH ¢ mepexoqHo-ckopoctHoi mosocsl ([ICTI) B mosocy IOBHXKEHHsS Ha
OCHOBHOM gopore. OCHOBHBIM IOKa3aTeleM sBisieTcad u3MeHeHue mnosochl aikeHus c¢ [ICII na
MOJIOCY JBMXKEHHS TJIABHOHW JOPOTH, KOTOPOE 3aBUCHT OT MHTEHCHBHOCTH ABWKEHUsI Ha TJIaBHOU
JOpore ¥ BPEMEHHOT'O MHTEpBaa MKy aBTOMOOWIIMH. Brimonnenne ManéBpa aBTOMOOHIS IIpH
CMEHE IOJIOCHI JBUKEHUS COCTOUT U3 BPEMEHHU UL €r0O BBINOJHECHUS U JUIMHBI y4acTKa AOPOrd, Ha
KOTOPOM OH BBHINOJHSAETCS. B pabore mpencraBieHsl pe3yabTaThl HCCICIOBAHUS KaK BPEMEHU Ha
BBIIIOJHEHUE MaHEBPA , TAK U JUIMHBI y4acTKa JOPOrH Ha KOTOPOM OH BbINoNHsAETCs. IlorydeHHble
pe3yNbTaThl UCCIEA0BAaHUI IIPUMEHAIOTCS KaK Ul IPOEKTUPOBAHUS JOPOXKHBIX Pa3BsA30K B Pa3HBIX
YPOBHSX, TaK U A1 oOocHOBaHMs €€ Tuma. IIpu 3HAYMTENBHOW MHTEHCHBHOCTH JBIDKECHHS Ha
TJIaBHOM Jopore Bo3HHKaeT HeoOxoaumocTh yamuueHus IICII, a mpu HEeBO3MOXKHOCTH Bbe3za -
CTPOHUTENILCTBO BCIIOMOTaTENbHOM MONOCHI IBHKEHHS.

KuroueBble cjioBa: JOPOKHBIE Pa3BA3KU B Pa3sHBIX YPOBHSX, NMEPEXOIHO-CKOPOCTHAS MOJIOCA,
110J10Ca IBMKCHUS, BDEMEHHOH HHTEPBAll IBUKCHHUS.

1. BBEAEHHUE

YroObl 00ECTIeYnTh HOPMATBHBIC YCJIOBHS ChE3[a M BXOXJICHUS BTOPOCTCIICHHOTO
MOTOKa B OCHOBHOHM, MPOEKTHUPYIOT MEPEXOJHO-CKOPOCTHYIO MOJIOCY pa3roHa, KoTopas
MO3BOJSIET TIONYYHUTh TaKOe CMeIIeHHe «]a3» B TPOCTPAHCTBCHHOM pAaCIIpeeIICHIH
MHTEPBAJIOB MEXIy aBTOMOOWISIMH OCHOBHOTO M BTOPOCTEIIEHHOTO IOTOKOB, KOTOPBIH
co37aéT yCHOBWsI Ui O€30MacHOTO BXOXKICHHSI BTOPOTO B TMEpBBIA. [lodTOoMy yis
JATBHEHWIITUX PacueTOB 32 OCHOBY Oep&M IJIMHY MEepeX0HO-CKOPOCTHOM moJiockl. CxeMa
MIePEX0THO-CKOPOCTHBIX ITOJIOCH TIOKa3aHo Ha pucyHKe 1.

! losronomok JIxoAMUIa - MarucTp, &CchCcTeHT Kadeaphl MPOEKTUPOBAHHS 0POT, TEO/IE3HH 1 3eMIIEYCTPOICTBA
Kuesckoro Hammonamsaoro TpancnoptHoro yHuBepcurera yin. CysopoBa 1, Kmes 10110, Vkpawuna,
katze_@ukr.net



90 JI. loBronoiok

Sn _I1SO0| | _ Scé

Puc. 1. ITepexonHO-CKOPOCTHas moJioca Juisi BeIxoga co cbe3na (1 - kpaeBas pasmerka, 2 -
CIUTOLIHAsS pa3MeTKa 3 - pephIBUCTAas pa3MeTKa, 4 - Che3n).

[epexoHO-CKOPOCTHAS 10JI0CA Pa3rOHA COCTOMT M3 TPEX YYaCTKOB: KJIMHA Pa3roHa,
(ha30BOro y4acTKa M 1UII03a YCKOPECHUSL:

Lo =S+ +S0 1)

rae LB 7y TOJIHAs [UIMHA NIePEeX0AHO-CKOPOCTHOM ITOJIOCHI PAa3roHa, M;
SK -7 — JUIMHA KJIMHA OTTOHA, M;
Sq — JUIMHA [UTI03a YCKOPEHUs, M;

S@ ~  nnuHa Ga3oBOro yyacTka, M.
MunnMabHas JJTUHA CKOPOCTHOTO IILTFO3!

2 2
Vi TVe
= ¢ 2)
T 20a,) (
IJIE -Vp - CKOPOCTh JBM)KEHHS Ha KpailHeH MoJIoce IIIaBHO#M gopory, M / ¢;
U, - CKOPOCTh JIBHKCHHUS aBTOMOOHIEH Ha Che3t, M / CH;
ac —CpeliHee YCKOpPEeHHe P pa3roHe aBTOMOOuJIst, M / C.
MunnmaipHas auHa (a30BOW ydacTKa onpenesisiercs mno Gopmyie:
n
Se = Vo — 3
2= Voo 3)

TIe Vg — CPEAHSAS CKOPOCTh IBIDKCHHS, Ha KOTOPOH BBIC3)KAIOT aBTOMOOWIHM CO
che3a,

N —CpeJHee KOJIMYECTBO aBTOMOOUIICH B O4epe.iy;

A, — ponyckHasi CHOCOOHOCTh KpaliHel MOJIOCHI IBYKEHUSI HA OCHOBHOM JIOpore, Ha
KOTOPYIO BBIE3KAET CO Che3/la aBTOMOOHIIb.
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Yo

_ ) 1+Tl07
=Y ey @

Ne
P = )
Yo =52 ©)
)

Ny = T—vo (7)

rae N, - 4acoBasi HHTEHCHBHOCTD JBHIKEHHUS aBTOMOOMIIEN HaA Che3jie, aBTo / ;
NO - MHTEHCHUBHOCTb JIBIDKEHUS Ha KpailHei 1mojoce OCHOBHOM IOPOTH, HA KOTOPYIO

BBIXOJISIT aBTOMOOHITH CO Che3/a, aBTo / d.
HeoOxoanmas mrHA KIWHA OTTOHA PACCUUTHIBAETCS 1Mo (hopMyIe:

S=2x|Rxb ®)

rmue R) - MUHUMAJIBHBIA palyCc TOPU30HTAIBHOW KPUBOI 0€3 YCTpOWCTBA BUpaXKa Ha
OCHOBHOM1 1opore, M;
b — mmpuna nepexonHO-CKOPOCTHOM MOTOCH, M.

JlaHbIil METOJ] HE YYUTHIBACT MHTEPBAIBI JBH)KCHUS aBTOMOOMIICH HA TJIaBHOM opore,
MO03TOMY BO3HHUKIIA HEOOXOAMMOCTh Pa3pabOTKK 0oJiee TOYHOTO METOIA.

2. HCCJIEJJOBAHUE MAHEBPA BJIUBAHUS ABTOMOBWJIEN HA
I'/TABHYIO 1OPOI'Y

B 3aBHCHUMOCTH OT COCTaBa TPAHCIIOPTHOTO IMOTOKA ONPEACISICTCS HHTCHCHBHOCTH
JBIDKCHUSI HA TJIaBHOM JOpOre MO KpaiHEe# Mojioce NBMKCHUS M BPEMEHHOW HHTEpPBAJ
JIBYDKCHUS.

Ecnu MHTEHCHBHOCTH Ha BTOPOCTETICHHOW Aopore OyneT Oomblle, 4eM CBOOOIHBIX
uHTepBaioB Ha TiaBHOM 10pore (Noecn Ha TIIABHOM JOpOre), TPaHCIOPTHBIM MMOTOK Ha
BTOPOCTEIICHHOW OpOTe HE YCIEeT BBIMOJHATL MAaHEBP BIMBaHHSA (TO eCTh OyayT
BO3HHKATH 3a/ICPKKH Ha TIEPEXOJHO-CKOPOCTHOH mosoce). B TakoMm cirydae HEOOXOIMMO
Oymer yBeNWYMBATD JUIMHY IEPEXOJHO-CKOPOCTHOH IIOJIOCHI WM  YCTpamBaTh
JIOTIOJTHUTEIBHYIO TTOJIOCY JIBHIKCHUS.

HUccnenoBanre ObLIO BBIMOJIHEHO HA JOPOXKHOW pa3Bs3Ke Ha OOBE3THON Jopore T.
BpoBaper Kuesckoit obmactu. Omnpenensinch CKOPOCTh ABIKCHHS W JUIMHA YYacTKa
JIOPOTH, HEOOXOIUMast JIsi CMCHBI MTOJIOCHI IBUYKCHUS.

Pe3ynbraThl 3KCHEPUMEHTANBHBIX JAHHBIX JJIsi BJIMBAHWSA B OCHOBHOW IOTOK
MOKAa3aHbl Ha rpaduKkax.
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Puc. 2. DkcriepuMeHTabHBIE JaHHbIE JUIS BJIUBAHKS JIETKOBBIX aBTOMOOWIIEN B TPAHCIIOPTHBIN
1m0ToK (Lypro= 4 M)

90
80 <
= P
70
= y=1,4303x - 23,483
% 60 R*=0,9598 @ /
o 50 /
S 40
1]
2 30 ~*
22 %
10
0 T T T T T T T 1
0 10 20 30 40 50 60 70 80

CKOpOCTb BAIMBAHMA, KM/u

Puc. 3. DkcriepuMeHTasbHbIE JaHHBIE JUIS BIMBAHUS TPY30BbIX aBTOMOOMIIEH B TPAHCIIOPTHEIN
010K (Lypro= 7 M)
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140
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CKOpOCTb BAMBAHMA, KM/H

Puc. 4. BKCHepIIIMeHTaHLHHe JAHHBIC I BJIMBAHUA aBTOIIOC3/10B B TpaHCHOpTHLIﬁ IIOTOK
(laBTO: 12M)

B koHeuHOM mTOTE, MoMydeHa (hopMyna A ONPENCICHNS BPEMEHH, HEOOXOJMMOTO

JUTSL BBITIOJIHEHUSI MaHEBpPAa B 3aBUCUMOCTH OT CKOPOCTH (V) M COCTaBa TPaHCIIOPTHOTO
IOTOKA (lcp— CpeIHsIs [UTHHA aBTOMOOWIIS):

t = (0,0164 X I, +0,0069) x v? — (0,0112 X I, + 0,4364) X v +
+0,0276 X I, + 2,1475 9
rae v — CpelmHss CKOPOCTh TPAHCIOPTHOTO MOTOKA, (M/c).

3. UCCJIIEJOBAHME BPEMEHU CMEHBI I1IOJIOCHI IBUKEHU A

Ha ocHOBaHWMM  BBINOJIHEHBIX  HCCJIEAOBAHMI  MONy4eHO  (DyHKIMOHAIbHBIE
3aBUCHMOCTH «HHTEPBAJI-MHTCHCUBHOCTH» Ha IJIABHOM aBTOMOOWIBHOI mopore mams
OTIPEZIETICHNUSI BpEMEHH, HEOOXOJMMOTO /IS BBITIOTHEHHS MaHEBPA BIMBAHUS.

12
(&)
s 10 ~
g 8 \ y=13,896e 0243
) R2=0,9928
) \
= 4
(4] \
a 2 —_—
o
I 0 T T T T T T T T 1
=

323 438 533 681 VHTEHCUBHOCTD IBWKEHUS, aBTO/4

Puc. 5. 3aBUCHMOCTD  «UHTEPBAI-UHTCHCHUBHOCTH»  JUI  JIETKOBBIX  aBTOMOOMIEi
0TeYeCTBEHHOTO Mpou3BoACTBa (lupr = 4,5 M)
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y = 13,638e 012

IRy

R2 £ 0,9964

——————

ONPOOOND
|
|
|

MHTepBan BpemeHu, ¢

296
340
384
426

MHTEHCUBHOCTb ABUMKEHUA, aBTo/u

Puc. 6.3aBHCHMOCTh «HHTEPBA-HHTECHCHBHOCTBY JIst TPY30BbIX aBTOMOOHICH ([45, = 7,0 M)

25
%0 ] y = 21,29 011
g R?=0,9815
15
o
Q.
@s
I
=
O T T T T T T T T T T T 1

186
218
238
262

MHTEHCMBHOCTb ABUMKEHUA, aBTo/u

Puc.7.3aBUCHMOCTD <@HTEPBAI-UHTEHCUBHOCTBY JUIs aBTONOE310B (l5, = 12 M)

B pE3yabTaTC HUCCICAOBAHUA IOJYYCHO 3HAYCHUEC BPEMCHMH, H€06XOIII/IMOFO JJIsL

OCYIICCTBJICHUSA MaHéBpa 10

HMHTEHCUBHOCTH Ha Cbhbe3¢e:

CMCHC

II0JIOChl  ABHMXKCHHsA, B 3aBUCHMOCTH OT

T = 19,142 x e 0078xN, (10)

rae T —HeoOxoxmuMoe BpeMs AJIs OCYIIECTBICHUS MaHEBPA, C;
N — MHTEHCHBHOCTB Ha ChE3JE, aBTo / 4.

4. HCCJIENOBAHHE JUIMHBI YYACTKA JOPOI'M IIs1 CMEHBI IOJIOCBI
JABU/KEHUS ITPU HAJIMYHUH ITEPEXO/JTHO-CKOPOCTHOMU ITOJIOCHI

B 3aBucuMocTH OT KOJHMYeCcTBa aBTOMOOWIEH B IpyIIe, ONPENeIEHHOTO Ha OCHOBE
CHCTEMBI MacCOBOTO OOCIY)XMBaHHUS, W CpPEIHEH CKOPOCTH TPAaHCIOPTHOTO TOTOKa Ha
OCHOBHOM Jjopore, HeoOXoAuMas [UIHHA T YAJUHEHUS IIePEeX0THO-CKOPOCTHOM MOJIOCH

COCTaBHT.

S = Voo, X7, (11)

TAE Vpy; — CKOPOCTH ABMIXCHUS TPAHCIIOPTHOI'O MMOTOKA Ha KpaﬁHeﬁ M0JIOCE TJIaBHOM

Jopory, m/c;
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7 — KOJIMYECTBO aBTOMOOMIIEH B IpyIIIe.

40
35

30 f
> y = 0,0656x% - 1,0139x + 4,665
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15
10

rpynne

Konnuyectso aBTomobunen B

200
300
355

n
Yo ~ o0 [e)]
on

405

N
—
< < <
MHTEHCMBHOCTb Ha rnaBHOM pil

opore, aBTo,4

Puc. 8. I'paduk 3aBHCHMOCTH KOJHMYECTBAa aBTOMOOWIEIl B TpymIe OT MHTEHCUBHOCTH Ha
OCHOBHOI1 1opore.

Cornacuo rpaduka (puc. 8), MOCTPOEHHOTO HA OCHOBE CHUCTEMBI MAacCOBOTO
00CITy’)KMBaHUsI, COTJIACHO WHTCHCUBHOCTH JBIDKCHHMS Ha KpaiHEH IoJioce TIIaBHOM
JIOpOTH, OTIpeZieNsieM KOJIM4ecTBO aBroMoOmieit B rpymme. CormacHo dopmyne (11),
ompenensieM HEOOXOMUMYIO UTMHY MHepeXxOJHO-CKOPOCTHOW mojockl. Hampmmep, ecim
HMHTEHCHBHOCTh JBIJKEHHS Ha KpaiiHed mosoce riaaBHou moporu 400 asro / 4. mpu
CKOpOCTH aBMXKeHus apromobmieit 60 km / 9 (16,7M / ¢), TO KOIMYECTBO aBTOMOOMIIEH B

Tpymme - 5, B COOTBETCTBHU YAJIMHHUTH IEPEXOAHO-CKOPOCTHYIO IOJIOCY HEOOXOANMO Ha
5x16,7 = 83wm.

5. BBIBO/1bl

1. Paspaborana Momeidb Bbe3da aBTOMOOWIEH Ha OCHOBHYIO (BTOPOCTEIIEHHYIO)
JOPOTY C MEPEX0THO-CKOPOCTHOM MOJIOCHI.

2. UccnenoBaHo BpeMst 0KUAaHHsI aBTOMOOMIICH ISl BBITIOJIHEHUST MaHEBPA BIIMBAHUS
B TPAHCIIOPTHBIN MOTOK.

3. Pa3paboranbl ypaBHEHHUS MaJisl ONpEACICHHS HEOOXOIUMOW IJIMHBI YATHHCHUS
MEPEX0HO-CKOPOCTHOH MOJIOCKI [T BIIMBAHUS aBTOMOOMIICH B OCHOBHOMH MOTOK.
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DETERMINE THE LENGTH OF ACCELERATION AND DECELERATION
LANESON ROAD INTERCHANGESIN DIFFERENT LEVELS

This paper presents a method for calculating thgtteof the acceleration and decelera-
tion lanes at road junctions at different levelsimy acceleration. Increasing traffic on the
roads calls for reconstruction of roads, part ofchhs the construction of road junctions at
different levels. One of the main elements of thkitson is the length of the acceleration
and deceleration lanes during braking and accederaff vehicles. Acceleration and decel-
eration lanes during braking serves as a releatieedine on the main road and reduce the
speed of traffic on acceleration and deceleratoes.

Speed change lane during acceleration is usedHievac an average speed equal to the
speed on the main road and provides an infusiarax with acceleration and deceleration
lanes (CAP) in the lane on the main road. The madicator is changing lanes on a PSP
lane main road, which depends on the traffic omtlae road and the time interval between
cars. Performing maneuver the vehicle when chanigings consists of the time for its im-
plementation and long sections of road on whi¢h itinning. The paper presents the results
of the study as time to perform the maneuver, &edéngth of the section of the road on
which it is running. The results obtained are uedhe design of road junctions at differ-
ent levels, and to justify its type. With signifigatraffic on the main road there is a need
lengthening the CAP, and if you can not enter cihestruction of auxiliary lanes.

Keywords: road junctions at different levels, accelerationl @eceleration lanes, lane,
traffic composition, the average speed of tratfiovf
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INTERNET MARKETING RESULTING
FROM INCREASING CONSUMER E-COMMERCE
SPENDING FROM THE VIEW OF ADOPTION
BENEFITS AND BARRIERS

In contemporary marketplace customers no longeagadn purchasing through tradi-
tional brick-and-mortar stores, but have the chaitelectronic marketplace, which has
been gaining popularity throughout the years. Teeefits of online market engage more
customers to start making their purchases onling,raany often entirely substitute the tra-
ditional shopping channel with electronic shoppamgs. Companies that want to be ahead
of customer preferences need to observe closelgitarges and often adhere their market-
ing strategies and approach to customers. Chandassiness strategies can only be done
after a thorough analysis of the benefits and berniesulting from e-commerce adoption.
The research shows that there are multiple berfefitsustomers resulting from an easy ac-
cess to the Internet. However, there are alsodsarthat can influence consumer decision-
making process and the actual buying activity. Aalgsis of these benefits and barriers can
greatly impact the retailers and their market egas. Taking into consideration all of these
aspects, there are several actions companies kantdaimprove their online marketing
strategies to keep their customers satisfied. Theseelated to online customer experience
and combining the in-store experience with digtali Other key relevant recommendations
are related to stronger focus on customizationravipg user interface and integrating all
channels more smoothly.

Keywords: electronic commerce, electronic marketplace, riree adoption, benefits
and barriers of internet adoption, consumer bemavio

1. INTRODUCTION

There is an apparent crisis in retail. ResearcRdopes has been indicating that during
the 2013 holiday shopping season, American retaileceived half the foot traffic they
experienced in previous years. This leads to ceimiuthat since consumer spending does
not decrease, these are shopping patterns thag€h&onsumers have evidently shifted
the way they shop and buy. Such change, partiguladreasing popularity of online
shopping leads companies to rethink and often aduate their marketing strategies.
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ding author)
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According to Okonkwo, the world is experiencing thigital revolutiort. The number
of Internet users is growing all around the wonidt only in developed countries, but also
in the emerging countries that some years ago dicewen have access to technofogy
One of the levers of such increase of Internetisithe general digitalism of consumers
who no longer see Internet as convenient add-dheio everyday lives, but a necessary
part of routine activiti€s The increase of consumers' digitalism has striomgact on
consumer behavior, which in economic context bricssequences facing industries and
directly companies.

2. CONSUMER SPENDING

Back in the days consumer spending was limite¢ émlone channel - traditional
shopping in a physical store, so-called the bric#-mortar. The physical visit to the
store, as a shopping process, had no trade-offiess were no other options for custom-
ers to perform their shopping activity. And whileey benefited from the choice at the
store and possibility to physically inspect theatgntial purchases there, there were al-
ready noticeable disadvantages of such shoppingnehaConsumers had to commute to
particular store to engage in shopping activityc®they reached the shopping destina-
tion, they could potentially face the lack of peutar product or limited product selection.
These are only a few disadvantages of brick-andaneisits, as the list could be extend-
ed to many more aggravations of this purchasingméa Throughout the years, consum-
ers have been noticing more inconveniences of shopping channel, and this paved the
way for the subsequent popularity of electronic nwrce. The notion of electronic com-
merce needs to be defined to gain a clear undelisguof the phenomena from the con-
sumer point of view.

2.1. Electronic commerce and consumer behavior defd

Electronic commerce (e-commerce) can be expldiyeahany different meanings and
distinctive definitions, however a rather exclusdefinition has been selected for this
discussion. Electronic commerce will be regardedimslving the buying and selling of
goods and services over the Internet, and relandoration provision and gatherig
E-commerce will be looked at not only in the contekits growing presence in the lives
of consumers and their shopping activities, bub &lscause it can have an influence on
the shape of various industries, and thereby orgdéional decision making. Electronic
commerce has the possibility to change the indugtryctures and impact the ways busi-
nesses compete for markets. Such effects are glr@aplarent in many industries and
specific business organizatidnhis change is being felt by every society inaglpects,
and will continue to resonate in business secegandless of whether technology-driven
or unreceptive to transformation

4 U. Okonkwo,Luxury Online. Styles, Systems, Stratedgieggrave Macmillan, Basingstoke 2010
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ship in Western Australji@Journal of Electronic Commerce Research” 1/10®0p. 2.
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3. E-COMMERCE ADOPTION AND CONSUMERS

One of the fundamental assumptions regarding metahoice in economics is that
individuals act rationally, making their choiceshest suit their objectives, budget con-
straints, and earning power; and being predomipantérested in value maximizatithn
Many marketing researches show that the value petdy customer is a determinant of
consumers' purchase intentions and decision-magkiogess. These also explain the un-
derstanding of consumer behavior. Some of the relsees, like Anckar (2003) argue that
while value considerations can be linked to theragpre-purchase evaluation of the
utility of the product, the fundamental idea of tbencept should be correspondingly
relevant to the analysis of the advantages comimg tommercial media, technological
advancements, electronic distribution channelst’®ettn this context, the conventional
value equation as a tradeoff of benefits and qualitmpared to costs is too simple to
create an understanding of the most important ratgré and inhibitors to the e-
commerce adoption. It is suggested that the vadtneapt should be interpreted based on
the trade-off between the get and the give compsnamd not in the monetary aspects.
Anckar indicates that consumers who act rationadbke the decision on channel adop-
tion or rejection based on the channel net valeg gerceive. This means that their deci-
sion is a tradeoff between all the advantages m&ta@cknowledges by using electronic
channels as compared to the traditional optionswels as the barriers that customer
comes across when using the electronic chattnels

3.1. The benefits

The reasoning behind the consumer shift towardsetactronic channels of purchase
is clearly related to the benefits that the congsraeknowledge. As researched by Forbes
(2014), online and mobile commerce continue to gimvboth traditional and Web-based
retailers, and based on the statistics from tha&laplseason of 2013, the number of elec-
tronically engaged customers is growing enormddsifhere is a lot of available litera-
ture regarding the benefits of the electronic comum@ver the traditional purchase chan-
nel. A Detailed overview of the key benefits andrigais has been compiled and will be
presented further in the form of tables includihg tlescriptions and explanations of the
characteristics, as well as the relevant literatuinere the characteristican be found and
researched further. An understanding of these benafid barriers allows for a better
evaluation of the growing movement of online shogpin relation to Internet marketing,
as well as other economic aspects.

10B.M. Josiam, J.S.P. HobsaBpnsumer Choice in Context: The Decoy Effect inva@lrand Tourism“Journal
of Travel Research” 34/1 (1995)., p. 45-50.

11 B. Anckar, ()Drivers and Inhibitors to eCommerce Adoption: Exjslg the Rationality of Consumer Behav-
ior in the Electronic Marketplag¢ ECIS 2003 Proceedings” 2003/24.

2gee 9.
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Table 1. The benefits

The benefit

Accessibility and
convenience

Characteristics of the benefit

Internet as the possibility to shop anytime, frorargwhere

Relevant litera-
ture

Jarvenpaa & Todd
1996-1997%,

Kangis & Rankin
1996°

Global choice

No geographical boundaries of e-commerce, consubwersfit
from wide selection of products and vendors, atzoHhardly

Benjamin & Wig-
and 19955 Hoff-

available products or difficult to find offline man et al. 1998
Possibilities for Shopping in many places, almost at the same tiomducting Hoffman et al.
comparison product and price comparisons; 1995%8
shopping Internet shopping reducing costs of search - facipy and

product information Bakos 199%
Real-time factor ~ Real-time information on prices, availability, delfy times, Franz 2006

etc.
Time savings Advantage of faster shopping process, due to tleedspf Benjamin & Wig-

search and fast transaction processes and 199%
Access to exten- Online access to greater amounts of dynamic infooma Hoffman et al.
sive information  supporting queries for decision-making of consumers 19952

Information about products not only on original ftas web-
sites but from social networks, blogs, etc.

Okonkwo 2018

Privacy and Purchasing process offers consumers privacy andhyamie Parsons 2002
anonymity ty/pseudonymity

The asocial Some consumers may prefer impersonal purchasingegsdor Zellweger 1997
nature of pur- asocial reasons, or when they see verbal contdbtseiler as

chasing time consuming. The lack of physical contact withlless

14 S.L. Jarvenpaa, P.A. Tod@onsumer Reactions to Electronic Shopping on thed\Wide Web “Interna-
tional Journal of Electronic Commerce” 1/2 (199697) p. 59-88.

5P, Kangis, K. Rankirinteractive Services: How to Identify and Targes tew Markets‘Journal of Market-
ing Practice: Applied Marketing Science” 2/3 (1996)44-67.

18 R, Benjamin, R. WigandElectro Markets and Virtual Value Chains on theomfiation Superhighway
“Sloan Management Review'995, p. 62—72.

1 D.L. Hoffman, T.P. Novak, P. Chatterjg@pmmercial Scenarios for the Web: Opportunities @hellenges
“Journal of Computer-Mediated Communication” 1/94%).

B see 15.

19Y. Bakos, The Emerging Role of Electronic Marketplaces on Ititernet “Communications of the ACM”
41/8 (1998), p. 35-42.

2 H, Franz,Drowning in Information When Surfing the Web? Orir@owith the Flow [in;] Proceedings of the
33rd Hawaii International Conference on System i8me Maui, Hawaii, January 4-7, IEEE Computer Soci-
ety Press, Los Alamitos 2000.
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24 A.G. Parsond\on-Functional Motives for Online Shoppers: Why®iek, “Journal of Consumer Marketing”
19/5 (2002), p. 380-392.

5 p, ZellwegerWeb-based Sales: Defining the Cognitive BuElectronic Markets” 7/3 (1997), p. 10-16.
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creates no pressure to buy
Competitive Price as key factor in consumer decision makingpiarchase Radoén 201%
prices on the Internet;
Price reductions benefit from increased compettioh more Turban et al.
suppliers competing online, or due to lower operati 19997,
al/transaction costs, and manufacturers intermajiactivities; Benjamin & Wig-
Option to utilize price comparison sites and shogpagents’ and 199%°
sites to obtain and compare prices, increasingpteesure on

brand prices as lower price levels become transpare Radén 2012
Personalization/  Direct online contact with companies, opportunifi@sperson- Anckar 200%
customization alized interactions, product customization, eaagein physical

marketplaces

Source: Authors’ own study.

All the benefits listed above, encourage consumerbe active participants of the
online market, either by purchasing goods onlinehyusing the web as a source of in-
formation. It has been shown that customers whe et decided to use the Internet to
purchase goods, claimed to having used it as amnmtion source that ultimately lead
them to purchase items through traditional chafhef®r some customers, Internet is the
sole source information and the preferred shopgimannel, while others combine the
experience of online and offline shopping. An exemgf combining the two channels is
the practice of 'showrooming' - where customerst fitsit a physical store to experience
the product in person, and then make their purcbésleat product onling. This means
that the Internet can have impact on the consureeisidn making process from two
viewpoints. On one hand, giving consumers the dppdy to find out more about prod-
ucts, research the reviews and use comparison, tealding them to purchase online or
offline. The other viewis when consumers research and try the producfshysical
stores, then make purchases of those particulaupts online.

Apart from the recognition of the key benefitsamfline shopping, there has been re-
search carried out regarding the importance optitéicular benefits to customers. Studies
by Anckar showed that in respect to importance sigdificance, the most valued benefit
for customers is the convenience and accessibilitgsed on statements of over 80% of
surveyed customets Other studies by Activmedia and Greenfield (20€i)w that price
is another extremely important factor in the customiecision to make purchase online,
especially in casef clothing purchases - 60% of clothing purchaselne have been

% A, Radon Counterfeit Luxury Goods Online: An InvestigatidrConsumer Perceptigrilnternational Journal
of Marketing Studies” 4/2 (2012), p. 74-79.

27E. Turban, J. Lee, D. King, H.M. ChunBlectronic Commerce: A Managerial Perspecti®entice-Hall,
USA 1999.

% see 14.
P see 24.
Ogee 9.

3lsee 24.

52 Accenture, Luxury Shopping Survey Accenture Management Consulting, November 2012,
www.accenture.com/SiteCollectionDocuments/PDF/AtwexaLuxury-Shopping-Survey-Key-Findings.pdf.

B see 9.
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driven by the price factéf. All of these advantages and the hierarchy ofréhevance of
those benefits are greatly recognized by custonaed,strongly influence their channel
choices. However, the consumer perception of teet@nic marketplace is not complete
without the disadvantages and the barriers thabmess notice and experience, and these
will be analyzed further.

3.2. The barriers

Previously in the discussion the benefits of etadt market have been shown as a
very strong influence on the customer choice. kalg Anckar's proposition of analyz-
ing the consumer decision-making, it is essentalobk into the barriers of the online
purchase channel, as the consumers tend to evalleile preference based on the
weighted comparison of the benefits and barriere Key important influencers in re-
gards to online marketplace impediments have beesepted below.

Table 2. The barriers

The barrier Characteristics of the barrier Relevant Iiterature\
Quality evalua- Quality evaluation barrier as difficulty to ensutfeat tangible Kangis and Rankin
tion products presented online have the desired features 19965
Security risks  Transaction security over Internet Rose et al. 1999
Lack of trust Fear to be cheated when shopping online and tkefiess Jarvenpaa & Todd
1996-1997%", Hoff-
man et al. 1999
Service barrier Lack of personal service online Kangis & Rankin
1996°
Delivery times  Delivery times and the waiting time for delivery Anckar 200¥
Search difficul- Difficulties with locating stores, products and anhation Jarvenpaa & Todd
ties online, as a result of limited online skills of theers, and from 1996-1997*, Rose et
poor site usability al. 19992
Time- E-commerce as time consuming incl. time used faating Anckar & Walden
consumption product, price and product comparisons, registnati access 2002
services for purchases, etc.
Lack of enjoy-  Physical shopping experience found by customeexired and Jones 1999
ment enjoyable, electronic shopping cannot substitutestime leisure
experience
34 see 24.
*see 13.

% G. Rose, H. Khoo, D.W. Straub, Current Technolagimpediments to Business-to-consumer Electronic
Commerce, “Communications of the Association fdodmation Systems”1 1/16 (1999).

%7 see 12.

38 see 15.

¥ see 13.

“0see 9.

“see 12.

“2see 34.

4 B. Anckar, P. WalderSelf-Booking of High- and Low-complexity Travel drots: Exploratory Findings
“Information Technology & Tourism4/3—-4 (2002), p. 151-165.

4 M.A. Jones,Entertaining Shopping Experiences: An Exploratonyestigation “Journal of Retailing and
Consumer Services” 6/3 (1999), p. 129-139.
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Cost of entry Cost of acquiring or getting access to a computémternet Anckar 200¥

Limited experi- Difficulties operating computer or browsing websiteLow Anckar 200%
ence bandwidth connections, increased time consumptiwh eus-
tomer dissatisfaction

Source: Authors’ own study.

Regarding Anckar's previous studies applying ®ithportance of the barriers to the
customers, the key issue for the online shoppinthénview of customers is the quality
evaluation barrier. This means that the customand to fear that once they receive the
product they bought online, they will not be sag¢idfwith its quality. Kangis and Rankin
(1996) indicate that the need to touch and feelpttoeluct could be a dominating factor
for the customers to stay away from online puratgsAnother important aspect in the
view of customers is related to the security riel &ack of trust to the electronic sellers.
Customers fear that there might be a case of frgheh buying online.

4. CONSUMER PREFERENCES AND MARKETING

While on one side, the growing popularity of imetr and online shopping seem to
bring only some benefits to the retailers buy iasieg their sales and gaining new con-
sumer segments and wider clientele, there are igsedthat the Internet may harm the
brands. Researchers, including Sinha (2002) dhatethe spreading availability of infor-
mation possible to be obtained online about thedyets, prices and features can be a
threat to brands. This is explained as consumérstga much information regarding the
cheapest price options as a dangerous informatamsparency in the electronic market.
Chen (2001) claims that the possibility to compareducts makes the information that
brands provide redundant. He thinks that the kég @b brands is to represent the quality
of their products and showcase features that @ffiitaite a product or service from com-
petitive offering4’. The thread of the Internet in this context is ooty related to the
modern online shopper, but also to the traditianstomer who still prefers the brick-
and-mortar, now however the consumer can be infle@rby the Internet as the infor-
mation provider, not the shopping channel.

4.1. The consequences of electronic channels

Regardless of the preferred shopping channeh®ctistomers, the growing populari-
ty of Internet, and the visible benefits of theemmet not only as a market place, but also
as an information place, can greatly impact thailess and their market strategies, there-
by marketing actions. There have been a lot ofistucegarding the decreasing customer
presence in the brick-and-mortar stores, and hoimpsove the numbers of visiting cus-
tomers. These include increasing the appearanteeophysical store, creating the real
shopping experience in the store, limiting the ity of some products online and
selling them online on the spot. The companies,awew have to face the changes and
adhere their strategies not to lose more custofetrsto gain from the increasing e-
commerce popularity. As consumers increasingly gaganline and make fewer and

“see 9.
“®see 9.
47 see 24.
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fewer trips to stores and shopping malls, theresar®mus inquiries about how brick-and-
mortar shops that used to be the centers of corrigsmmean transforff.

Taking into consideration the view of adoption &kts and barriers, there are several
actions companies can take to improve their ontiverketing strategies to keep their
customers satisfied.

1. Make the Internet sites a true customer expeeieThere is a big group of consum-
ers who still prefer traditional shopping, but these of the digital world for the source of
information. This group of customers should be edsed as well. Improving the brand
website by the company, providing more productrimfation, better visual presentation,
special digital applications for quick product caripons, etc. could only benefit infor-
mation-seeking customers. By creating real onlikgegence on the company website,
the retailer would not only improve the brand ima@¢he company, but also increase the
confidence in consumers to purchase a particulzdymt and greatly influence the infor-
mation seeking consumer. As some of the buyersdadisicussions with the brick-and-
mortar stores employees, and do not like to engageal-life conversations, having the
possibility to digitally interact with the brandrttugh online-chats and using a variety of
applications for product search and product comspas can only enhance their shopping
experience.

2. Combine the in-store experience with the digita Some of the retailers have
been neglecting the importance of the in-store Ba&pee, by focusing mainly of nice
presentation of their goods and positive store apthere. Retailers have to focus on the
experiences in their stores. This is extremely irtgrd especially for the customers who
practice showrooming. Leaving the shop with positfeelings about the display of the
products, well-informed staff and in general grimastore experience, ensures that cus-
tomers are more likely to engage in online purctafsinat brand. Therefore, when cus-
tomers enter the store, they should be rewarddd mémorable experience - both regard-
ing the brand and service. Salespeople should bpmed with most modern means of
technology, tablets or mobile devices to betteveseustomers. If the shoppers want to
order out-of stock or customized items - the samé its employees should be capable of
fulfilling their needs.

3. Focus on customization. Ordering the one amyl costomized product has become
a big trend among online customers. Leveragingnentnarketing towards that trend,
could only improve the brand image and encouragtoouers to buy more products. This
can be done by addressing and targeting specifistbmer segments online and giving
them more selection opportunities and customizatiptions. This is related not only to
product itself, but also to delivery options, retynossibilities, etc. Companies who show
flawless service have better chances to fulfilttoogers' needs.

4. Improve user interface. While some of the anlgustomers are technologically
advanced, and easily operate in the online envieminthere are still some clients that
find it difficult to navigate through the online nkatplace. Simple and easy use of online
website ensures that the customers find pleasumnline shopping. Clear information
and simple navigation are crucial. Customer expegdecan also be improved by having
the possibility to quickly receive help and suppbrbughout the process of online shop-

ping.

“®gsee 1.
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5. Integrate channels smoothly. There is a neethéoretailers to look at their selling
systems as the entire landscape and no longerddiffate between the online versus
offline shopping experience. Companies should faoushe broader benefits and get the
understanding of full customer engagement acrdse@ath points with the company to
optimize the customer experience. This approachiressystems that can serve all inter-
actions, and quickly adapt to changes, and thiségole of the commerce platform. Re-
tailers who understand customers, respond to clsaiagéer and the leverage on technolo-
gy have the opportunity to thrive.
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MARKETING INTERNETOWY WYNIKAJ  ACY Z ROSNACYCH WYDATKOW
KONSUMENTOW NA E-COMMERCE Z UWAG A NA KORZY SCI
| BARIERY ADAPTACJI INTERNETU

Wspétczesny rynek oferuje klientom nie tylko zakwpyradycyjnych fizycznych skle-
pach, lecz take daje maliwos¢ wyboru rynku elektronicznego, ktéry zyskuje popntac
na przestrzeni lat. Kor#gi z rynku online zaaftaj wigcej klientdw do podjcia ich pierw-
szych zakupow w internecie, agsto powoduj zupetne zagpienie tradycyjnych kanatow
handlowych przez klientéw, ktérzy dokoguyszystkich ich zakupéw na rynku elektro-
nicznym. Firmy, ktére chcwyprzedz¢é preferencje klientdw, powinny uvmie obserwo-
waé zmiany na rynku i zastosowaowe strategie marketingowe oraz zmieobecne po-
dejcie do klientéw. Takie zmiany w strategiach bizrvegch mog jednak by dokonane
dopiero po wnikliwej analizie korZgi i barier wynikagcych z przygcia e-commerce@rzez
konsumentoéw. Z badavynika, ze istnieje wiele korzici dla klientéw wynikaice z tatwe-
go dostpu do internetu. Jednak dara réwnie napotk& bariery, ktére mogwptywat na
proces decyzyjny konsumenta i rzeczywistej aktydghnabywczej. Analiza tych korzgi i
barier mae w duwym stopniu wplywd na sprzedawcéw detalicznych i ich strategie rynko-
we. Biomc pod uwag wszystkie te aspekty, istnieje kilka dziatktore firmy moag podpé
w celu poprawy ich internetowych strategii markgtiwych, aby ich klienci byli zadowo-
leni. S one zwjzane z dbaniem o éwiadczenie klienta online oragckzeniem déwiad-
czeh konsumenckich w tradycyjnych sklepach Zwliadczeniami na rynku elektronicznym.
Inne kluczowe zalecenia gwigzane z wgkszym naciskiem na dostosowanie i popyany
terfejsu uytkownika i ptynnej integracji wszystkich kanatéwnsumenckich.

Stowa kluczowe:handel elektroniczny, rynek elektroniczny, kaicyi bariery interne-
tu, zachowanie konsumenckie
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UKRAINIAN LABOUR MARKET
FROM THE PERSPECTIVE OF POLES —
STEREOTYPES OR NEGATIVE EXPERIENCES?

Short- and long-term migration for economic purgosecame, within the last decade, a
typical and inseparable part of the Polish laboarkat. The most frequently chosen desti-
nations include, in most cases, Western Europeanties like Norway, while the United
States are chosen less frequently. What is impiprthe eastern neighbours of Poland al-
most never become the migration destination. A ipesan thus appear about the reason
for the above mentioned aversion to take up empémygrm this part of the continent. Is it
caused solely by factors of economic nature, osdbe source lie also in the area of the
usually quite negative image of Eastern Europeamtt@s? The purpose of this article is to
attempt to assess, using the example of the Ulraimarket, how the Polish employees
perceive the eastern labour markets and, moretwererify, to what extent these percep-
tions are a derivative of the functioning stereesjpor a consequence of own professional
experience. Obtained results show that the aforéomed market is perceived in a clearly
negative way, especially in the area concerningkyits conditions, and professional oppor-
tunities. Nonetheless, it should be pointed out thdact some stereotypes do exist — em-
ployees who had actually visited Ukraine, had thedéncy to evaluate the local labour
market slightly better than those who had nevenhkere.

Keywords: Ukraine, labour market, polish employees’ opision

1. INTRODUCTION

Migration for economic purposes, both temporary bomdj-term, has become a per-
manent aspect of the Polish labour market. Accordinthe estimation of the Central
Statistical Office, at the end of 2013, 2 millioA6lthousand Poles stayed outside the
borders of Polarfgd which constitutes almost 6 % of the populatidrshould also be em-
phasized that, in recent years, this amount has gemving, and more than 75 % of tem-
porary migrants remain beyond the country for asie.2 months. It can thus be presumed
that work in the country becomes less attractivespect, both for structural reasons,
reasons related to the labour market, as well asa@lsome social and cultural conditions.

1 Marcin Ggsior, PhD, Eng., Faculty of Management, Lublin Wmsity of Technology, Lublin, ul. Nadby-
strzycka 38d, e-mail: m.gasior@pollub.pl (corresping author)

2 tukasz Skowron, PhD, Eng, Faculty of Managemenblin University of Technology, Lublin, ul. Nadby-
strzycka 38d, e-mail: lukasz.m.skowron@gmail.com

3 Stanistaw Skowron, Prof. DSc, PhD, Eng., Facultianagement, Lublin University of Technology, Lir!
ul. Nadbystrzycka 38d, e-mail: s.skowron@pollub.pl.

4Informacja o rozmiarach i kierunkach emigracji zI§lo w latach 2004-20135US, Warszawa 2014.
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The literature indicates various reasons for thisagion. In the area of labour market,
the following processes can be specifiegtowth in the area of temporary work (em-
ployment for definite time), low level of net wagdsw level of minimum wage, and a
significant growth in the number of people belomgito the category of the so-called
working poor. Also important are the fiscal andiabcare solutions, which are more
beneficial in other countriésas well as, naturally, the difficulties with fiimg employ-
ment observable in Polahd

As it was indicated by the statistics, the dominamigration destinations include the
European Union countrigs1.789 million employees found employment thereihjch
constitutes more than 81 % of the leaving poputatdorway is the most important la-
bour market among the countries from outside th®faan Union. It is worth mentioning
that there are no former Eastern Bloc countrietherist, including Baltic republics.

Reluctance to emigrate in search of work to thenties of the Eastern Europe -
among others to Ukraine, being the subject of @dtieof this article - should be primarily
ascribed to the conflict with the abovementionesibdrivers, encouraging people to seek
work abroad. The most important discouraging facdomost likely the low - from the
point of view of a Polish employee - wage levelisltalso worth emphasizing that the
system solutions applied there, as well as the alignbf the employers, do not support
personal initiative of the employees and do notdbtlie sense of job security. The will-
ingness to invest in trainings and developmentetdtions between employees and em-
ployer is also missing, which ultimately is a sgbndiscouraging factor affecting the
employee$ Finally, one should note that people prefer coestwith higher standard of
living, higher economic growth and higher gross detit product as the destination of
their migration movement.

At the same time, it should be emphasized thatJkminian labour market, both on
the part of employees, as well as the employernsggles with a number of problems of
legal, financial and organizational nature, whidtectly translate into how it is perceived
and assessed, both locally and on the internatiareala. These problems may include,
among others, corruption, constituting a great earébr the entitieS, and organized
crime, in particular crime of economic nattireor the tendency to run business operations

5 G. Firlit-FesnakPolityka spoteczna w Polsce wobec wspoétczesnyotepéw migracyjnych. Préba diagnozy
i rekomendacijg,Studia Migracyjne — Przegdl Polonijny” 39/149 (2013), s. 22.

6 J. Adamiak et al.Wybrane aspekty regulacji podatkowych we wskazaksajach Europy jako potencjalny
czynnik wptywaijcy na emigragj, ,Zeszyty Naukowe Uniwersytetu Szcagskiego” 818, ,Finanse, Rynki
Finansowe, Ubezpieczenia” 2014/68.

7 M. Pasternak-MalickaRrzyczyny i skutki migracji zagranicznych mtodyahaRow; ,Zeszyty Naukowe Uni-
wersytetu Szczesskiego” 787, ,Wspoiczesne Problemy Ekonomiczne.b@liaacja. Liberalizacja. Etyka”
2013/7.

8 See e.gInformacja o rozmiarach i kierunkach emigracii...

9 0. Machtakova, Employee motivation in Ukrainian enterprise$Bicuuk couianbHO-eKOHOMIYHUX
nmocrimkens” 3/46 (2012).

10 M. Hanson, Transition in Ukraine Report Number 065 Escew 06 E, NATO Parliamentasembly, Brus-
sels 2006.

11 See J. Finckenauer, J. Shrothe Prediction and Control of Organized Crime: Eheerience of Post-Soviet
Ukraine, Transaction Publishers, Edison, New Jersey 2003.
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without registration and informal employment, asthmels to avoid contact with the tax
administration, which is not always f&ir

There are no studies on the scale of emigratiorfifi@ncial reasons to this country,
both long-term and short-term. The subject litemtwhen discussing the issues of migra-
tion movements between Poland and Ukraine, focusaally on Ukrainian employees,
coming to Poland and returning to Ukraine, ignorrrobably for justified reasons - the
Poled3.

A question can thus appear of how this market wéselgerceived in the event of of-
fering a wage level attractive for the Polish emgple. Is the observed unwillingness to
emigrate there only caused by financial factorss dra derivative of other variables?

The purpose of this article is the assessment wfthe Polish employees perceive the
Ukrainian labour market, both in its financial asise as well as in non-financial areas —
related to the image and social aspects, and tirerégd answer three research questions:
what is the perception of (1) image and culturetesl factors, (2) professional and work
environment, and (3) social and personal areasad llabour market, and how that per-
ception correlates with the fact, that employeedvatad not previously visited that country.

At the same time, an attempt was made to answegubstion of: to what extent this
perception is a reflection of the objective sitaaton the discussed market, and to what
degree it is the result of the prevailing prejudiead the functioning stereotypes. Addi-
tionally, the hypothesis that employees’ evaluatbnonsecutive areas improve in groups
of people who visited Ukraine once and more thaamtone had been tested.

2. THE ADOPTED RESEARCH METHODOLOGY

The research on the perception of the Ukrainiarketdvecame a part of a greater re-
search project, the goal of which was to assesattnactiveness and potential destina-
tions, as well as perspectives of cooperation betwide border areas of Poland and
Ukraine - from the point of view of employees, eaydrs and social dialogue institutions.
The part devoted to opinions of employees contdiis obtained by way of surveys,
carried out by means of a questionnaire coveringd@fables, concerning both the opin-
ion of the surveyed persons with regard to the idensd market itself, their susceptibility
to take up employment, as well as their expectatiamd experience, both these of em-
ployment nature, as well as others — educationmatpurist ones. At the same time, it
should be emphasized that, due to the fact thatlairket is demonstrably hardly encour-
aging in terms of economic incentives, the studyeced also the potentially important
macro-environment factors, going beyond the classmdels that explain migration
movements. As shown by research, these models] loae on the existence of appropri-
ate disproportions between the achieved, and ttienpal possible incomé&s do not

12 p, Rodgers, C. Williams, J. Round/orkplace crime and the informal economy in UkraiBmployee and
employer perspectivednternational Journal of Social Economics” 352908).

18 K. Iglicka, K. Gmaj,Circular Migration Patterns between Ukraine and &at} [in;] A. Triandafyllidou,
Circular Migration Between Europe and Its Neighbloowod: Choice Or Necessity®@xford University Press,
Oxford 2013, s. 166.

14 See e.g. A. Czarneckitrakcyjng¢ rynkdéw pracy malych miast w Polsce (dla lugtiomiejscowej
i dojezdzajgcych) ,Studia Ekonomiczne/Uniwersytet Ekonomiczny w détaicach” 144/1 (2013).
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explain in a complex manner the susceptibility ofpboyees to search for employment
outside the place of residence, as well as to plyssiturr®.

Perceiving the Ukrainian labour market by Polishptoyees was assessed in three
functional areas. The first one concerned the imagd culture-related aspects and cov-
ered such variables, as observance of legal régugaand public order, personal safety of
citizens, legal protection on the part of the statétude of the community towards for-
eigners, access to information, situation of thenemy, and quality of the public admin-
istration's operation. The second examined assedsarea was the set of socio-economic
variables, taking into account efficiency of thaffic and transport system, ease in com-
munication and ease in establishing personal ctmtpossibilities of spending free time,
standard of living, freedom of belief and freedofhspeech, living costs, as well as access
to Polish-language press and television, and Iateaccess. The third area focused around
employment and its conditions, and included wagellecompliance with regulations of
the labour law and occupational health and safetyS), stability of employment, possi-
bility to find employment, protection of an empl@yen the part of the state, career oppor-
tunities, honesty of the employers, as well as aphere in the work environment. The
respondents were also asked to make a generabéioalwf the Ukrainian labour market.
All variables were subjected to measurement usémgstep scales, low values of which
represented negative evaluation, high values -tipesvaluation. The research tool was
subject to validation, and tested during the pélodit carried out on a small group of re-
spondents.

The research sample was selected in a purposefuhed@from among the inhabit-
ants of the Lubelskie Voivodeship. Such a methodaofiple selection resulted from the
need to reach and recruit a fraction of people, hWad an experience with contacts with
Ukraine, both of employment nature, as well as rottaure, for example tourist contacts.
The research had been conducted in 2013 — thergfeh®uld be noted that it evaluates
the situation before the unrests that started bruay 2014.

3129 respondents took part in the discussed suinelding 1640 (52.4 %) women
and 1440 (46 %) men. The remaining group (1.6 %hefsample) did not indicate their
gender. The respondents included 892 persons iaghef 18 to 25 years, 744 persons of
26 to 35 years of age, 1053 persons aged from 3& tgears, and 271 people above 56
years of age. 169 respondents did not answer thgtign about their age.

The surveyed group included persons representingesuent possible levels of edu-
cation, as well as various professional statuspsrsons working on a full-time job, as
well as students, unemployed persons or persomsnitheir own business operations.
From among all persons covered by the research (8855 % of the sample) declared
at least one trip to Ukraine, a vast extent of Whigere tourist trips, and the remaining
part of which was business trips, commercial t@psl trips related to participation in
training courses. At this point, it should be pethtout that tourist trips were dominant
among persons who have visited Ukraine up to ttimes, whereas the persons visiting

15 See 0. Verkhohlyad, G.N. McLeaApplying organizational commitment and human cdgit@ories to
emigration research“European Journal of Training and Development/238 (2012), or D.S. Massey,
J. Arango, G. Hugo, A. Kouaouci, A. Pellegrizvdorlds in Motion: Understanding International Migran at
the End of the MillenniunmOxford University Press, Oxford 1999.

16 G.A. Churchill,Badania marketingowe. Podstawy metodologic¥gdawnictwo Naukowe PWN, Warszawa
2002, s. 500.
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this country more often, declared conducting bussnand commercial activities as the
basic goals of the visits, as well as participatioor conducting trainings.

For further discussion, an assumption has beenteddpat a situation, in which the
persons who have visited Ukraine evaluate the gissues better than the persons who
have never been in this country, proves the funaig of a specific stereotype, which - in
the course of the visit - was verified.

3. PERCEPTION OF THE UKRAINIAN LABOUR MARKET

The first analysed area includes the opinions wéifjard to the image and culture-
related aspects of Ukraine and the Ukrainian lalpearket (graph 1).

Graph 1. Perception of the Ukrainian market — thage and culture-related aspects
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The most important conclusion arising from the aeliempirical material is an ex-
tremely low assessment of all aspects subject adysis - as it can be seen, practically
none of the studied areas obtained the averaggraigher than 5.0. A certain exception
is the attitude of the local community towards fgners, in the case of which the average
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rating reached the value of 4.86 and is signifigadependent on the fact of visiting
Ukraine — the persons, who have never visiteddbimtry, assessed this attitude signifi-
cantly lower (4.48) than the persons, who havdadsbetween one and three times (5.03)
and more often (5.51). Lower ratings were giveadoess to information (3.83), situation
of the Ukrainian economy (3.40), personal safetgy AR and legal protection of citizens
(3.03), although in all these factors an insiguaifitincrease in their evaluations can also
be seen by groups, which have visited Ukraine. [blaest ratings were given to quality
of the public administration's operation (2.91) abhdervance of law and order (2.86).

At the same time, it should be emphasized thamast of the surveyed aspects, the
presented negative evaluation seems to be, to someat, a derivative of the popular
stereotype. The conducted survey (due to the natutike adopted scales, the U Mann-
Whitney’s test) demonstrated the statistically gigant (p<0.05) differences in average
ratings between a group of people, who have negéed Ukraine, and a group of people,
who have visited this country at least once, fotte presented variables, except for ob-
servance of law and order (p = 0.93) and qualityhef public administration's operation
(p=0.13).

Graph 2. Perception of the Ukrainian market — @sifnal aspects
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Extremely negative evaluations were also sharethéygecond of the examined areas,
concerning work in Ukraine and its conditions (dred — professional aspects). In this
case, again, none of the average ratings excebdedatue of 5.0, and for half of the ex-
amined variables, the average rating was below Gdhsidering the abovementioned
significant meaning of the economic factors and ftors related to work conditions,
these results seem to explain the reluctance a$hiPemployees towards the local labour
market to a significant extent.

In the discussed area, the highest ratings werendio atmosphere in the work envi-
ronment (average rating in the whole surveyed gnap 3.98), slightly lower - career
opportunities (3.22) and stability of employmentl@. The lowest obtained ratings were
for wage level (2.80) and compliance with the lablaw (also 2.80).

Comparison of average ratings, calculated separébelthe group of people, who
have never visited Ukraine and people, who havigedighis country at least once, again
leads to the conclusion of the existence of stadiby significant differences between
them. They take place for all analysed variablasept for compliance with labour law
(p = 0.44) and honesty of the employers (p = 0.25).

Graph 3. Perception of the Ukrainian market — spesonal aspects
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It is worth mentioning that, in this case, the agis of people who have never visited
Ukraine, and those who have visited the countryouiiree times, are relatively compara-
ble. Better ratings can be seen only among persems,have visited this country more
often. The presented situation most likely resfitben the fact that, on the one hand, the
question within this area related to work environtmevhile on the other hand, as it was
previously mentioned, from among the people frommgbcond group (1 to 3 trips), most
of the visits have been of a tourist or traininguna, therefore, these persons could not
have the occasion to learn the specific charadtéreoraised issues.

The last analysed area on the perception of thaibilan market included its socio-
personal aspects (graph 3). Firstly, it should dieah here that the perception of the sub-
sequent analysed issues was significantly betgar tineviously, although it was still quite
negative. The highest rating in this case was nbthby ease in establishing contacts, for
which the average rating calculated for the whoigneined sample reached the value of
5.35. The respondents gave a slightly lower ratimgossibilities of spending free time
(4.90) and living costs (4.88). The lowest ratimgse given to freedom of speech (3.31),
standard of living (3.63) and efficiency of commeation (3.69).

As previously, discrepancies in opinions can be aten of the surveyed persons, who
have never visited Ukraine, and of those, who hasied the country at least once. Sta-
tistically significant differences were observedaih of the examined aspects, except for
living costs (p = 0.35). At the same time, it stibbé noted that:

[1] In the case of freedom of speech, standard ofdivefficiency of communica-
tion, access to Polish-language press and televia®well as Internet access, the observ-
able differences correspond to the respondents hatie visited the country in question at
least four times. The respondents, who have viditkdhine up to three times, assessed
the mentioned aspects similarly to those, who mexer visited this country;

[2] Inthe case of freedom of belief, ease in commuiticapossibilities of spending
free time, as well as ease in establishing contdleésratings get systematically higher
along with the increase in the number of timessiimveyed persons have visited Ukraine.

4. SUMMARY

The conducted survey validates drawing a numbearoatlusions with regard to the
way Polish employees perceive the Ukrainian labuarket. The first issue that can be
observed is that this market is perceived in arkleggative way. This fact is proved by
both the previously presented evaluation of thalte®f the particular analysed issues, as
well as the comprehensive assessment of its avteaetss — the average value of answers
to the question given to the respondents concermiggneral attractiveness assessment of
the Ukrainian labour market amounted only to 3.@@den-grade scale of measurement.

Nonetheless, it should be noted that this stronglgative assessment seems to be, at
least to some extent, a derivative of the sterepfyqevalent among Poles. The first thing
that may prove its existence is the positive shithe opinion about the Ukrainian labour
market, which appears along with the increaseemitimber of visits to Ukraine, noticea-
ble both in a considerable part of the analysediléet issues, as well as in the case of a
general attractiveness assessment. The averagegeatang given by people, who have
visited this country at least once, but less thaur times, was 3.81, whereas the rating
given by people, who have visited at least fouesnreached the value of 4.25.



Ukrainian labour market from the perspective ofggol. 115

On the basis of the previous discussion, the asabpect to analysis of the way the
Ukrainian labour market is perceived can be diviohed three categories:

[1] Not related to the functioning stereotypes, orteglao very strong stereotypes,
difficult to challenge even during a personal stalyese may include any varia-
bles, in the case of which there was no differeéncassessment between people
which have not visited Ukraine, and those, who hagéed Ukraine, namely:
observance of law and order, quality of the pulticinistration's operation and
living costs.

[2] Potentially related to a functioning stereotypee trerification of which takes
place during a visit to the discussed country. Tiniup includes all variables, in
the case of which the ratings given by persons, tdnee visited Ukraine are
clearly higher than those given by persons, whah@wer been there. These in-
clude particularly attitude of community towardseigners, ease in establishing
contacts, ease in communication, access to infeomasituation of the econo-
my, freedom of belief and possibilities of spendireg time.

[3] Potentially related to a functioning stereotype Herification of which requires
a stay related to a deeper contact with the labmanket or the business environ-
ment. This group includes the majority of variabfesm the group of profes-
sional aspects, in particular atmosphere in thekveowironment, but also Inter-
net access and access to Polish-language presslevidion.

Secondly, it is worth emphasizing that, althougteih be presumed that a set of stere-
otypes functions to some extent, they do not cpmed in any way to the clearly negative
receipt of the discussed market. The positive ghiftie opinion about the Ukrainian labour
market among people having experiences with thaid&ris not significant and does not
validate putting forward a thesis that the peragptf the surveyed persons is highly
inconsistent with reality. An exception to this chrsion seems to include the variables
related to interpersonal contacts (attitude tow#mdsigners, ease in establishing contacts,
ease in communication) — in their case, we can eefam to positive opinions, especially
among people visiting the examined country oftenwell as to a large dissonance in
assessments between these people and the resowtierttave never been to Ukraine.

Finally, it should be noted, that the empiricaladbfad been gathered before the unrests
that took place in 2014. Nonetheless, that facttrposbably does not impair their validi-
ty. Obviously the market is perceived in such aatieg way that the recent events are
unlikely to make employee opinions visibly worse.
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UKRAI NSKI RYNEK PRACY W OPINIl POLAKOW — STEREOTYPY
CZY NEGATYWNE DO SWIADCZENIA?

Na przestrzeni ostatniego dzigsolecia krotko- i diugoterminowa emigracja zarobko
wa stata si typowym i nieoddcznym elementem polskiego rynku pracy. Do ngicej
wybieranych kierunkéw wyjazdéw nipa zaliczy w wiekszaici wypadkéw pastwa Euro-
py Zachodniej, Norwegj coraz rzadziej natomiast Stany Zjednoczone. Czngjacelem
wyjazdu prawie nigdy nieaswschodni gsiedzi Polski. Pojawi sic maze zatem pytanie o
przyczyny wspomnianej nieebi do podejmowania pracy w tejgzi kontynentu. Czy po-
wodowana jest ona wadznie czynnikami natury ekonomicznej, cagdto lezy takze w ob-
szarze zwykle d@ negatywnego wizerunku krajéw wschodniej Europyle@eniniejszego
artykutu jest préba oceny, na przyktadzie rynkuaifigkiego, postrzegania przez polskich
pracownikéw wschodnich rynkéw pracy. Ponadto zwikoyfano, do jakiego stopnia oceny
te g pochodi funkcjonupcych stereotypdéw czy konsekwepejtasnych déwiadczeé za-
wodowych. W trakcie prowadzonych bad&zna grupa respondentéw (3129 oséb) zostata
poproszona o ocerukraiaskiego rynku pracy w aspekcie jego aspektéw wizepwrych i
kulturowych, spotecznych i osobistych, jak rowinaferowanych perspektyw zawodowych.
Pozyskany materiat badawczy jednoznacznie i wnisaujawnit niezwykle negatywny ob-
raz badanego rynku w opinii polskich pracownikévajdbrzej postrzegane byly zmienne
zZwigzane z oferowanymi warunkami pracy i zatrudnienalepiej — chocianadal wzgd-
nie negatywnie — te dotygze spotecaistwa, w szczegolrai zas relacji interpersonalnych.
Roéwnoczénie naley podkréli¢, ze mazna mowt o funkcjonujcych stereotypach — wizyta
na Ukrainie w pewnym stopniu skutkuje popgaopinii na temat tamtejszego rynku pracy.

Stowa kluczowe:Ukraina, rynek pracy, opinie polskich pracownikow
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MACROECONOMIC CONSEQUENCES
OF NEW PRUDENTIAL REGULATION
IN THE BANKING SECTOR

This article presents the impact of new prudentagulations for banking sector and their
implications for GDP growth rate. Amongst large rers of new financial regulations that
have been created in recent years, the impactagélBIl and CDR IV/CRR was chosen for
analysis. This article was created for reviewingoesing. The aim of the paper is to create a
structured section of macroeconomic effects of BAsCRD IV/CRR). So far, the results of
researching the effects of the changes on theoeeprand the banking system analyzed by
different institutions - have led to different ctuions, which justifies the need to collect and
compare these results. However, it must be notedabnducting such studies is difficult due
to various assumptions that are implemented. Thi@ wigjective of paper was to assess the
impact of new prudential regulations for bankingtee Furthermore, it discusses the channels
through which changes in regulations translate @dmnomic growth and other macroeconom-
ic indicators. Additionally, an analysis of the ma&conomic impact of these changes in rela-
tion to the economies of the world and domesticketawas conducted. The results obtained
lead to conclusions that the consequences of ngulattons will lead to slight decline in fu-
ture growth of economy. Therefore, there are qaestiwhich arise regarding the desired de-
gree for regulation, its scope, scale, and tim@gehat the standards should be maintained.

Keywords: banking sector, economic growth, Basle I, cdgted liquidity regulations.

1. INTRODUCTION

The global financial crisis that has taken placeeicent years has resulted in a threat to the
security of the entire financial system. In orderavoid errors so far banking supervisory
authorities introduced a number of new regulatiaimsed to increase the safety of banks, as
an institution of public trudt These procedures have been forced by the dynehngicges
taking place in the area of risk in this mafi®n the one hand, the new prudential standards
were introduced to support the safety of banks. rElgelatory projects that were introduced in
the banking system are geared primarily to redbeeisks in banks. The introduction of new

1 Agata Gemzik-Salwach, PhD, University of InformatiTechnology and Management in Rzeszow
2 Pawet Perz, PhD, Eng., Rzeszow University of Teldgy, ul. Powstacéw Warszawy 8, 35-959 Rzeszow, (corre-
sponding author) e-mail: pperz@prz.edu.pl

3 K. Szymaiski, Konsekwencje kryzysu zattnia w strefie euro dla europejskiego i polskiegktsra bankowego
referat wprowadzagy Instytutu Bada nad GospodatkRynkowy do e-debaty, 2011.

4 M. Olszak,Polityka ostr@nasciowa w ugciu makrq ,Problemy Zargdzania” 2012/4, p. 8.
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capital requirements should help to increase tieesoy of financial institutions, but at the
same time to increase interdependence occurritigeirbanking systetnOn the other hand,
those new regulations impose stricter prudent@ahdards, which are very difficult to fulfill
and may lead to limiting the number of customensictv will be able to access to the credit.
There is a real danger that will lead to a dedimeconomic growth.

In the interest of supervisors and individual ecuoies it is to create such regulatory stand-
ards that will affect not only the strengthenedoiity of financial systems but also on the
development of the banking system and stimulatibreamnomic growth. The question is
whether it is possible to reconcile these two dbjes. Therefore, an impression arises that
the developed regulation are mainly a responsaémdial crisis and unilaterally set for pru-
dential purposes. There is a serious danger teaptbposed solutions will be contributed to
the creation of new, threats which have low redessconducted.

This article is for reviewing purposes. Its aintdscreate a structured section of macroeco-
nomic effects of Basel Ill (CRD IV/ICRR). For anal/saa study was conducted, where the
main focuses was put on the attempts to accessnihect of new prudential regulations for
the development of the banking sector and theitigapons for economic growth. In relation
to the objectives, the answers were searched édioftowing research problems:

Q1: What goals were accompanied by the introduaiiche new regulations?

Q2: What are the impacting channels of regulatbignges on economic growth?

Q3: What will be the macroeconomic effects of idtroing new regulations in the banking
system?

These issues have fundamental importance for nefspg to a question about the real con-
sequences of introducing new prudential standartiey allow verifying of stereotypical
beliefs about the need to introduce new highersinder financial regulations. It is necessary
to find a balance between the dangers of undetatgg, and the overregulating the banking
systemi. Amongst large numbers of new financial regulatidhat were created in recent
years, the impacts of Basel lll and CDR IV/CRR whssen for analysis. The analysis focus-
es on the macroeconomic effects of new regulatidetberately excluding the impact of
these changes on the size of the indicators raftpehe situation in the banks. Moreover,
these changes have also been indirectly includéudsrstudy.

2. MAIN CHANGES IN BASEL Il REGULATIONS AND OBJECTIVE S ASSOCI-
ATED WITH THEIR OCCURRENCE

Changes in regulation of capital and liquidity metbanking sector are presented in the
documents of the Basel Committee by banking sugiervi In Poland, the implementation of
these guidelines will take place through establishinon the basis of EU regulations: Package

5 European CommissioEuropean Financial Stability and IntegratipBrussels 2014.
6 European Banking Federatid®rinciples for a Successful Future of Banking indpe, Brussels 2010.

7 Bank for International Settlemen®asel Ill: A Global Regulatory Framework for More&tlient Banks and Bank-
ing Systems — Revised VersiBasel 2011-2013.
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CRD IVICRR, Directive 2013/36 / EU and Regulatidrttee European Parliament and Coun-
cil Regulation (EU) No 575/2013.The most importaatv solutions include:

1.

Clarification of the concept of equity, by descnipitheir categories and improv-
ing their quality - the new definition of own fundteve 2 categories: Tier 1 -
primary funds that are used to cover the losseas fiee normal courses of busi-
ness and Tier 2 - supplementary funds, which aesl s cover losses within
bankruptcy. Both definitions of these categoriegehiaeen strengthened. In addi-
tion, the list of deductions from own funds was axged and was permitted to
reference these deductions to CET1, abandoningaltigy to fulfill the re-
quirements with respect to capital adequacy ragimkans of short-term capital
(Tier 3.) The purpose of these changes was toaser¢he quality and transpar-
ency of the capital base of the banks.

Establishing quantitative liquidity standards - &aBl introduces two require-
ments: LCR and NSFR. LCRates that every bank must maintain sufficient
quality of liquid able assets to secure financiog30 days of any problems with
liquidity and is therefore designed to strengthenls' short-term resistance to
liquidity risk°NSFR%ensures the long-term liquidity. Long-term assetshsas;
Mortgages, should be funded by liabilities with atarity of more than one year.
NSFR standard is complementary to standard LCRethay they provide short-
term and long-term liquidify.

When increasing minimum capital requirements fanksa- the Basel Il intro-
duces an additional capital buffer in the form apital adequacy ratio based on
core funds. In accordance, the share capital igetthe value of at least 4.5% of
risk-weighted assets, which means that it has ¢oease my 2.5 % prove the
value before. This provision is designed to insecthe absorption of capital by
banks and at the same time increase their resfliemshocks on financial mar-
kets.

The introduction of new buffers (security and caurtyclical) - means that
banks will have to maintain a protective buffer itapof 2.5% of risk-weighted
assets and the countercyclical buffer ranging féoto 2.5% of risk-weighted as-
sets, depending on economic conditions. As in tle®ipus case, the introduc-
tion of these buffers is to reduce banks suscdipyilto external shocké. The

8 LCR is defined as the ratio of high-quality liquadsets to net inflows in the horizon of 30 daysis Value should
be at least 100%.

9 A. Gemzik-SalwachSkutki regulacji Bazylei Ill dla sektora bankoweagmspodarki “Annales Universitatis Mariae
Curie-Sktodowska. Sectio H. Oeconomia” 2012, p..200

10 NSFR is the quotient of the available resourcestatble funding and the required amount of staltelihg. This
relationship should be a number greater than ocaleéquL00%.

D.K. Rosati,Regulacje makroosttaasciowe a stabilné¢ sektora bankoweggBank i Kredyt” 2014, p. 392.

12 K. Kochaniak Kapitat regulacyjny sektora bankowego w Polsceleadzwizzai Bazylei lll, ,Zeszyty Naukowe.
Polskie Towarzystwo Ekonomiczne” 2011/11, p. 15%-16
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legitimacy of using this instrument was explained the negative impact of
banks' losses during the crisis in the sector aatigpher¥.

5. Determination of leverage - has to complementritiebased measure, which
operates within the framework of Basel Il. The leage ratio will apply from
2018, until now there predictions about future mtitens for couple of years, that
supervisory authority will monitor it.  Leverage imatvas set at a minimum of
3%. The purpose of this provision is to preventessive leverage of financial
institutiong*,

Assessment of objectives of newly created reguiatghould be considered as reasonable
and correct. The essence of the changes is thatstiree to strengthen stability of financial
system and its resistance to external interfereBfferts were made to ensure that the new
regulations prevent errors, which are the main eafsthe previous crisis, such as: insuffi-
cient capital, global assets financed by short-tsomrces of systemic risk - the interconnect-
edness and complexity of operations and the lackysfemic solutions for large institutions
conducting bankruptéy. New standards can be implemented gradually aeid ¢ffects will
be monitored, a target period to put them in al fueasion will be year 2019.

3. INFLUENCING CHANNELS IMPACTING REGULATIONS ON GROWT H OF
ECONOMY

Although the objectives pursued from creating newdpntial standards are reasonable
and logical, and are intended to secure solvem@reby protecting customers and the banks
themselves for losses or bankruptcy, their ineléa@onsequence of an increase in the cost of
financing®. The global economy is a system of connected i&ase systematic risk, which
tend to move through various channé&ansferring the regulatory changes on economic
growth takes place mainly through the credit charn@gall the proposed changes, the great-
est impact on economic growth is the introductiéreapital and liquidity standards. It is be-
lieved that stricter prudential requirements wdsult in increased interest rates on loans and
on demand for capitadfincreasing lending rates can be decomposed intbafdénancing,
risk premium, premium reflecting the market positaf the bank and premium reflecting the
sensitivity of the cost of capital on the volumeadns!®As a result from increasing prices of

3 H. HannounThe Basel Ill Capital Framework: A Decisive Breakiligh, Bank for International Settlements, Hong
Kong 2010; Narodowy Bank PolsKdpinia NBP w sprawie dokumentu konsultacyjnego Kpt&uropejskiej ,Po-
ssible further changes to capital requirementsdike”, Warszawa 2010.

14 M. Marcinkowska, P. Wdowiski, S. Flejterski, S. Bukowski, M. Zygierewio&ptyw regulacji sektora bankowego
na wzrost gospodarczy — wnioski dla Pqldlarodowy Bank Polski, ,Materialy i Studia” 20188 p. 53

15 E. MiklaszewskaDuze banki wswietle pokryzysowej architektury regulacyjnfin:;] Finanse w niestabilnym
otoczeniu — dylematy i wyzwanBankowdé, ed. I. Pyka, J. Cichorska, Wydawnictwo UniwerytEkonomicz-
nego w Katowicach 2012, p. 181.

16 3. Przychodzg Europejskie rynki finansowe w obliczu globalnegyeks ,Problemy Zarzdzania” 2012/4, p. 60.
17 R. KarkowskaKoszty ekonomiczne ryzyka systemowego na rynkisfingm, Problemy Zargdzania” 2012/4, p. 39.
18V, Gafrikova, R. Milic-CzerniakBazylea Ill — zmiany kapitatowe i ich konsekweng@ezpieczny Bank” 2011/4.
19 Basel Committee on Banking Supervisi®esults of the Comprehensive Quantitative ImpactySBasel 2010.
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credits, demand for consumer loans and investméhbe/ reduced. Consumer demand and
investment demand are components of GDP, which sn#aat a decrease in these numbers
will translate into a decreasing rhythm of economiiowth. In addition, changes in interest
rates are affecting the value of exports and ingpgitices and the value of financial assets.
Decline in GDP translates into a general deterionabf the conditions for the functioning of
society and leads to a further reduction in lendlog to increased credit risk.

4. IMPLICATIONS OF NEW PRUDENTIAL REGULATION IN THE BA  NKING
SECTOR WHICH STIMULATE GROWTH IN THE WORLD

Introduction of new prudential norms were precetiggublic consultation and research
studies of possible consequences. One of thesfuslies devoted to this subject was conduct-
ed by experts from the Basel Committee, the Banl8ngervision, from European Central
Bank and European Commissitithey show that the consequences of higher capaabs
ards and liquidity ratios translate into economiovgh to some extent. It has increased from
0.3% to 2.0% due to reduced frequency and likelihobfinancial crises. It is expected that
the probability of financial crises will be limiteéd seven Member States with range of 29% to
89%.The final analysis shows the advantage andfiteiné the new regulations that exceed
their costg?!

However, there are some doubts that Basel Comndite@ot estimate the exact cost of
applying new regulations. Attention is drawn to folowing issues: the additional capital
required for global banks, too broad definitiorsggtemically important banks, the separation
of banking activities of different legal entitidgwever it is not excluded that the introduction
of new regulations may result in further need giutations??

From another research from Bank for Internatioreitl8ments it turns out that increasing
banks' capital adequacy ratio by 1 percentage, oonatant structure of assets will result in
increasing interest rates by 15 basis points. Mgédtie liquidity requirements for banks leads
to a further increase in interest rates by arroPdebasis points. These studies were carried
out on the basis of data from the period 1993-20(7 6844 banks in 13 OECD countri&s.

According to OECD, macroeconomic effects from idurotion of new regulations will re-
sult in significant grow in GDP and rising unempiognt level. The introduction of new
standards will result in decline in GDP in the earea over the medium term range from 0.08
to 0.23 percentage points per year.GDP of main OEGUNntries (United States, European
area, Japan) according to calculations will declineange of 0.05 to 0.15 percentage points.
These changes are primarily due to increasing tradrgins. It is expected that by 2015,

20 |bidem

21 Szok regulacyjny a konkurencyfda rozwoéj sektora bankoweged. S. Kasiewicz, L. Kurkdski, Warszawski
Instytut Bankowéci, Warszawa 2012, p. 176.

22 K. Kalicki, Wplyw Bazylei 1Il/CRD4 na sytuacjsektora bankowegohttp:/alterum.pl/pdf/Dr_hab_ Krzysz-
tof_Kalicki.pdf (last viewed 19.09.2014).

22 M.R. King, Mapping Capital and Liquidity Requirements to Bamnding Spreads‘BIS Working Papers”
2010/324.
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lending rates will increase by 15 basis points0A2 of OECD countries - this means an in-
crease by 50 basis points. In general, increasapital adequacy ratio by one percentage in
the OECD countries translates into an increaseddicmargins of 14.4 basis pofiSimilar
conclusions were reached, by the authors of tperteAssessing the macroeconomic impact
of the transition to stronger capital and liquiditgquirements — Final Repgnivho presented
the research results, with average of 97 modetduding 42 models of national economies,
40 models, of International Monetary Fund and 15lel® of European Central Bank and the
European Commissidfi. It shows that the increase in the capital adeguatio by 1 per-
centage point will translate into an increase gdérmargins by 15 basis points and a decrease
in the effective demand for loans by 1.89%, ansd ttanslates into a decline in GDP of 0.22%
after 35 quarters after conducted changes. Thisiglgaiting the annual GDP growth rate by
0.03 percentage points. The studies focus on cencerof the factors that may mitigate the
negative impact of new regulations on interest sa@d economic growth. This means
strengthening capital base of many banks by retgiearnings, new issues and opportunities
for more efficient management of operating costse Ppotential for reducing the negative
effects of the new regulations is through carefigtananagement in ban#t is confirmed
that the impact of new regulations on the growtleafling rates in the long term will be neg-
ligible.

Studies of relationship between Basel Il and eooicogrowth in the long term have
shown that an increase in the capital adequacy katil percentage point, GDP would de-
crease by 0.09%compared to the baseline scenadothen with an increase in the demand
for liquid assets by a further 0.08% -0.15%.At ffaene time the forecast is to reduce the am-
plitude of the fluctuations in GGP

The Institute of International Finance estimated th 2015 the level of GDP for the Unit-
ed States, European are , Japan, the UK and Shaitdewould be about 3.2% lower than it
would be if the new regulations were not been thiiced (baseline scenario).The decrease in
the level of employment in these countries rate@garage of 7.5 million. The first adjusting
mechanisms have to raise the level of banks' Igndites and limiting access to them. Within
five years, it is expected that level of interesties on loans will increase, in countries with
364 basis points and the appearance of an addittapital requirement at the level of $ 1.3

24 p. Slovik, B. Cournédeylacroeconomic Impact of Basel IJIHOECD Economics Department Working Papers”
2011, s. 8-9.

25 MAGG, Assessing the Macroeconomic Impact of the TransttioBtronger Capital and Liquidity Requirements —
Final Report Bank for International Settlements, Basel 2010.

26 D.J. Elliott, Quantifying the Effects of Lending Increased CdpRaquirementsBrookings Institution2009,
www.brookings.edu/~/media/research/files/papersg28@4%20capital%20elliott/0924 _capital_elliott.pdf (last
viewed 19.09.2014); idem, Further Exploration of Bank Capita IRequiremeris$fects of Competition from other
Financial Sectors and Effects of Size of Bank orr@®eer and of Loan TypeBrookingsinstitution 2010,
http://www.brookings.edu/~/media/research/fileshraf2010/1/29%20capital%20elliott/0129_capital_nequent
s_elliott.pdf (last viewed 19.09.2014).

27 P. Angelini, L. Clerc, V. Cdrdia, L. Cambacorta, @erali, A. Locarno, R. Motto, V. Roeger , S. \Wen Heuvel,
J. Vkek, Basel Ill: Long-term Impact Economic Performancel dfluctuations “Federal Reserve Bank of New
York Staff Reports” 2011, p. 485.
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billion. However, it was considered that these te costs for short term, and longer-term
changes will bring benefits to achieving finanatdbility?®More detailed results of this esti-
mation are summarized in Table 1.

Tablel. Changes in GDP and employment in the gletahomy due to adaption of requirements-
Basel Ill in 2015

Change of GDP,

compared to the | GDP growth Employment

baseline scenario| (in percentage (in mi)lllions)

(percentage diffe- points)

rence)

USA -2,7% -0,6% -2,9
European area -3,0% -0,6% -2,8
Japan -4,0% -0,8% -0,5
United King- 5.5% 1.1% 1.2
dom
Switzerland -3,7% -0,8% -0,1
G3 Group -3,0% -0,6% -6,2
Total -3,2% -0,7% -7,5

Source: based on Institute of International Finafite Cumulative Impact on the Global Economy
of Changes in the Financial Regulatory Frameworkskhgton 2011, p.11.

The reports conducted by the International Monefamyd highlight the varying impact of
new regulations on individual countries, resultingm the level of economic development.
The relatively large decrease in the amount oftgifoans can be expected in countries such
as: Denmark and Japan, and less in the UnitedsSt&enerally the estimated increase for
granting loans will be by 16 basis points, whicHl wause a decrease in rate of change of
loans by 1.3% in the long teffn

Studies on the effects of the regulation were edraut also by the European Union. They
calculated that the increase in the capital adgqtet@ of banks by one percentage point in
the euro area will increase lending rates by 12shasints in the long term, which is translated
into a decline in GDP by 25 basis points over eiggdirs and 36 basis points in the long
ternt®,

In the face of such a wide variety of test resigitdifficult to assess the impact of new reg-
ulations on economic growth. Due to the differensgn adopting and creating various sce-

28 Institute of International Financ&he Cumulative Impact on the Global Economy of @eanin the Financial
Regulatory FrameworRWVashington 2011, p. 11.

2% T.F. Cosimano, D.S. HakurBank Behavior in Response to Basel Ill: A CrossabgquAnalysis “IMF Working
Papers” 2011, WP/11/19.

30 European Commissiofzconomic Impact of Changes in Capital Requireménthie Euro-area Banking sector
“Quarterly Report on the Euro Area” 2011/1.
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narios and assumptions, analysis that were obtanedractically incomparable with each
other. However, following the quantitative critaridhe negative correlation between the new
regulations and economic growth can be determined

5. IMPLICATIONS OF NEW PRUDENTIAL REGULATION IN THE BA NKING
SECTOR WHICH STIMULATE GROWTH IN POLAND

It is not possible to directly transfer the conans drawn from studies conducted in the
world for the Polish market. When assessing théigagpons of the new prudential regula-
tions for the domestic, the conditions and prospedtdevelopment of the Polish banking
sector should be taken into consideration. Degpigeundoubted growth of financial integra-
tion, also taking place in the area of banking ises?, Polish banking sector has many spe-
cific features. There are many indications thatkisain the countries of Central and Eastern
Europe are less affected by the previous crisis thanks from developed countdésin
should be noted that lower banking penetratiom riatiPolish Economy has different mode of
actions in the banks. Until recently, banks opamatn the Polish market have a surplus on
economic capital surplus over regulatory capitdle Thtroduction of new legislation on capi-
tal adequacy of banks and inhibited activity did result in a sharp increase in held capital
and sometimes lead to a reduction in the surplasvever, the new capital regulations may
significantly affect the changes in the capitaluiegments for specific areas and encourage
banks to changes its activity different areas ofrapions’®Presumably, the development of
the Polish banking sector will determine accesfngnce. It may be difficult because of pos-
sible occurrence of shortage of free capital otohaj scale and the perception of the smaller
markets, and thus Polish, as more risky and ldisble3*

For Polish market researched were conducted bynEiaSupervision Commission to in-
vestigate changes in economic growth under inflaeot Basel Il regulation. The study
showed that the increase in average capital adggatio may lead to a moderate increase in
interest rates on loans and a slight decline in @D®vth. Increase in the capital adequacy
ratio by 2.5 percentage points will result in coiapte with the study over the next four years,
growth in consumer lending rates by 0.56 percentegets and housing by 0.42 percentage
points, which means a decrease in demand for hgpusans by approximately 7.7%, 3.6%
consumer and least - corporate loans by 0.07%.Ttleseges should result in a decrease in
consumption and investment, it is projected thatdhwill be a decline in consumer demand

3! European Central Bankjnancial Integration in Europe2014.

32 E. Miklaszewska, K. Mikotajczyk, M. PawlowskBopst-crisis Regulatory Architecture and Central @bkt Euro-
pean Banks, The National Economy” 2013, p. -8.

33 G. Szymaska,Impact of the development on the capital adequegylations for safety, activity and effectiveness
of banks“Safe Bank” 2011/4.

34 E. MiklaszewskaBanki na rynku finansowym: problemy skali, efekiyéeni nadzory Wolters Kluwer Polska,
Warszawa 2010, p. 40.
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during this period by 20% and 6% of the investma@ihie result allow to expect a decline in
GDP of 8% over 4 yearS. These relationships are shown in table below.

Table 2. Effect of growth capital adequacy ratio2dy percentage points to the basic macroeconomic

parameters
Subsequent years of simulation
1 | 2 3 4
In percentage points
The CPI inflation (y / y) 0,00 -0,01 -0,02 -0,02
GDP (y/y) 0,0d -0,01 -0,04 -0,03
In percentages
Corporate loan 0,00 -0,01 -0,03 -0,07
Consumer loan -0,19 -1,48 -2,83 -3,64
Mortgage loan -3,8b -7,81 -8,25 -7,67
Overall loan -0,67 -1,83 -2,48 -2,95
Capital expenditure 0,00 0,00 -0,03 -0,06
GDP 0,00 -0,01 -0,05 -0,08

Source: based on P. Wdadiski, Makroekonomiczne skutki vigzych standardéw kapitatowych:
Analiza symulacyjna dla Polski, Komisja Nadzorudfisowego, Warszawa 2011, p. 21.

An independent study on the impact of Basel 11l &RD IV/CRR for banks was conduct-
ed by Marcinkowska, Wdowski, Flejterski, Bukowski i Zygierewicz36. The aysik con-
firmed the results of previous studies. That studgd 2 econometric models - The single
panel model and interdependent multi-equation satiart model (macro-econometric). Both
models have shown a positive and statisticallyifiggmt effect of the solvency ratio, liquidity
ratios and on level of interest rates on loan®itnganel model the attention is drawn to differ-
ences in sensitivity changes in the capital andgidity requirements for a group of large banks
and other bank& Influence of changes in WIBOR on interest rateradit provided by large
banks is lower than in smaller banks. Taking intccaint when the criteria adopted in the
research division of large banks and others, tisé diroup represented 65% of the total. It can
be concluded that the results which were obtairase melatively high importance.

The entire macroeconometric analysis was perforassdming a growth capital adequacy
ratio in the banking sector by 4 percentage pants liquidity ratios M2 and M4 by 50 per-

3 P. Wdowiski, Makroekonomiczne skutki ¥gzych standardéw kapitatowych: Analiza symulacyjiea Polskj
Komisja Nadzoru Finansowego, Warszawa 2011, p. 21.

36 M. Marcinkowska, P. Wdowiski, S. Flejterski, S. Bukowski, M. Zygierewiaz. cit, s. 144-146.

37 Banks were assigned to the "big banks" or "ofiagks" based on the average value of assets. iVis®d of the
panel relied on the assumption that the shareeotlerage assets of large banks (in the samplepreater than
5%. Mean values were calculated on the basis cithdable number of observations in the period7t2911. The
total share of the large banks in the sector wés.65
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centage points for a long period of time. The regeahows that increasing capital and liquid-
ity requirements in the Polish banking sector assalt of the adoption of Basel Il solutions
and CRD IV / CRR will reduce the level of GDP armbromic growth. The decline in GDP
growth is associated with a decrease in consumptimestment and lending. Limiting the
number of loans is expected to be mainly in the afehousing loans. Downturn may be ac-
companied by depletion of deposits, which in thaglterm contributes to the deterioration of
liquidity in the banking system. As a result, yanexpect an increase in the amount of non-
performing loans and the deterioration in the laiarket. In terms of numbers, these results
are presented in Table 3

Table 3. The effect of increase, in the capitabadey ratio by 4 percentage points and liquidity ra
tios M2 and M4 by 50 percentage points on the basicroeconomic parameters

Subsequent years of simulation |
1 | 2 3 4 |
In percentage points
GDP (yly) -0,05 -0,37 -0,31 -0,16
Unemployment rate 0,01 0,09 0,22 0,28
In percentages

GDP -0,05 -0,42 -0,73 -0,53
Corporate deposit -0,21 -1,40 -2,02 -0,38
Household deposit 0,00 -0,14 -0,65 -1,06
Corporate loan -0,07 -1,26 -2,08 -2,35
Consumer loan 0,90 -0,80 -2,20 -3,41
Morgage loan 0,00 -5,64 -9,35 -9,67
Total loans -0,02 -2,86 -4,69 -5,12

Source: Based on: M. Marcinkowska, P. Wdiski, S. Flejterski, S. Bukowski, M. Zygierewicz,
Whplyw regulacji sektora bankowego na wzrost gospzma— wnioski dla Polski, Naro-
dowy Bank Polski, ,Materialy i Studia” 2014, 305, 180.

6. CONCLUSIONS

The conducted analysis tried to show the possiblgact of introducing new prudential
regulations and how they impact development of eogn Results of the studies which fo-
cused on changes on the economy and the bankitgnmsynalyzed by different institutions
often led to divergent conclusions. Please noteahaf them were carried out using a large
number of assumptions, so the results should beettevith caution.

Most of the studies we can conclude that thererisah however unknown possibility to
slow down economic growth, moreover the analysithefBasel Committee on Banking Su-
pervision show that new rules will help to achiéngh enough level of stability in the finan-
cial markets and this should stimulate growth.AHer studies contradict this thesis. The most
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expected result of the new regulations that the attehof banks for equity will increase.
Threat to the stability of the financial systemlviteate pressure, which leads to solutions
which are mainly aimed at strengthening the seguwffitbanks and increase the possibility of
absorption by the effects of shocks that have arésea result of financial and economic cri-
ses. However, the development of new standardsdesla lacking wider aspects of economy.

The results for Poland are consistent with theltesd studies, for more developed econ-
omies. Also in relation to our country, inhibit @onomic growth is expected. Polish situation
is more difficult in comparison with other econosjibecause decision-makers in these cases
are outside the borders of our country, and thieénice of Polish Institutions that shape the
regulations is very limited. It can be stated thapervisory authorities more often call it
"Home bias", When solving global problems, theteation is based on minimizing conse-
quences for the domestic market, even if it caespenses for such banks in different coun-
tries.

Very often new regulations are based on the arsabfsphenomena that do not exist on the
Polish market, or are not important. The high lesetontrol for Polish banking system by
foreign capital has fair significance. Potentiaérsarios for banks to adjust to the new rules
will depend on macroeconomic conditions, on thedfividual situation and conditions in the
group in which have to operate. As a result offedkse considerations, it can be concluded that
there are no universal and timeless solutionsdhatbe applied to all countries. There is also
concern that the use of the new prudential norntisnet lead to achieving the desired effects.
Therefore there are questions about the desirecbéegf regulation, its scope and scale, as
well as how long the standards should be maintained
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MAKROEKONOMICZNE KONSEKWENCJE NOWYCH REGULACJI
OSTROZNOSCIOWYCH W SEKOTRZE BANKOWYM

W artykule przedstawiono wplyw nowych regulacji roghosciowych na rozwoj sektora
bankowego i tempo wzrostu PKB. Analiabjeto przede wszystkim regulacje zwane z wpro-
wadzeniem Bazylei Ill i CRD IV / CRR. Celem artyliusy przeghd dotychczasowych baflav
tym zakresie i préba upam@kowania wnioskoéw phygcych z dotychczasowych rozwah. Jak
dotad wyniki badania wplywu nowych regulacji na gospdga system bankowy esto prowa-
dzity do r&nych wnioskéw, co uzasadnia potrzegsomadzenia i poréwnywania tych wynikéw.
Jednak natey zauway¢, ze porownywanie takich baflgest trudne ze wzgtlu na réne zatge-
nia, ktére g dokonywane. Gtéwnym celem pracy byta ocena wptynewych regulacji ostte
nosciowych na funkcjonowanie sektora bankowego. Panadidwiono kanaly transmisji, przez
ktére nowe przepisy przektadagic na tempo wzrostu gospodarczego i inne \insié makroek-
onomiczne. Przeprowadzono analigptywu tych zmian zaréwno w odniesieniu do gospkida
krajowej, jak iswiatowej. Uzyskane wyniki prowadzdo konkluzji,ze wprowadzenie nowych
regulacji doprowadzi do nieznacznego spadku pregseivzrostu gospodarczego. W zzkiu z
tym pojawiag sie pytania dotyczce paadanego stopnia regulacji, jej zakresu, skali i azas
utrzymania.

Stowa kluczowe:sektor bankowy, wzrost gospodarczy, Bazylea dgulacje kapitatowe i
ptynnaiciowe
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THE NECESSITY OF EMPLOYEE EDUCATION

In terms of companies, education and training kgekonthe most important investments
in human capital. Although, education and trainiofj employees is a normal part
of the operation of many companies, all enterpriesuld be aware of its importance and
give it constant attention. The basis of employagcation is mainly to increase the potential
of human resources and human capital, which caossithe major part of the organization
and enables organizations competitiveness in thar lamarket and of course personal devel-
opment of employees. One of the most effective @pghres to learning and development of
human resources in the company is introducing gcehensive set of educational programs
and training. Through the vocational education @aihing of employees, the company may
achieve their greater loyalty to the company asd@ues. In addition, employees are led to
greater independence and have more opportunitiesefbfulfillment, especially if they are
provided with knowledge and opportunities for skiflevelopment in terms of their continu-
ing professional development in the company. Theepgaoints out to the importance of vo-
cational employee education and the role of lifgldearning. The aim is to analyze and
compare the employee participation in the actisitid lifelong learning at V4 countries.
Moreover, a separate attention is paid to partipan non-formal employer-sponsored ed-
ucation supported enterprises. The process ofitigafior enterprises in areas which can con-
tribute to achieving better results in terms ofpayate and continual improvements in busi-
ness processes through more efficient use of hyméential is currently one of the im-
portant activities in maintaining the quality ofrpennel. In general, the intensity and cover-
age of employee education depend on staffing glyatad company policy.

Keywords: human capital, formal education, non-formal ediecattirainings, employer-
sponsored learning activities

1. INTRODUCTION

The greatest asset of any enterprise is not fiaargapital, property, the amount
of equipment, or the products/services the entsgpoiffers. Human capital is necessary
to the success of any business, so the greatest @s®nterprise has is the people who
work for it. Employees as an accelerator of develept of intellectual capital are able
to bring their skills and talents, ideas and ckétito the enterprise. Also, employees
bring innovation, commitment and a desire to learn.

In recent years, a number of factors have come thegeto focus attention
on the economic role of human capital. One of thestmimportant is the rise
of the so-called knowledge economy, which reliss len manufacturing objects and more
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seat in KoSice, Tajovského 13, 041 30 KoSice, Hiava e-mail: barbora.gontkovicova@euke.sk
(corresponding author)
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on producing and managing data and informdti®ualified, properly structured and
professionally motivated workforce is essentiathe success of any enterprise. There-
fore, the main objective of personnel managementbeaconsidered as achieving a com-
petitive advantage through the strategic placenoérgkilled and dedicated employees
in the compand It is important to secure the required workfotoeptimise professional
and qualification structure and consistency ofrtheihaviour with strategic business ob-
jectives.

Education and formation of professional skills iegent modern society has become
a lifelong process, have to be permanent and takeaiccount the all actual needs induced
of reality of changes. And in this process playirgreasingly important role enterprise
and its organized educational activities. Nowadaysre and more employers aware that
the basis for the success in any kind of businegzaperly selected and professionally
competent staff. Forasmuch as development, comgneelations, market conditions and
other factors of production and business proceaselsiding services to constant change,
it is necessary in advance or continuously counthese changes and all employees sys-
tematically educate. Execution of the tasks theawimation, whose aim is to satisfy
the customer's needs in any area of business, sxpetave ready st&ff

2. DEVELOPMENT OF HUMAN CAPITAL

Human capital is broadly defined as comprising & afiindividuals’ own innate tal-
ents and abilities as well as the skills and lesgrthey acquire through education and
training. If we look at human capital from the corgte perspective, it is appropriate
to define it more narrowly, seeing it mainly as #héls and talents in a workforce that are
directly relevant to the success of a company eciip industry.

Employees are seen as a source capable of gegeeathtmomic benefits. This fact in
particular emphasizes the importance of human &lapis level can be increased, either
through formal education or various forms of ediscatind training in the workplace. In
terms of enterprises education and training belonthe most important investments in
human capitdl Enterprises have to keep their workforce curaerd competent. Many
past and traditional training practices are unébimeet these challenges.

Every employer tries to have qualified employees ttould participate in increasing
of competitiveness. This goal can be achieved mdy ¢hrough the correct choice
of employees and their motivation, but mainly bgwpding their permanent professional
education and development, which results in harmiogi an employer’'s needs
with the needs of his employées

The intensity and coverage of employee educatigeid on human resources strate-
gy and policy of organization. Some organizatiorefgr to recruit “finished” staff that is

3 OECD,OECD Insights. Human Capital: How what you knowpstsayour life 2007.

4 L. Bednarova, I. LiberkoJrends in the firm's organization and managem&ngnds in the development of
machinery and associated technolpBgculty of Mechanical Engineering, Zenica 2010.

> M. Majtan, et alManazmentSprint vfra, Bratislava 2007.

& M. AntoSova ManaZzmentudskych zdrojov v praxS F BERG, Kosice 2008.

" OECD,0p. cit

8V. Ali Taha, M. SirkovaVzdelavanie a rozvoj zamestnancBresovska univerzita v PreSove, PreSov 2011.
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technically fully prepared to do the job. On thentrary, others insist that their staff can
educate by employer, including training (e.g. comypworking with specific, often own
developed software). The approach of some organimto the educational activities is
unsystematic and unstructured often based on edorresults (it is paradoxically, as the
situation arises that educational activities argi@d out only if the results are good).

Education brings development of the organizatioteinms of improving the quality
of the workforce, managing know-how and the oveganeral level of informedness
at all levels of management, manufacturing andiseref each enterprise. Enterprises
have to keep the skills and competencies of theikferce currerif.

The society’s request for a quality workforce is@sated with the system of company
education where lifelong learning plays an impadrtate. The need for training of human
resources is a pillar and a key area of evolvikg@vledge society. In order to try to give
employees knowledge by further education, compasiesild be competing to create
a properly functioning motivational system consigtof motivational factors of a finan-
cial and non-financial natute

2.1 Learning, education, trainings

In present days, learning becomes a competitivepareaather than an annoying cost
factor. The success of each business depends nmotegh-quality employee perfor-
mance, which in turn requires high-quality traini@prporate executives are beginning to
understand that enhancing employee skills is tlyet&ereating a sustainable competitive
advantage. In the quest to remain competitive dayts labour-tight market, companies
are exploiting advances in technology to train emppés more rapidly, more effectively,
and at less expense than in the PBast

In the current knowledge economy, employees in r@argzation are considered the
key competitive advantage and the most importasgtaff an employee leaves an organi-
zation, they take the knowledge they have acquiriddthem. The loss of knowledge is a
potential threat to an organizations existenceg@safly if an employee with valuable
knowledge leaves to join a competifor

However, every organization has to understand aati/se the goals of its employees,
look for the connection with the key goals in ortierachieve effective learning thereaf-
ter. There is also a difference between learning) estucation — by learning, we under-
stand a process, in which people obtain new skilts experience, education is one of the
ways that an organization undertakes in order ppatt learning.

Education and training is the important way to degelopment of human capital and
therefore are an important part of lifelong leagnifEnterprises should ascribe deeper
meaning to staff training and devote them sustaigmtehtion. One of the effective ap-
proaches to training and development of human ressun the enterprise is the imple-

10B. Dugasoval’. BartokovaE-learning - the opportunity for SMEBN:] ERENET Profile Corvinus university
of Budapest, Budapest 2014.

11 E. GergelovaMotivation for Lifelong Learning in Terms of (Un)Blayment SEFI, Brussels 2010.

12 K. BachmanCorporate e-learning: exploring a new frontje&2000.

13 H. Urbancova, L. LinhartovaStaff Turnover as a Possible Threat to KnowledgessLdJournal
of Competitiveness” 2011.

4 A, Seiova, K. Teplicka, KCulkova, Utilization models of machines renovation in minawgnpany Bulgaria,
Sofia 2010.
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mentation of a comprehensive set of educationajnaras and trainings. These programs
focus primarily on the obtaining and improvemenkoéwledge, skills and abilities of
employees.

The main benefits of training are considéred

1. It has a positive impact on the current and futyesition and status
of the employee.
2. The trained employees have less probability of ieation and dismissal.

3. The trained employees have less risk of long-tememployment.

To retain their competitive edge, enterprises astatb give care to find out which
training techniques and delivery methods enhancévatmn, performance, collabora-
tion, innovation, and a commitment to life-longreiag'®.

Education and training of employees leads to higineductivity and profit. The basis
of the system of vocational education is to allommpany employees still expand and
update the theoretical and practical knowlédg&he aim of vocational education is to
eliminate the differences between the professiahtha job of the employees to increase
the prosperity of the enterprise, employee perfmeeaand employee competitiveness in
the internal labour market.

People of all ages in the workforce need to ramioually the level of their skills
what can improve their earnings prospects. Thamlsifficient skills, it is easier for them
to find new work if they lose their jobs. Unfortualy, adult training is not spread evenly
across the workforce. Employees who are youngerteawé@ higher levels of existing
qualifications are more likely to receive trainifrpm their employers. In effect, those
who need training the most — older employees aoskthvith limited education — have the
slightest chance to receivédit

Continued learning after initial education andrtiiag) is required to maintain and de-
velop skills, to adapt to structural changes anthni&al developments, for staying
in jobs, for career advancement or to get backtimdabour markét

Lifelong learning and the acquisition of knowledge work tasks which have to be
organized within small and medium enterprises (SMEs more complex than
the provision of access to courses and tradititeeining opportunities. It presupposes
communication or direct face-to-face contact betwiglividuals, needs instructors, stu-
dents, places — and most important: time for legyrsind understandiffy

The need for continuous formation of new skillsuiegs lifelong learning, in which
employees themselves have to assume some degneiiadive relating to personal de-
velopment. The company should regulate this imvtato be in accordance with current
requirements but also with its intentions in thetalt futuré’.

15 R. Blundell, et. alHuman Capital Investment: The Returns from Educatind Training to the Individual
[in:] Fiscal Studies1999.

16 K. BachmangCorporate e-learning: exploring a new frontje2000.

17 S. Ruinska, R. Riinsky, Partnerstvo univerzity a podnikov v regione akodpeklad regionalneho rozvaja
UPJS, Kosice 2008.

18 OECD,op. cit

19 European CommissioAdult participation in lifelong learning2012.

20|, Hamburg, Ch. Lindeckd,ifelong learning, e-learning and business develeptrin small and medium
enterprisesUniversity of Technology and Economics, Budaj2egi5.

2L J. Novak, Efektivny manaZment podniku a podnikatelské vzalgiv Filozoficka fakulta Univerzity
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The choice of an appropriate form of education ise cof the key factors
in the effectiveness of human resources developridmre are many different forms of
learning. In recent years e-learning became a pepular form of education with the
support of modern information and communicatioriedogies.

Training for employees provides sustainability e tcurrent job. Some companies
prepare employees, right from the start of theipleyment, with career plans which
automatically includes pre-planned educationalviéis and further steps towards build-
ing fully skilled positions and hierarchical intagjon within the company. Most of the
time the employer pays for this education but tmpleyee sometimes funds a percentage
of the cost&.

Vocational training and development of employeesnie of the prerequisites how to
handle with the new challenges of demanding busie@esironment. Education belongs
to the goal, but also the consequence of moderietyo®Requirements for the knowledge
and skills of individual in modern society are camgly changing, in order to an individ-
ual could work as labour force, have to constadtgpen and expand their knowledge
and skills. We are no longer at a time when a pediaing his economic activity made
do with what was learned during the trairfihg

Figure 1. Classification of adult learning

[ Adult learning related with job

{ Formal learning ‘ Non-formal learning
Sponsored Non-sponsored Sponsored Sponsored
by employer by employer

by employer by employer

Source: Self elaboration

After an individual entry to the labour market, dayers play a major role in human
capital development by sponsoring (mainly) non-fakrraining in order to maintain
productivity. There are a number of reasons thed lgs to assume that more-highly edu-
cated individuals are more likely to take part anfformal learning, particularly when it
is sponsored by employer, whereas the highly eddcind to work in more-demanding
and knowledge intensive occupations, which requinese training’. The positive rela-
tionship between educational attainment and ppet@n in non-formal adult learning is
confirmed by numerous studfés

22 E, GergelovaMotivation for Lifelong Learning in Terms of (Un)Rlayment SEFI, Brussels 2010.
23 M. AntoSovaManaZmentudskych zdrojov v praxgS F BERG, KoSice 2008.
24 OECD,op. cit

% H, Blossfeld, E. Kilpi-Jakonen, D. Vono de Vilher BuchholzAdult Learning in Modern Societies: An
International Comparison from a Life-course Perdpexs Edward Elgar Publishing, 2014.
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3. EMPLOYEES IN FORMAL AND NON-FORMAL EDUCATION AN D TRAIN-

ING

The following chapter deals with formal and nonaf@t education and training
in V4 countries by using Adult Education Survey &id Labour Force Servey.

Adult Education Survey (AES) provides an overview the participation
of individuals in education and training (formabmformal and informal learning). The
reference period for the participation in educatim training is the twelve months prior
to the interview. The survey focuses on people &fed 64 living in private households.
A pilot survey took place around the year 2007 afadting from the 2011 survey the
AES is carried out every five yedts

The EU Labour Force Survey (LFS) provides annu&h dar several education and
training indicators. For the indicator “lifelongadming”, defined as the participation
of people aged 25-64 in education and training. rEfierence period for the participation
in education and training is the four weeks priottte interview’.

Participation rate of employees in formal and nomal education and training in the
V4 countries, compared to the EU member statesiceptFigure 2 and Table 1. Due to
unavailability of data is the period observed fog EU 2007—-2013, while in the V4 coun-
tries we monitor development of indicator since 200

Figure 2. Participation rate of employees in fororahon-formal education and training

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

EU (28) +eeeeee (Z =«=HU == PL ====5K

Source: Eurostat,ifelong learning — LFS dat&2015
Available at: http://appsso.eurostat.ec.europaLeigtmow.do?dataset=trng_Ifs_11&lang=en

Participation rate of employees in formal and nomrfal education in the V4 coun-
tries in 2004 amounted to 5,3 % in Hungary and?8,i Poland. The values of the moni-
tored indicator in Hungary and Slovakia recordexhfrmentioned year mostly decreasing
trend. In Hungary, the value decrease from 5,3 98,60% in 2009 and 2010 and then
increased slightly to 3 %. In Slovakia, this deseeaas more pronounced — from 6 % to
3 %. By 2008, Poland reached the highest valubefrionitored indicator, but from that
year the leader in V4 countries is Czech RepulBiarticipation rate of employees in
formal and non-formal education and training in @&@ech Republic increased during 10
years by almost 7 % and since 2010 is the only tpuwith a higher indicator values
than the average values for the European Union.

26 Eyrostat Adult Education Survey015.
27 EurostatLifelong learning — LFS dat2015.
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The values of the correlation coefficient achieiredll countries show a strong, posi-
tive and statistically significant dependence wite percentage of those employees in the
total population (Table 1). The highest dependaesnadserved just in the Czech Republic
and the lowest in Poland.

Table 1. Participation rate of employees in fororahon-formal education and training

correlation
, avera | (with % of
2004 | 2005| 2006 | 2007 | 2008 | 2009| 2010| 2011| 2012 | 2013 min max ge population)

EU [118] : : 10,5/ 10,7| 10,5/ 10,4/ 10,1| 10,3| 12,1 10,1 | 12,1 10,8 0,955
Ccz 74| 63| 65| 6,7 93| 82| 91[13,9/13,2/11,8 6,3 13,9 9,2 0,999
HU | 53| 46| 41| 39| 33| 26| 26| 2,7] 2,8] 3,0 2,6 53 3,5 0,992
PL 85| 76| 69| 74| 66| 65| 72| 59| 6,0/ 58 58 8,5 6,8 0,944
SK | 6,0/ 56| 50| 46| 3,9] 30| 31| 45| 35| 35 3,0 6,0 4,3 0,988

Source: Eurostat,ifelong learning — LFS dat2015. [cit. 2015-02-13]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.daSetattrng_Ifs_11&lang=en

If we pay attention only to the evolution of thertgEpation rate of employees
in formal education and training, we come to thiéofeing conclusions (Table 2). In this
type of education are most involved employees itafband the average value of the
monitored indicator reached 3,8 %, which is theglterm above the average of the Euro-
pean Union. It is followed by Hungary, whose vatigereased from 3,1 % in 2004 to 1 %
in 2013. In contrast, the Czech Republic also is #eparate indicator reached mostly
growth, from 1,3 % in 2004 to 2,1 % in 2011. Thevdst average value achieved Slo-
vakia (1,5 %), in which positive growth until th@@ slowed down and in 2013, the rate
of participation has only 1 %.

On the basis of the calculated correlation coedfitiwe can state, that dependence be-
tween participation rate of employees in formaleadion and training and percentage of
these employees in total population is strong p@sitatistically significant. The highest
is observed in Hungary and the lowest in Slovakia.

Table 2. Participation rate of employees in forethication and training

correlation
avera | (with % of
2004 | 2005| 2006 | 2007 | 2008 | 2009| 2010| 2011 | 2012]| 2013 min max ge population)
EU 3,2|: : 29 2,8 29| 29| 28| 28| 28 2,8 3,2 2,9 0,837
CZ 1,3 1,7 14| 14| 1,71 19| 2,0 2,1| 2,0 1,9 1,3 2,1 1,7 0,967

HU | 31| 2,7| 24| 23] 19| 16| 13| 15| 14| 10 1,0 3,1 1,9 0,996

PL 43| 46| 39| 41| 3,7] 39| 39| 34| 34| 32 3,2 4,6 3,8 0,938
SK 12| 14| 16| 1,7) 18] 15| 16] 16] 11| 1,0 1,0 1,8 15 0,816

Source: Eurostat,ifelong learning — LFS date2015. [cit. 2015-02-13]. Available
at: http://appsso.eurostat.ec.europa.eu/nui/sh@dataset=trng_Ifs_11&lang=en
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Participation rate of employees in non-formal ediocaand training achieved signifi-
cantly higher values than in formal education améhing. The leader in this indicator is
the Czech Republic, where the minimum value of itidicator was reached in 2005
(4,8%) and maximum in 2011 (12,2%). Since 201G twuntry reached above-average
values also in comparison with the European Unlietdungary, the participation rate of
employees in non-formal education and training @2 decreased to 1% and from that
year again increased to 2,1% in 2013. Thus in &iayalso in Poland has decreased the
participation rate of employees in non-formal ediecaand training during the monitored
years (Table 3).

Even in this case, the value of the correlationffament monitored dependence be-
tween participation rate of employees in non-formdlication and training and percent-
age of these employees on total population is s&ong, positive and statistically signif-
icant.

Table 3. Participation rate of employees in nomaalreducation and trainifgy

correlation
avera | (with % of
2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010| 2011 | 2012| 2013 min max ge | population)
EU 96| : : 8,4| 85| 83| 82| 79| 81| 99 7,9 9,9 8,6 0,964
CZ 6,3| 48| 54| 54| 78| 66| 7,4|12,2|11,6| 10,2 4,8 12,2 7,8 0,998
HU 22| 20| 18| 1,7| 14| 10| 14| 13| 15| 2,1 1,0 2,2 1,6 0,974

PL 46| 33| 34| 36| 31| 29| 36| 2,7| 28] 28 2,7 4,6 3,3 0,908

SK | 49| 43| 36| 30| 22| 15| 16| 3,0] 24| 25 15 4,9 2,9 0,986

Source: Eurostatlifelong learning — LFS data2015. [cit. 2015-02-13]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.daSetatrng_Ifs_11&lang=en

Employers depend on continuing education as aftwansuring a highly skilled and
knowledgeable workforce. Individuals use continuatyication for upward career mobil-
ity, job enhancement and personal enrichment. TowereFigure 3 shows the participa-
tion rate in employer-sponsored learning activiigccupation.

Employer-sponsored learning activities are all\éiidis paid at least partially by the
employer and/or done during paid working hours.sT¢omprises formal education and
all categories of non-formal education and trair(jpgvate lessons, seminars, courses and
guided-on-the-job training).

During the reported period (between 2007 and 204rhployers most supported edu-
cation of managers, professionals, technicians assciate professionals. The highest
value of this indicator reached just Slovak Repuldilowed by Czech Republic. In the
area of the learning support of clerical supportk&os, service and sales workers by
employers reached in 2011 the highest participatid® Hungary. This country also rec-
ognized the largest increase in the reference amalidor the years 2007 - 2011. Participa-
tion rate in employer-sponsored learning activitidsskilled manual workers was the
highest in Slovakia in 2007 and in 2011 it was iangary. In promoting education of
elementary occupations achieved the worst resuland, while Hungary and Slovakia
best.

28 EurostatLifelong learning — LFS dat2015.
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Figure 3. Participation rate in employer-sponsdeadning activities by occupation
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Source: Eurostafdult Education Survey015. [cit. 2015-02-20]
Available at: http://appsso.eurostat.ec.europaLefstmow.do?dataset=trng_aes_124&lang=en

CONCLUSION

The process of employee training in enterprisesaigas which can contribute
to achieve better results in terms of corporate ematinual improvements in business
processes through more efficient use of human patencurrently belongs
to the important activities in maintaining the dtalof personnel. Lifelong learning is
an important factor in corporate culture, a priogiart of personnel policy and human
resources development. On the basis of the resfiltnalysis and comparison of V4
countries we can state, that the participation ohtemployees in formal and non-formal
education is the highest during the monitored pkniothe Czech Republic. The highest
participation rate of employees only in formal eshimn is in the Poland and only
in non-formal education is in the Czech RepubliteTarticle also briefly reviewed
the participation rate in employer-sponsored legyrictivities by occupation, specifically
of professionals, technicians and associate priofesls, of clerical support workers,
service and sales workers, of skilled manual warkerd also of elementary occupations.
According to this, employers most supported edoocatif managers, professionals, tech-
nicians and associate professionals.

This article was supported by the Scientific Grafigency of the Ministry
of Education, Science, Research and Sport of theaBIRepublic as part of the research
project VEGA 1/0708/14.
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KONIECZNO SC EDUKACJI PRACOWNIKOW W FIRMACH

Firmy i organizacje obejmajksztatcenie i szkolenie z najwdejszych inwestycji

w kapitat ludzki. Szkolenia pracownikéw obecnienstaig normalry czes¢ funkcjonowania
wielu firm, jednak wszystkie firmy powinny zdawaobie spraw z ich znaczenia. Eduka-
cja pracownikow sty przede wszystkim zwkszeniu potencjatu zasobéw ludzkich i kapi-
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tatu ludzkiego, ktory stanowi istarczesé organizacji i zwgksza ich konkurencyjrsé na
rynku pracy, oczywcie przyczyniajc s do rozwoju osobistego pracownikéw. Jeden z
najbardziej skutecznych sposobdw pddigj do uczenia sii rozwoju zasobdéw ludzkich w
firmie wprowadza kompleksowy zestaw programéw iodak edukacyjnych. Dzki dalszej
edukacji i szkoleniom pracownicy wykazuyieksz lojalnas¢ wobec firmy, a nawet wk-
sze zaangawanie w osjganie celéw korporacyjnych. Ponadto pracownicy magten
spos6b oagna¢ wicksza niezalenos¢ i znale¢ wigcej mazliwosci samorealizacji, zwtasz-
cza pod wzgidem wiedzy i maliwosci rozwoju umiegtnosci w zakresie ich dalszego roz-
woju zawodowego w firmie. W artykule zwrécono uwaga znaczenie pracownikéw
szkolnictwa zawodowego, kpksztalcenia ustawicznego. Celem analiza i poréwnanie
udziatu pracownikéw w dziataldoi ksztatcenia ustawicznego w krajach V4. Oméwiono
réwniez role w przedsibiorstwach edukacji pozaformalnej. Proces szkolefdaprzedsi-
biorstw w tych obszarach, ktére mpgie przyczynt do osagniecia lepszych wynikoéw w
zakresie korporacyjnego iagjtego udoskonalania proceséw biznesowych poprzedzieg
efektywne wykorzystanie potencjatu ludzkiego, jesecnie jednym z najwaiejszych
dziatah zmierzajcych do zachowania jaka personelu. Ogolnie intensyw§toi zakres
szkoler zalezg od strategii personalnej i organizacji politycznyc

Stowa kluczowe: kapitat ludzki, edukacja formalna, nieformalna lealtja, szkolenia,
zajcia edukacyjne sponsorowane przez pracogdawc
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REGIONAL FOOD PRODUCTS AND REGION-WISE
CONSUMER ETHNOCENTRISM

The article is an attempt to answer the questi@uithe relationship between regional
food and buyers’ attitudes as well as consumeroegmirism phenomenon. The concept of
regional products was defined by using both théndifn of the labeling associated with
this category in the legislation of the EU and temsed by practitioners and theoreticians
concerned with food market. On the basis of a ¢ literature, a number of benefits
generated by regional products were shown. Bothr thdividual dimension (benefits for
manufacturers, distributors and consumers), andatlvantages in macro scale were high-
lighted. Taking into account the latter, it wasrduhat the regional products may comprise
a direct response to the needs of the consumelnsetiinocentric attitudes. The choice of
this type of product can be not only attractive &lsb easy for them. Regional products, de-
fined as having a specificity related to the arkarigin, in most cases refer to the place of
manufacture when it comes to their names. It setbaishighly loyal to regional products
can be clients defined as ‘local patriots’, who bogers with high level of regional ethno-
centrism. A number of authors advocate the intridnoof this semantic category, besides
the broader term of ‘consumer ethnocentrism’. Téiegss regional differences in consum-
er's preferences as well as applying them in edagychoices, not only with national but al-
so local context. The article is a part of thisitre

Keywords: consumer behavior, consumer attitude, ethnosemtrregional food products

1. INTRODUCTION

Interest in regional food as a product categorPatand dates back to the period of
accession to the European Union and is associaitidtlve ability to support the devel-
opment of this sector by potential protection regis and EU grant tools. Polish produc-
ers take part in various schemes of geographichtations and traditional specialities
and use promotional activities funding for high-ifydfood market. Among 1274 protect-
ed symbols admitted in EU records, 36 concern tisiP@roducts. The highest number
are Protected Geographical Indications (19), Timdktl Speciality Guaranteed (9) and
Protected Designation of Origin (8)Along with the increasing interest in the proi@act
of regional products, market analysts and reseestheerest in that category increases,
too. The natural question is about the benefitsegiad by these products, that dg

1 jwona Oleniuch, PhD, Department of Enterprise, dgment and Ecoinnovation, Faculty of Management,
Rzeszéw University of Technology, Powstaw Warszawy 8, Rzeszéw 35-084, tel.: 017 865 12aail:
iwonaole@prz.edu.pl (corresponding author)

2 |zabela Cichocka, PhD, Chair of Quantitative Mekhdn Economics, Faculty of Economics, Universify o
Information Technology and Management, Sucharskizg®&Rzeszéw 35-335, tel. 017 866 1158, e-mail:
icichocka@wsiz.rzeszow.pl.

3 DOOR database: DOOR, http://ec.europa.eu/agri@ijuality/door/ (last viewed: 20.05.2015).
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facto, their relationship to the behavior and attitudésansumers, including consumer
ethnocentrism.

2. CONSUMER ETHNOCENTRISM IN THEORY

The concept of “consumer ethnocentrism” was intoedluby S. Sharma, T.A. Shimp
and J. Shirt,and comes from the work of W.G. Sumner from 1906 American soci-
ologist described ethnocentrism as “a way of seangording to which the own group is
the center of everything, and all others are scaledl rated with reference to fi'The
ethnocentric attitude relies on exaggerating ooets cultural heritage; perceiving of it as
the best as well as worthy of continuation andofeihg,” while minimizing the im-
portance of norms and values of other groups.

Consumer ethnocentrism, in turn, is a sense oforesbility, loyalty and morality of
buying products manufactured in a particular counEthnocentric consumers are in-
spired mainly by moral considerations. In theimign the purchase of imported products
leads to job losses, losses in the economy andpattiotic® and indirectly brings also
damage to them. So they prefer domestic produeés) ehen their quality is lower than
those imported, hence S. Smyczek depicts theircstas economic patriotism in the
sphere of consumptichEthnocentric attitudes have been strengtheneichigstof crisist?
in addition to the moral and emotional reasonsy@tkntric consumers are also guided by
economic motives! a sense of responsibility for the purchase of dsimeroducts and
the protection of local labour markigt.

3. THE ESSENCE OF “REGIONAL FOOD” CONCEPT

In Poland this term can be interpreted in diffenays, which among others is a con-
sequence of the fact that in three bills most irtgrdrfor food sector laws this category is

4S. Sharma, T.A. Shimp, J. ShiBpnsumer Ethnocentrism: a test of antecedents avdkrators “Journal of
the Academy oMarketing Science” 1995/23, pp. 26-37.

> W.G. SumnerFolkways: The Sociological Importance of Usageshias, Customs, Mores and Morals
Athenaeum, Boston 1906, p. 13.

¢ lbidem s. 13.
" A. Szromnik,Etnocentryzm konsumencki — istota i uwarunkowameavojy ,Marketing i Rynek” 1998/11, p. 9.
8 S. Sharmapp.cit.,pp. 26-37.

9 S. SmyczekEtnocentryzm konsumencki na rynku ustug finansowfief) Konsumencki proces decyzyjny
i jego determinantyed.E. Kiezel, Wydawnictwo Akademii Ekonomicznej im. K. Adardiéego w Katowi-
cach, Katowice 2006, pp. 105-140.

10 A, Alsughayir,Consumer Ethnocentrism: A Literature Revi¢imternational Journal of Business and Man-
agement Invention” 2/3 (2013), pp. 50-54.

1S, Smyczek, M. GlowikEthnocetrism of Polish consumers as a result obtbbal economic crisjg'Journal
of Customer Behaviour” 10/2 (2011), pp. 99-118.

12 See also: K. Corcoran, L.M. Albis#gro-food business strategies for Origin Labellegdricts, “Agrar-
wirtschaft” 2001/50, s. 5; G. Girau@onsumer Perception of Typical Food Products indpey; Paper pre-
pared for presentation at the Xth EAAE Congressplésing Diversity in the European Agri-Food System”
(Zaragoza, 28-31 VIII 2002), http://ageconsearch.eciu/bitstream/24833/1/cp02gi49.pdf (last viewed:
20.05.2015); K. Ittersum et allhe influence of the image of a product’s regiommdin on product evalua-
tion, “Journal of Business Research” 2003/56, p. 2155&danoCompetitiveness of Regional Products in the
International Food MarketPaper prepared for the 77th EAAE Seminar/NJF BeniNo. 325 ,International
Agricultural  Trade: Old and New challenges” (Hek§in VIII  2001), pp. 12-17,
http://wpage.unina.it/'vsodano/regional%20produdis(fast viewed: 20.05.2015).
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not defined. Neither does the Council of the EUjcitclarifies the concept indirectly
rather than directly, by determining which regiopedducts can apply for the status.

And so Protected Designation of Origin marking ref® an agricultural product or a
foodstuff:

- that comes from a particular place, region or cgunt

- the quality or characteristics of which are essdigtor exclusively due to a particular
geographical environment, including natural and anrfactors

- whose all stages of production take place in tHimeé geographical area.

Protective symbol of the Protected Geographicalchatibn refers to an agricultural

product or a foodstuff:

- that comes from a particular place, region or cgunt

- the quality, reputation or other characteristic abhare largely defined by its geo-
graphical origin

- whose at least one stage of production takes jette defined geographical ar€a.

For the sake of convenience and with regard to fian Union PDO and PGl indica-
tions, the common term "regional product" is widelsed. There are, however, authors
taking attempts to define the notion directly.

For M. Szczygielski "product is the effect of humagtivities associated specifically
with some geographic region — by specific condgiaf soil and climate, contributing to
the uniqueness of this product, or by separatditimaal for the region of the manufactur-
ing method, which is a part of this region’s ctdtuRegional product is thus identified
with the region and its culture and as such shbaltreated as the property of the regional
community"

According to M. Gsiorowski "regional products are agricultural prot and food
products, the works of a specific quality closedga@ciated with the area, clearly defining
what their area of origin or place of manufactweTiheir characteristics are: geographical
location and the fact that they are still produed and also usually the natural way of
production and processing®This definition is broadly consistent with the cept pro-
posed by the EU. In addition, the author stresBag tn this kind of products there is
often a criterion for traditional food (if you aquethat traditional methods are in accord-
ance with the natural production techniques), thowd course, it is not necessary. Both
authors agree with that in order to call a produwegional”, that it is the necessary to
develop traceable relationships of its charact¢h thie specifics of the area of origin. It is
not enough that the product was produced in a diveation (since it is typical of every
product), but it obligatorily must reflect the asigtion with the area of production (by
reputation, characteristics, traditions, etc.).

It is wrong, therefore of supermarket chains toeatize as "regional” products simply
made in the area of their business. This leadeweting the value of real regional prod-
ucts and losing their market potential. And thisli® primarily to the product's character-
istics, generating objective as well as subjechtieaefits, related to the perception of an

13 A regulation of the European Parliament and ofGoencil (EU) No 1151/2012 of November 21, 2012ttoa
quality of agricultural products and foodstuffs.

14 M. Szczygielski, Kujawsko-pomorskie produkty regionajnfv:] Materiaty z konferenciji, Zywnaiciowy
produkt lokalny szamsrozwoju obszaréw wiejskich. Promocja i budowa oynkPrzysiek, 5 IX 2006), Wy-
dawnictwo Kujawsko-pomorskiegoséddka Doradztwa Rolniczego, Przysiek 2006, pp. 4-6.

15 M. Ggsiorowski,Ochrona produktéw regionalnych i tradycyjnygAgro-Smak” 2006/2, p. 4.
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individual product as well as the whole categomorf the point of view of the relation-
ship to ethnocentric attitudes, most importanttaeebenefits that the category brings for
manufacturers and other exchange operators, asasdiie social, cultural and economic
profits. As indicated, the highly ethnocentric comer choses domestic products, even if
they are lower quality than imported, hence in thid, aspects of quality, safety, health
and other consumer’s benefits will be omitted dugekt length restrictions.

4. THE BENEFITS OF THE PARTICIPATING ENTITIES IN T HE EXCHANGE
OF REGIONAL FOOD

As demonstrated by the study of Slow Food Inteomati, regional food is generally
more expensive than its conventional counterpde price of traditional products of
regional character in Poland are higher by 30-4@#ile in Western Europe the differ-
ence may be as high as 200-258%his is confirmed by the observations of K. Krajew
ski and R. Zabrocki of 2007 .Unfortunately, there is no similar data for regibproducts
that are not traditionally labelled. One can, hogrewassume that their prices will be simi-
larly higher.

The proof of a growth of interest in these prodigteflected not only in higher prices
but also increasingly observed attempts at malakg products with a regional character.
Unfortunately, the phenomenon of copying produttis to its nature, is generally hard to
estimate, hence the lack of data from the growegjanal food market in Poland. The
scale of making fake products in Poland in gensraéflected in the data of Center for
Public Opinion Research from 2011. According testh 30% of Poles buy fakes (1077
people, a representative random sample of adulsiPpkople}® In accordance with the
assessments of the authors of the campaign "Bmaliidpo not buy fakes", the market of
making fake goods in Poland was estimated for al@@@ million dollars in 2012?
Among the most common fakes majority involves dlaghand footwear (65%) and cos-
metics (24%). Adulterated food can be from 1 to@fhe circulation of fake goods.

The EU reports that food and beverages are thahfaur the amount vulnerable to
adulteration product group. Considering the amadiriake goods seized by the EU offi-
cials in 2008, in the first place were tobacco 883 038 units), followed by the medical
products (11 464 381), the next two groups weréhizlg (7 955 344) and food & drinks
(3 022 482%! As Interpol reported in January 2015, operatigs@ 1V, whose aim was
to fight the production of fake food and beveraghsijing the period December 2014-
January 2015 resulted in confiscation of over @rfes of illegal producté. Interpol and
Europol are responsible for these operations, sifbport given by the Health Department

16 G. Lys, Swojskie jadtp,Rzeczpospolita, Dodatek Dobra Firma” (17 IX 2P0t 4.

7K. Krajewski, R. ZabrockiZarzdzanie produktami tradycyjnymi — problemy, potrz§lvy] Materiaty z
konferencji ,Rynek tradycyjneéywndaici o uznanej jakéi” (Ozaréw Mazowiecki, 10-11 XIl 2007), p. 45.

18 M. Feliksiak,Opinie o przemycie, podrébkach i pracy celnik@BOS: Komunikat z bada 2011, pp. 1-12.

19 Social campaign “Be original! Do not buy countége(2012), http://www.kampaniespoleczne.pl/ wyzkar
nia,4883,rusza_akcja_badz_oryginalna_nie_kupuj gimk (last viewed: 20.05.2015).

20 M. Feliksiak,op. cit.

2L http://ww.the-eu-and-me.org.uk/whats-in-it-forfighting-crime/tackling-counterfeiting-piracy (kas/iewed:
20.05.2015).

2 http://www.europol.europa.eu/content/record-seigtfake-food-and-drink-interpol-europol-operatiorasy
viewed: 20.05.2015).
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of the European Commission. One year earlier Opdarsulted in the seizure of more
than 1,2 tonnes of producs.

A factor that may somewhat increase the resistafcegional products to fakes is a
strong security and labelling system. On the onalhthe labels and markings contribute
to building the prestige of these products, resglih the temptation of making a fake. On
the other, it also comprises a part of the systépratection. As the authors of the report
‘Anti-Counterfeiting Packaging Market by Technolodyy Application-Global Trends &
Forecast to 2019’ believe, along with growing saalenaking fakes, also market of indi-
cations andprotection of original products will develop dynally. The authors assume
that the global anti-fakes, anti-tampering and entication market is predicted to grow at
a healthy CAGR of 14.1% between 2014 and 2019hiegdhe value of $128.6 billiott.

An additional benefit related to regional food nerkfound by K. Krajewski and
R. Zabtocki® based on data from French and Italian mafRétsa fixed demand. Ac-
cording to the authors, the high and stable denianthese countries is the result of,
among other things, local patriotism and a longgaing tradition of manufacturing food
products with a "recognized character".

Comparison of producers’ benefits in relation tgioeal food (this time not necessari-
ly traditional) can be found in the developmenttli§ category in the UK. Evaluation
repor’ indicates that many food manufacturers based their activities on regional
farms. In the case of farmers, production of "sjp&’ci- as a form of forward integration —
become an additional source of income, and by itz sification of activities, reduce risk
and improve the cost-effectiveness of the managemen

A positive aspect may be the fact that many redipraducts are made from local re-
sources. This has to do with the increasing cdgtahthe manufacturer, and eventually
also the consumer as to the quality and safethi@fésources. The use of local resources
rationalizes the costs of manufacturer, reducirgs ffor transportation and storage, and
macroeconomic scale can positively affect econognmnth in the region. Moreover,
small food producers have a direct contact withscamers; being observed, evaluated and
controlled by consumers cannot afford food fakestherwise they would lose their
source of inconté .

The benefits of the manufacturer can also be fairalregional stage in the life cycle
of food as an aggregate. According to K. Krajeweskd R. Zabrocki, national regional
and local brands have a potentially long life, hseathey are currently at the early phases
of the life cycle. After a period of socialist econy, Poland slowly rebuilds the potential
of regional food, trying to standardize the mods#lgroduction and consumption. Proper-

2 http://www.europol.europa.eu/content/thousandseerfake-food-and-drink-seized-interpol-europolraien
(last viewed: 20.05.2015).

2 |bidem

B K. Krajewski, R. ZabrockiRynek produktow tradycyjnych — szanse, potrzebyliwagci, [in;] Tradycyjne i
regionalne technologie oraz produktyzywieniu cziowiekaed. J. Dolatowski, D. Kolyn-Krajewska, Wy-
dawnictwo Naukowe PTZ, Krakéw 2008, pp. 101-121.

% |bidem

27 Defra, Regional Food Strategy Evaluation Report SeptemP@®5 http://archive.defra.gov.uk/ evi-

dence/economics/foodfarm/evaluation/regional/Chés2®1.pdf (last viewed: 14.01.2015), p. 3.
Hanyga K., Falszowanie zywndgici, ,Sprawy Nauki”, http://www.sprawynauki.edu.piiex.

php?option=com_content&view=article&id=3019:faszoneaywnoci&catid=304&Itemid=30 (last viewed:

19.05.2015).
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ly managed regional brands are thus an opporttmitgany years of success, as they are
just beginning to enter or return the market. Manel more large producers of foodstuff
are aware that, in order to increase the speedmjight want to promote Polishness and
regionalism of their products. This is particuladyident in such categories, in which a
reference to the tradition is a unique advantagerotiuct, for example. candy, water,
juices, dairy products, sausages, beer, alcohebubh local character the brand becomes
closer to the consumét.

In addition, manufacturers who choose to registel grotect regional product in the
EU can expect financial support for the organizaitd producer groups and the promo-
tion of their food.

5. SOCIO-ECONOMIC BENEFITS AT THE MACRO LEVEL

According to authors from the Ministry of Agricuteiand Rural Development, re-
gional food becomes a showcase of the region themits specific and unique character,
and by often artisan and laborious nature of prodogcgetting residents of an area in-
volved in local business developméhiThus, it creates the improvement of the economic
situation on the Polish country and in small towfise development of this type of manu-
facturing is beneficial for environmental, economaim social reasors.

In accordance witlThe Strategy for the Identification and PromotidnToaditional
Products the protection and promotion of regional produats traditional is one of the
most important factors of sustainable rural deveept. It contributes to the diversifica-
tion of employment, creates non-farm source of inepand improves farmers’ economic
situation3?

M. Btad points out that regional food products are speaifot anonymous, carrying
the message that is associated with the historgy Hfiow the consumer to "touch”, feel
and taste the specific area of origin. "The prodwith a soul" is for them not only tasty
and nutritious, but it is a part of the historytbé place. The purchase is a kind of contact
with this culture, tradition, history, communitpé nature of production area. The prod-
uct becomes "Ambassador" of the regidn.

J. Majewski recognizes a very wide range of prafitsa macroeconomic scale, refers
to a “multiplier effect”, that is an extension difet benefits described earlier, for the next
group of beneficiaries. As beneficiaries in thiqiext he mentions: farmers, gardeners,
fishermen, other suppliers, processors, distrilstemployees, owners of transport brew-
eries, distilleries, shops, markets and factorstangrateurs and hoteliers, the organizers of

2 K. Ertmaiska,Etnocentryzm konsumencki jako szansa rozwoju régigistudia Ekonomiczne i Regionalne”
4/1 (2011), pp. 63-68.

30 Regional and traditional productselease from the Ministry of Agriculture and RiuBevelopment on the il
Edition of the contest for the best project/initiatto promote the region through regional or tiadal prod-
uct, http://www.minrol.gov.pl/pol/Jakosc-zywnosaiddukty-regionalne-i-tradycyjne (last viewed:
14.01.2015).

3L A, Zygadto,Zieloneswiatto dla produktu lokalneggMozliwosci. Pismo spoteczne” 2007/2, p. 8.

32 Strategia identyfikacji i promocji produktéw traggeych Wydawnictwo Ministerstwa Rolnictwa i Rozwoju
Wsi, Warszawa 2004, p. 14.

33 M. Btad, Produkty tradycyjne i regionalne — znaczenie oraZlimosci rozwojy ,Wies Jutra” 10/99 (2006),
p. 47.
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the regional events, school owners and travel aggatirnalists, teachers, counselors,
local communities?

6. REGIONAL FOOD AND ETHNOCENTRIC ATTITUDES

Summary of the potential economic, cultural andegahpublic in nature leads to a
conclusion that regional products may constitutdiract response to the needs of the
ethnocentric consumer. The aspiration of this grotipuyers, is to support the national
economy, contribute to protecting jobs, take cdrhe national interest in the broad con-
text of both economic and cultural, environmentad aociaf® Similar thesis is formulat-
ed by K. Mazurek-topagska, according to whom “it is expected that in fhee of the
obvious manifestations of consumer ethnocentrisensttale of demand for differentiated
products will grow. Diversification of food expetitans dictated by the need to individu-
alize of consumption and ethnocentrism can prosid@pportunity for specific products,
especially associated with traditional methods mgibnal character®

However, it should be noted that due to the spewalire of the regional products,
namely their strong relationship with geographicalpecified area of production rather
than the country, as well as relationships withd¢bhkure or traditions often different for
certain, narrower social groups than the natioasehare products especially in accord-
ance with the attitudes you specify as regionah@&tbntrism. The introduction of this
concept has been proposed by, among others, Dieiiko et al¥’ F. Lenglet® and P.
Fernandez-Ferrién and B. Bande-VillThe last two authors, referring to the sociologi-
cal definition of ethnocentrism based on socialugs state that, in the context of indi-
vidual national economies, there are enough difieze that relate rather to subregional
ethnocentrism to a region rather than the courithys is confirmed by examination of
S.M. Burgess and M. Harris carried out in Southigsff® in which they define 14 social
groups with different preferences to domestic potsluBeing Zulus or Afrikaner have a
greater impact on the attitude to the product coremt than the feeling of being South-
Afrikaner.

34 J. Majewski, Turystyka kulinarna i kreowanie marki obszayRocznik Naukowy Wyszej Szkoty Turystyki
i Rekreacji im. M. Orfowicza w Warszawie” 2008/f.127-132.

35 See also: M.C. Aprile et alGonsumers’ valuation of food quality labels: theseaf the European geographic
indication and organic farming labeléinternational Journal of Consumer Studies” 2@62/pp. 158-165; S.
Chambers et all.ocal, national and imported foods: A qualitativieidy, “Appetite” 2007/49, pp. 208-213;
J.L. Hsu, H-P. Nienwho are ethnocentric? Examining consumer ethnoisentin Chinese societieslournal
of Consumer Behaviour” 2008/7, pp. 436—447; O. Keeniroglu, Market segmentation by using consumer
life style dimensions and ethnocentrisiBuropean Journal of Marketing” 33/5-6 (1999)480; R. Scarpa i
in., Product-Country Images and Preference HeterogerfeityMediterranean Food Products: A Discrete
Choice Framework‘Agribusiness” 21/3 (2005), pp. 329-349.

36 K. Mazurek-topadiska,Globalizacja w aspekcie wplywu na zachowania koeswki ,Marketing i Rynek”
2001/3, pp. 11-12.

37 D. Siemieniako et alNational and regional ethnocentrism. A case stuidger consumers in PolantBrit-
ish Food Journal” 113/3 (2011), s. 404-418.

38 F. Lenglet|nfluence of terroir products meaning on consumerpectations and linking&ood Quality and
Preference’32/C (2014), pp. 264-270.

% P. Fernandez-Ferrién, B. Bande-VilgRegional ethnocentrism: Antecedents, consequeanesmoderating
effects “Food Quality and Preference” 2013/30, s. 299308

405.M. Burgess, M. Harri§ocial Identity in an Emerging Consumer Market: H6ou Do the Wash May Say a
Lot About Who You Think You AfBIA — Advances in Consumer Researd®99/26, pp. 170-175.
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Also in Poland one can talk about regional speitjfi&€thnocentric-oriented consumer
will prefer domestic products over imported onag, &t the same time, it is possible that
among them will seek those from the Carpathian, rotdfrom other regions of Poland.
The consumer will be more closely identified wittetregion when they see a link be-
tween its decisions relating to the purchase ddllpcoducers and the development of the
region. Hence, the creation of regional and tradél products should be accompanied by
building consumer awareness regarding the reldtipnsf their purchases with the envi-
ronment!! According to F. Lenglet consumers with greater @owf regional ethnocen-
trism may be more vulnerable and susceptible tartipact of the regional characteristics
of the product (which specifies French teterroir), because their purchase allows them
to take pride in supporting not only the nationadmomy, but also the regional offélhe
promotion of employment as a motivation behind etlemtric attitudes, especially in
areas affected by high unemployment, has been wbdry Stoklasa, Starzyczna and
Zolotykova® in their research. Also the inhabitants of Subatimian province, inter-
viewed by Szromnik and Wolanin-Jarosz recogniterigurchase products of national
origin, because this gives employment to the PYles.

However, according to P. Fernandez-Ferrién and @dB-Vilela, there are still few
studies on the regional ethnocentrism, in relatiothe national analysis. Among the very
few there is an analysis of Turkish consumer beinaw E. Kaynak, and A. Kara. The
conclusions state that "a sense of connection thighsubregion was a clear indicator of
the level of ethnocentrism, which in turn has deteed preferences to local products".

Current regional consumer ethnocentrism seems tanbimteresting direction of re-
search, especially in the context of the develogroéthe market of regional foods. You
might want to take into account this perspectivalyses and eyeing attitudes and behav-
ior of Polish consumers, take into account not dhbir "economic patriotism" reference
country, but "small motherland”. This is increagynignportant in the current era of glob-
alization of the market, when its universality astdndardization of products and services
increases the need for belonging to the local conityin terms of geographical, cultur-
al, religious and languagéd.

7. CONCLUSION

Food produced in a specific and limited area brimggimber of advantages, of an in-
dividual (the consumer and producer) and macron@auc, cultural, social) character.
Regarding the latter, it seems to be a categoigtefests for the consumers with ethno-

41 J. Rachocka, A. SapaNspdlnotowa polityka ochrony produktéw regionalni/gtadycyjnych a etnocentryzm
konsumencki,Zeszyty Naukowe Szkoly Gléwnej Gospodarstwa BkiEgo w Warszawie. Polityki Europej-
skie, Finanse i Marketing2/51 (2009), s. 71-84.

“2F, Lengletop. cit.,s. 264—270.

“3M. Stoklasa, H. Starzyczna, L. Zotykov@gnsumer Ethnocentrism in MS Regitimternational Journal of
Social, Human Science and Engineerin{ 014), s. 2897-2900.

4 A. Szromnik, E. Wolanin-JarosBiagnoza poziomu etnocentryzmu konsumenckiego ®elakwykorzysta-
niem metody CETSCALEKonsumpcja i Rozwoj” 2013/1, s. 98-111.

4 E. Kaynak, A. KaraConsumer perception of foreign products: An analysi product-country images and
ethnocentrism“European Journal of Marketing” 36/7—8 (2002)928—-949.

4S, Tkaczyk, J. KotudalNowe trendy konsumenckie a sukces organizatfiszyty Naukowe Uniwersytetu
Przyrodniczo-Humanistycznego w Siedlcach, Serianiistracja i Zaradzanie” 2013/97, s. 23-41.
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centric attitudes. The choice of this type of prtdean be for them not only attractive but
also easy. Regional products, defined as havingactexistics related to the area of
origin, in most cases, refer to the place of mactufe, providing additional details to its
name (e.g. bryndza podhaska, kietbasa markowska, powidta krzeszowskie,).ett.
seems that a particular demand for regional preduowy come from so-called "local
Patriots", that is, consumers with a high levelrefional ethnocentrism. For the time
being, however, there is lack of adequate reseeactied out in the regions of Poland
that could verify this hypothesis.
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ZYWNOSC REGIONALNA A ETNOCENTRYZM KONSUMENCKI
W WYMIARZE REGIONALNYM

Artykut stanowi prok odpowiedzi na pytanie o relaciywnosci regionalnej z posta-
wami nabywcow i zjawiskiem etnocentryzmu konsumésmd. Na wsipie okrélono zna-
czenie pajcia ,produkt regionalny”, korzystag zaréwno z definicji oznac#enigzanych z
tg kategory w prawodawstwie Unii Europejskiej, jak i z oklen przywotywanych przez
praktykéw i teoretykow zajmagych s rynkiem zywnosci. Na podstawie przegdu za-
réwno literatury krajowej, jak i zagranicznej wykem wiele korzgci generowanych przez
produkty regionalne. Podié¢leno ich wymiar indywidualny (korZgi odczuwane przez
producenta, dystrybutora czy konsumenta) i kéozy skali makro (ekonomiczne, kultu-
rowe, spoteczne). Bigc pod uwag zwlaszcza te ostatnie, stwierdzowme,produkty regio-
nalne mog stanowt bezpdredni odpowied na potrzeby konsumentéw o postawach etno-
centrycznych. Wybér tego typu produktdw redoy¢ dla nich nie tylko atrakcyjny, ale i ta-
twy. Specyfika produktéw regionalnych jest definava jako zwizana z obszarem pocho-
dzenia — w wgkszaici wypadkéw odwotyj sie bowiem swaj nazwg do miejsca wytworze-
nia (bryndza podhatska, kietbasa markowska, powidta krzeszowskie.iyWydaje s, ze
szczegOlnie lojalni wobec produktéw regionalnychgmby¢ klienci okrelani mianem ,pa-
triotdw lokalnych”, czyli konsumenci o wysokim pomiie ,etnocentryzmu regionalnego”.
Za wprowadzeniem tej kategorii znaczeniowej, obmdreko rozumianego ,etnocentryzmu
konsumenckiego”, opowiadagsivielu autoréw. Podkiaja oni regionalne rénice w prefe-
rencjach nabywcow i kierowanieesprzez nich w codziennych wyborach konsumenckich
nie tylko kontekstem narodowym, ale i lokalnym. Njazy artykut wpisuje siw ten nurt.
Stowa kluczowe zachowanie konsumenta, postawy konsumenta, ettrgze, zywnosé
regionalna
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Anatoanii TAJIBYUK?
Karepuna JOAYX?

INPAKTHYECKASI IPOIIY CKHASL CHHOCOBHOCTDb
IMOJIOCBI IBUKEHUSA ABTOMOBUJIBHOU TOPOI'

B paborte mpencTaBieH MeTOI pacdeTa MPAKTHYECKOH MPOITyCKHOW CIIOCOOHOCTH TIOJIOCHI
IIBIDKCHHSI aBTOMOOHIIBHOI goporu. B pesynmbrare yBeIWYCHUS WHTCHCHBHOCTH JBW)KCHUS Ha
ABTOMOOMJIBHBIX JAOpOrax YKpauHbl, BO3HUKJIA HEOOXOOUMOCTh MPOBEACHUS aHAIM3a YCIOBHUH
JBIDKCHUSA U Pa3pabOTKU MEPOIPUATHH M0 UX YIyUIICHHIO.

CaMBIM METOJZIOM pEIICHMS ITHX 3ajay SIBISETCA NPOBEICHUE aHAIM3a YCJIOBUH ABIKEHUS Ha
OCHOBe rpa)uka MPaKTUYEeCKOW MPOMYCKHOW CIIOCOOHOCTH y4yacTka aBTOMOOWIBHON moporu. Ha
€ro OCHOBE pEIIAeTCsl BONPOC YAaCTUYHOM MJIM NOJHOW ee pekoHCTpykuuu. [lon uvactuunoi
PEKOHCTPYKIMEH MOHUMAaEM YBEJIMYEHHS MPOMYCKHON CIIOCOOHOCTH HAa OTACNBHBIX YYacTKaX HIIH
9JIeMEHTaX JOPOTH.

IIpakTudeckas MPOIYCKHAsE CIIOCOOHOCTh - 3TO MaKCHMAllbHO BO3MOXKHAas WHTEHCHBHOCTB
JIBIDKCHHS B CEYCHUH JOPOTH 32 SAWHUILY BPEMEHH B KOHKPETHBIX JOPOXKHBIX YCIOBUSIX.

KOHKpEeTHBIM TOPOXHBIM YCIOBUSM COOTBETCTBYET CPEIHsSI CKOPOCTh TPAHCHOPTHOTO MOTOKA,
a KaXHoll cpeqHel CKOPOCTH TPAHCIIOPTHOTO NOTOKA COOTBETCTBYET MpaKTH4YEeCKas HPOIYCKHAs
CIIOCOOHOCTb TOJIOCHI ABHKCHHS.

[IpakTHueckas HPOMyCKHas CIIOCOOHOCTh IMPHUMEHSAETCS MpPU: ONPEAETICHHH HEeoOXOAUMOTO
KOJIMYECTBA TIIOJIOC JBIDKCHHS Ha aBTOMOOWIBHBIX JOpOTaxX, IPOBEICHUU OIICHKE YCIOBHMA
IBIDKCHHS HAa  aBTOMOOWIIBHBIX  JOporax, OOOCHOBaHMH HEOOXOIMMOCTH  INPOBEACHUS
PEKOHCTPYKIIMH ~ aBTOMOOWJIBHOW  JIOPOTH WM  OTACIBHBIX €€  y4acTKOB,  pacuera
MPOJOJDKUTENIFHOCTH [HKIA CBETO(QOPHOTO pETyIMpOBaHUS [JBIDKCHHS aBTOMOOWICH Ha
MEePECeUCHUSIX U NPUMBIKAHUAX, aBTOMaTU3UPOBAHHOM PETYIMPOBAHUU IOPOXKHOTO IBIKEHHUS MO
Jopore, KOOPANHUPOBAHHOM PETYJIUPOBaHUM ABMXeHUs. [IpakTiHueckas mpomyckHas cocoOHOCTb
U3MEHSAETCS OT HAMMEHBIIEro 3HaueHHUs K Hanbonpiemy. HanMeHbas nmpakTudeckasi HpomycKHas
CIOCOOHOCTh COOTBETCTBYET KOJIOHHOM JBIKCHHUSI aBTOMOOMJIEH Npu cpegHel CKOpOCTH
TPAaHCIOPTHOTO MoToKa. Haumbomnbmmas mpakThyeckas MPOIYCKHAs CIHOCOOHOCTH COOTBETCTBYET
KOJIOHHOM JIBH)KEHHS aBTOMOOWJIEH I1pM MHHUMAIGHOM WHTEpBaia (BpEMEHH Mpoesna
JMHAMUYECKOTO Tabapura). [ paHuUIIbl H3MEHEHHS IIPAKTUYECKON TPOITYCKHON CIIOCOOHOCTH MOJIOCH
IBIDKCHHST OTIPENICIIIOTCST CPEIHEH CKOPOCTBIO CBOOOTHOTO IBIDKCHUS W CPEIHEH CKOPOCTHIO
COOTBETCTBYIOLIEH MHHUMAJILHOMY YaCOBOMY HHTEPBAIY.

KnioueBble cioBa: mpaxkThdeckas IPOIYCKHas CIIOCOOHOCTH, IOJIOcAa IBHXKEHHUS, COCTaB
TPAHCIIOPTHOT'O MOTOKA, CPEAHSS CKOPOCTh IBH)KEHHS TPAHCIIOPTHOTO MOTOKA

1. BCTYIUIEHUE

CymecTByeT TpH HOHSATHS MPOITYCKHOM COCOOHOCTH: TEOpeTHUECKas, paKTHIeCKas
1 MakcuMmanpHas. TeopeTmdeckasl MPOIyCKHAsi CIIOCOOHOCTH OTIPENENIIeTCs] Ha OCHOBE

! MMampunk Amnatonmuif, mpodeccop KadeApsl TPOEKTUPOBAHMS JOPOT, TEONE3NM M 3eMJIEYCTPOHCTBA,
HarmoHansHOro TpaHCIOpTHOTO yHHBepceuTeTa, yi. Cysopoga, 1,Kues, 01010,Ykpauna, pdkaf@ukr.net
2 Jlomyx Exatepuna, maructp (COOTBETCTBYIONIMiT aBTOp), accHCTEHT Kadeapbl MPOEKTUPOBAHUS IOPOT,

Te0e3UHU U 3eMileycTpolicTBa HarmoHaasHOTO TpaHCHOPTHOTO yHHBepcuTera, yii. CyBoposa, 1, Kues, 01010,
Vkpauna, ekaterinadodukh@gmail.com
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VIOPOUICHHBIX JAWHAMHYECKHX MOJENeH TPaHCIOPTHOTO TOTOKA. JIMCTaHIUS Mexmy
aBTOMOOWISIMH, KaK ¥ JUHAMHUYECKUH TabapHT 3aBUCHT OT KO3(PHUIMECHTA CUETUICHUS H
CKOPOCTH JIBIDKEHHS B OJTHX MOJENsAX. J[nmWHa JEerkoBOoro aBTOMOOWIIS BeIMYMHA
MIOCTOSTHHASI, HE COOTBETCTBYET (hPH3MUECKOMY TPOIIECCY (IIMHA JIETKOBOTO aBTOMOOMIIS
MEHSIETCS B 3HAYWTeNbHOM uHTepBate oT 2.5v mo 5.5v). Urak, Teopernueckas
HPOITyCKHAsl COCOOHOCTh M3MEHSETCSl B 3HAUHUTEJbHOM MHTEpBasie. DTOW NPOITyCKHOW
CIIOCOOHOCTH ~ COOTBETCTBYET €€ OINpENEJCHUS. O5TO MaKCHMaJbHO BO3MOJKHAs
MHTEHCUBHOCTD JIBUKEHHS B IIEPECCUCHNUH JOPOTH B €AMHUILY BPEMEHH.

MakcumanbHasi IpOITyCKHasi CIIOCOOHOCTD ONpeeNsieTcs Al y4acTKa JOPOTH BTOPOi
KaTerOpUH. FOPU30OHTANIbHAS, PSIMOJIMHEIHAS, IMPHUHA NIPOE3KeH yacTu 7,5 M, mupuHa
000uunnbl 3,75.Kak BUIHO U3 3TOT0 OOBSCHEHHS, PEUYb UACT O MPOIMYCKHON CIIOCOOHOCTH
JIETKOBBIX aBTOMOOWJIEH Ha YYacTKe IOPOTH BTOPOH KaTeTOPHUH TIPH KOHKPETHBIX
JOPOXKHBIX YCIOBHUSAX COOTBETCTBYET OIPENCICHHIO IPAKTHYSCKOH IPOITyCKHOM
CIOCOOHOCTH.

Ha pucynke 1.1 mpencrtaBimeH Tpaguk H3MEHEHHS MPOIYCKHOW CIIOCOOHOCTH B
3aBUCHMOCTH OT CKOPOCTH TPaHCIIOPTHOTO ITOTOKA.

JIunusa ABC u nunus A1B1C; xapakTepus3yroT U3MEHEHUE NPAaKTHUECKOH MPOMYCKHOM
CIIOCOOHOCTH COOTBETCTBEHHO JUIS JIETKOBBIX M TPY30BBIX aBroMoOwmieil. Kaxmomy
3HAQYEHHIO CKOPOCTH [BIJKCHHS COOTBETCTBYIOT Ppa3IMYHBIC DPEXKHUMBI JBHKEHUS
TPaHCIIOPTHOTO IIOTOKa OT CBOOOJHOTO K KOJOHHOTO M W3MEHCHHE WHTEHCHBHOCTH
nBrkeHus ot 1 o P aBt./4.

N, ast./u.
Prane
A
Pv1
B
A1
B1
PHaVIM
C
C1
0 >
Vo VA1 Ve V, km/u.

Puc. 1. I'padpuk u3MEHEHHS NPOMYCKHOW CIOCOOHOCTH B 3aBHCHMOCTH OT CKOPOCTH
TPaHCHOPTHOrO TIOTOKA

V, - cpensist CKOpOCTb JBHKEHHSI, COOTBETCTBYIOIIAs HAUMEHBILIEMY HHTEPBAILY
V, - cpeasist ckopoCTb CBOGOIHOTO PYXy ABHIKCHHSI

V, - cpennsist ckopocts
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3aBUCUMOCTh “HHTEHCUBHOCTH — CKOPOCTh ~ B THAPOJWHAMUYECKOW MOJEIH
NPUBECHA Ha PUCYHKE 2.
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CkopocTh, KM/uac
Puc. 2. 3aBUCHMOCTD * HHTEHCHBHOCTH — CKOPOCTH ~ B TUIPOJMHAMUYECKON MOIEITH

Io rpaduxy (puc. 2) BUAHO, YTO KAKJAOMY 3HAUCHHUIO MHTEHCHBHOCTH JIBUKECHHS
COOTBETCTBYET OIpe/ieJIeHHOE 3HaUeHue ckopoctu. Hampumep, B Touke A MakcuMallbHas
WHTCHCUBHOCTHh JBMKEHUS Na COOTBETCTBYyeT CKOpPOCTH IBIKeHUsS V,, a B Touke C
CKOPOCTh JIBHXKCHHUS OYJIET Ta ke, a UHTCHCUBHOCTh N OymeT MeHbIie 4eM Na.

Ha camom pnene ciemyer paccMaTpuBaTh TOJNBKO OJHY MPOMYCKHYHO CIIOCOOHOCTH -
MaKCHUMaJbHO BO3MOXKHOE KOJIMYECTBO aBTOMOOWJICH, KOTOpPOE MOXET MPOHTH B
TIepeCceueHNH JOPOTH B CIMHHUITY BPEMEHHU TIPU TaHHOM COCTaBE TPAHCIIOPTHOT'O TIOTOKA.
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IImoTHOCTB, aBT/KM

Puc. 3. 3aBHCHMOCTh "HHTCHCHBHOCTh - IUIOTHOCTB' Ui aBTOOe3n0B (kpuBas 1) m juist
JIETKOBBIX aBTOMOOMICH (kpuBas 2). Bee apyrune aBTOMOOWIH IO CBOCH cperqHei
JUIMHE pacIoyiaraloTcst Mexay auHusaMH 1 u 2. MuHHManbHas UIMHA JIETKOBOTO
aBTOMOOWIs paBHa 4,5 M, - oTBewyaeT JWMHWHM 2, a JJIMHA aBTO Toe3na - 12 M
COOTBETCTBYET JIMHMU 1.
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3HayeHHe MNPAKTHYECKOH IPOIYCKHOH CIIOCOOHOCTH MEHSAIOTCS HE TOJBKO OT
MHHHMAaJIbHOTO 3HA4YEeHHs 10 MaKCHMaJbHOIO, a ISl OJHON CKOPOCTH ABMDKCHHUS OHA
MEHSETCS Ha BEIMYHMHY CpPEIHEKBaJPAaTHYECKOTO OTKJIOHEHHMS, YTO XOPOIIO BHIHO W3
pucyHka 4.

N A
P
Ny
N,
N, N \\
I ——
0 \V; Vv VB \%

o 1

Puc. 4. V3menenue HpaKTI/I‘{eCKOﬁ HpOHyCKHOﬁ CIIOCOOHOCTH JJIA OZ[HOﬁ CKOPOCTHU ABUIKCHUS
Ha BCJIMUMHY CPECAHCKBAAPATUYCCKOTO OTKIIOHCHUST

VB — CKOPOCTh CBOOOHOTO JBUKCHHS ;

V1 — CpemHss CKOPOCTh IBHKCHUS |

N1 — MHTEHCHBHOCTb IIPX KOJIOHHOM JBH)KCHHH aBTOMOOMIIEH COOTBETCTBEHHO

ckopoctu V1 ;

N2 — MHTEHCHBHOCTB JBMKCHUSI ITPH CKOPOCTH V1, HO MeHbIe Ni ;

N3 - HHTEHCHBHOCTb COOTBETCTBYIOIIAsi CKOPOCTH CBOOOTHOTO JIBUKCHUSI.

[IpsmonuHeiiHas 3aBHCHMOCTh HUMEET JOCTOBEPHBIC 3HAUCHHS 110 WHTEPBAIy
ckopocty oT V110 Vg 1 uHTEpBasia HHTeHCUBHOCTH OT N2 10 N3

2. AHAJIN3 CYHIECTBYIOIUX METO/J0B 110 PACYETA
NPAKTUYECKOM NMPOITYCKHOM CITIOCOBHOCTH

[IpakTHyeckas MPOMyCKHast CIIOCOOHOCTH MOXET OBITh pPacCUMTaHa Ha OCHOBE!
-(hyHKIIMOHAJIBHBIX 3aBUCUMOCTEH, OCHOBaHHBIX Ha MOZEJISX TPAHCIIOPTHOTO ITOTOKA ;
-K03(h(PUIMEHTOB CHIKEHUSI TEOPETHYECKOH POITYCKHON cIT0cOOHOCTH;
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-(hyHKIMOHATIBHBIX 3aBHCUMOCTEH TOJIyYCHHBIX MPH HCCICIOBAHHU XapaKTEPUCTHK
TPaHCIIOPTHOTO MOTOKA.

Bech KOMIUIEKC (YHKIIMOHAIBHBIX 3aBUCHMOCTEH MOXHO Pa3/eiHuTh Ha CIEAYIOIUe
TPyIIbI

1). ®yHKIHOHAIbHBIE 3aBUCUMOCTH YIPOIICHHBIX JUHAMUYECKUX MOJIEINEH |

2). OYHKIMOHAIBHBIC 3aBUCUMOCTH THUIPOJMHAMUYECKON MOJENH, CIIEAOBAHUS 3a
JHUJICPOM ;

3). [IpsiMonuHeliHbBIE 3aBUCUMOCTH ,, HHTEHCUBHOCTh-CKOPOCTS” |

4) OyHKIUOHABHBIE 3aBUCUMOCTH Ha OCHOBE WCCIICAOBAHUN  ,,HHTCHCHBHOCTD-
CKOpPOCTB”

B pabore paccMOTpeHbl CJEIYIOIIME 3aBHCHUMOCTH HAa OCHOBE MOJEJeCi
TPaHCIIOPTHOTO TIOTOKA IO CBSI3H XapaKTEPUCTHK ,, HHTEHCHBHOCTh-CKOPOCTD

- YOpOUICHHbBIC AMHAMUYECKUE MOJICIH ;

- MOJIETIb CIIC0BAHUS 32 JIUACPOM ;

- THAPOJMHAMHUYECKasi MOJICIb ;

- mozens bupymn A.K.;

- Mojenb Tpudynckoro B.M.

Jns  mpoBeneHMs JAETaNbHOTO —aHalM3a pacdyeTa MpPaKTHYECKOH IPOITyCKHOM
CIOCOOHOCTH B3STO Yy4acTOK aBToMoOminbHOM noporu Kosener - bobposuma. Hopora IV
kareropud. MHTeHCHBHOCTS ABMkeHns 98 asr/u. CocraB TpancnoptHoro noroka : 40%
nerkoBeix aBromobmier, 50% rpy3oBeix aBTomoOmneit u  10% aBroGycos. [iuna
yyacTka — 4 KM, U3 HUX 2 KM [0 HACEJICHHOMY MYHKTY U 2 KM BHE HACEJICHHOTO MyHKTA.
CkopocTh mpoe3a MW paauyChl TOPU3OHTAIBHBIX KPHBBIX OINpPEENICHbl HAa OCHOBE
texHonorun GPS,a mmpuna npoesxeil yactv, 0OOYUHBI U PACCTOSIHUE BUAUMOCTH Ha
OCHOBE 3aMEpOB.

|
70 7
CkopocTh 60
TIBMDKEHUS, Zi 7
KM/4 50
40 7
30 G GA ALY,
7 7
CkopoCTh IBHKCHMs| 35 | 45| 35 | 55 |[2H03560|3950 /5% B (BEH 60 |46 74 |35 70
VHRHVRHOCTL M 00CTaB 98asr/u 40%erkoBbx, 50%py30BbX, 10%mBrobycod
IpononeHEIA yKIOH 0 0 0 0
PoBHoOCTB 100 95 90 90
Ipyma npoesskeil yacTi 2-6-2 2-6-2 2-6-2 2-6-2
nan I I I I I I
[l HaceaeHHbIHI T NYyHKT
TOpH30HTATBHbIC KPUBBIETS\ S 15012} 72 % H @ m %% @ 55\4) w
Km + 20 21 22 3 24
N Y T T T Y

Puc. 5.'padux ckopocTy IBMXEHHUS 10 aBTOMOOMIEHOIT nopore Kozernen - Bo6posuna
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Tabmuma 1. CpaBHUTENBHAS TAONNIA TPAKTHYECKON IIPOITYCKHOM CIIOCOOHOCTH

g
o
o]
a a
A A A = 5
| 2| 2| & | & |9
2 B B S E g s .
! 2 = = = = S s <
s 5| 8| 3| g E.| ¢ : |
= g ¥ g g 5~ = m = M ;
2 1] 3 2 S O~ sl w = = =
g g g 5 g £<| = s 8 £
= S = B 3 g < 8 3 5 H g S
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27 1432,3| 989,4 1279,6 1251{6 1224,9 136b,2 140825 | 713| 2089,7 2453
28 1464,4| 9925 1299, 1247{2 1220,6 1389,3 140895 | 713| 2016,2 2392,
33 1608,1| 9959 1381,y 1204{2 11889 1481,6 135525 | 713| 1648, 2087,
36,8 | 1706,0f 988,72 1429 11540 1157,7 1520,1 12pb425 | 713| 1369, 1855,
39,5| 1769,7| 9784 18720 11122 11383,3 1530,8 21p(725 | 713| 1170, 1690,
43,8 | 1862,2| 957,66 1487p 10390 1092,8 1519,5 930,725 | 713| 854,41 1428,
49,7 | 1976,1| 925,2 1516,/ 931,81 1037,5 1447,1 51p,025 | 713| 420,59 1068,
56,9 | 2095,7| 880,8 1532, 800,55 972)2 1269,6 158,825 | 713| 108,8 629,8
58 2112,1| 873, 1532,y 781,00 962,52 12339 278,125 |7713| 189,7 562,8
59 2126,8| 867,47 1533,p 763,41 9538 11994 3855 5 [7Z13| 263,2 501,83
72,4 | 2301,3] 7859 15198 549,00 848,20 555,0 224125 (7713 | 1249 315,2
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3000,00 —¢—I[epBas THHAMHYECKAT MOIETh
2500.00 —i— BTropad ITHHAMHIECKad MOJETb
2000,00 ~—#— TpeThA AHHAMHYECKAA MOJETh
1500.00 —<=THAPOIHHAMITMECKAA MOIETh
1000.00

=== Y IpoNIeHHa1 JHHAMHYECKAA

\— Mogens (bapyaa AK.)
500,00 ;

=0 Moe1s cTeTOBaHHA 3a

HMHTEHCHBHOCTL ABHIKEI TS, anT/u

THIEPOM
0,00 ‘ ‘ | _
2 10 60 30 TpuOvHebkHHE B.M.
-500,00 % —
-1000.00 \ TepMaHiT
-1500,00 Xowmsax A.B.
-2000,00 BruaTsiHCKHE A A.

CKOpOCTb JBILKCHHA, KM/T

Puc. 6. I'paduk QyHKIMOHAIBHBIX 3aBHCHMOCTEH , HHTCHCHBHOCTH - CKOPOCTh” Ha OCHOBE
CPaBHHUTENBHOI TabIHIIBI

PaccunTaB mpomyckHyro crocobHocTs misi ckopocteit ot 20 mo 90 kM / 4, BUaUM
GOIBIIIOC PACXOXKACHWE 3HAYCHHUM TPOIYCKHON CIIOCOOHOCTH Ui OJHOTO 3HAYCHHS
ckopoctd. I103TOMY HY)KHO HaWTH 3aBHCHMOCTB, KOTOpas Hanbojee TOYHO OTpakaia
(hu3MUYECKUIl CMBICIT JIBUKEHHSI TPAHCIIOPTHOTO MMOTOKA.

3. ICCJAEJJIOBAHUE CPEJJHEA CKOPOCTHU TPAHCIIOPTHOI'O IIOTOKA

B ycnmoBuAx BBICOKOII MHTCHCHBHOCTH IBMKCHHS OOINBIIOEC 3HAYCHHE TMPHOOPETArOT
BOIIPOCHI OIIEHKH TPAHCTIOPTHO-3KCINTYyaTAIIMOHHBIX Kau4eCTB JOPOT ¢ MO3UIMHA IPOITyCcKa
MMOTOKOB aBTOMOOMICH. CpenHsisi CKOPOCTh JABIXKCHHS SBISCTCS OCHOBHBIM ITapaMeTpOM
UL OICHKH TPAaHCIOPTHO-IKCIUTYaTallMOHHOTO COCTOSIHHS aBTOMOOWIIBHOHM JTOpOTH.
CKOpOCTh [JBW)KCHUS MOXHO YCTAHOBUTH ITyTEM HEIOCPEICTBEHHBIX HM3MEPCHUN Ha
OTJICNIBHBIX YYACTKAX JOPOTH I ITyTEM PACUYCTOB.

Jist onpenenieHusi MPaKTUIECKON MPOMYCKHOM CrOCOOHOCTH aBTOMOOMIIBHOM JOpOTrH
HY>KHO OIIPEJCIIUTh CPEIHIOI0 CKOPOCTH JBHXKCHHS TPAHCIOPTHOTO IMOTOKA HAa BCEX
y4acTKaxX aBTOMOOWIBLHOW Aopord. [IpomyckHas cocoOHOCTh MPSIMO TPOIOPIUOHATBHO
3aBHCUT OT CpEIOHEH CKOPOCTH TPAHCIIOPTHOI'O IOTOKAa. ECTh HECKOJIBKO METOHOB IIO
OTIPENICIICHUIO CPEIHEH CKOPOCTH ABIKEHHS TPAHCHOPTHOTO MOTOKA HAa aBTOMOOWIBHON
nopore:
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1. Metoa Ha OCHOBE MHTCHCHBHOCTH JIBIDKEHUS, COCTaBa TPAHCIOPTHOTO MOTOKA U
TEOMETPHUH JIOPOTH

2. Meron JMHEHHBIX 3aBUCUMOCTEH OT MHTCHCUBHOCTH JBWXKCHHs, COCTaBa
TPAHCIIOPTHOTO TIOTOKA, IMUPUHBI IPOE3KEN YaCTH, ITUPHHBI OOOYNHBI U T.I.

3. Meron ompenencHuss MUHUMAIBHONH CKOPOCTH B 3aBHCHMOCTH OT MHTCHCHBHOCTH
JBUKEHUSI, KaTeTOpPUM JOPOTH, PaJUyCOB TOPU3OHTAIBHBIX KpPUBBIX, MPOJIOJIBHBIX
YKJIOHOB U POBHOCTHU MOKPBITHSI.

4. MeToibl OCHOBaHHBIC HAa YPAaBHCHHHM PErPECCHM C YYETOM HHTCHCHUBHOCTH H
MapaMeTpoB JIOPOTH.

W3 mpoBeneHHOro aHanM3a MPakTUUYECKH BO BCEX METO/AAxX 3a OCHOBY NMPUHUMAETCS
CpEIHsISI CKOPOCTh CBOOOJHOTO JBIDKEHUS. B CBS3M ¢ UeM BO3HHKAeT HEOOXOIUMOCTH TI0
MPOBEJICHUIO HCCIEAOBAaHUH 110 CKOPOCTH CBOOOJHOTO JBWKCHHS aBTOMOOWIICH B
Pa3ITUYHBIX JOPOKHBIX YCIOBHSIX U pa3HOM COCTaBa TPAHCIIOPTHOTO ITOTOKA.

B pesymbraTe cTaTHCTHYECKOW OOpaOOTKM OKCHEPUMEHTANBHBIX TAHHBIX W
TEOpeTHYEeCKNX (YHKIMHA paclpeieieHns WHTepBala BPEMEHH W WHTCHCHBHOCTH
JBIDKCHUS. TIOJMYYCHBI 3HAYCHUS CpPEJHEW CBOOOJHOW CKOPOCTH JBIDKCHHS JUIS
Pa3IMYHOTO COCTaBa TPAHCIIOPTHOTO MOTOKA HA JOPOTaX Pa3HbIX KaTeropuil .

IMonmyueHHBIC pe3yabTAThI 3aHECCHBI B TaOMUIBI M 00pabOTaHBI MO 3aKOHY
HOpMaJibHOTO pacnpeznenenus Jlamnaca ["aycca.

Tabnuua 2. CpenHre CKOPOCTH CBOOOIHOTO ABMIKCHUS

No Komiectso Cpennsisi cKOpocTb, KM/4
u/n Kareropus T10JIOC
JIOporu JIBMKEHUS JlerkoBeie | I'py3oBeie | ABTOOYCHI ABTormoe3na

1 la 6 91,13 75,70 77,50 81,03
2 la, 16 4 88,04 75,77 74,61 80,00
3 1] 2 84,29 71,90 71,50 72,93
4 11 2 79,72 67,06 69,33 71,11
5 [\ 2 75,83 64,08 67,03 68,75

CpeaHIo CKOPOCTh CBOOOAHOIO JBUKEHHS TPAHCIIOPTHOIO MOTOKA ONMPENENAIOT KaK
CpeHeCTaTHCTHIECKOE 3HaueHue mo ¢popmyie (1) :

Moo=V, Xa@ +V. X B+V _Xxy+V Xxp, 1)

re V.,V.V

as !

Van - COOTBETCTBEHHO CPEAHUE CKOPOCTHU CBOOOJHOIO JIBHIKCHHS

JIETKOBBIX, TPY30BBIX aBTOMOOMIIEH, aBTOOYCOB M aBTOMOE3/10B, KM / 4., TaHHBIE OepyTCs
W3 TabIuLbI 2;
a, ﬁ , VY, O - HOomM COOTBETCTBEHHO JIETKOBBIX, I'PY30BBIX aBTOMOOMIIEH,

aBTOOYCOB 1 aBTOIOE3JI0B B TPAHCIIOPTHOM IIOTOKE.
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Bbut  MPOBENECHBI  OKCIIEPUMEHTANbHbIC  HCCICAOBAHUS  CPEIHEH  CKOpOCTH
TPaHCIIOPTHOTO TOTOKAa B 3aBUCHUMOCTH OT IMapaMmeTpoB goporu Ha moporax II, III, IV
Kateropuii. 3amepbl MPOBOJMINCH HA y4acTKaX ¢ FOPU30HTANBHBIM pamuycoM 10 M, 50Mm,
100™m, 600M, npoponbHbIMU YKiIOHaME 18 %o, 25 %0B nanHOM 3KCHIepUMEHTe 3aMepsUIH
CKOpPOCTh JIBIDKCHHS TPAHCIOPTHOTO IOTOKA HA JIOpOraxX Pa3IMYHBIX KAaTErOpuil W ¢
Pa3HBIMU MTapaMeTpaMHu.

B pesynbrate 00pabOTKM IAHHBIX HAONIOACHHN OBLTH MOJYYCHBI CICAYIOIINE
3aBHCHUMOCTH CPEIIHEH CKOPOCTHU JBHIKCHHS OT Pajilyca FOPU30HTAILHONW KPHBOI:

Ipu R<10Cwm

80 v =0,6979x+2,6126
R2-0.0894

70

y —0,6121x+2,8011
R*=10.9873
60 ;

/j v =0,5226x+2,7218
50 R2—0,0907
/4

v =0,5613x+2,6734

40 R:=09%14

s T EOBLIE
ABTOMOOMIH

CKOpOCTb JABMIKCHHSL. KM/

=l—=TPVy30BbIe
aBTOMOOHIH

aBTo0yCH
| |

100 150
Pamiye ropuzoHTaTEHON KPHBOI, M

i BTOIIOS3OA

Puc. 7.3aBucumocts cpeqHell CKOPOCTH ABMKEHHS OT paguyca TOPU30HTAIBLHOIN KPUBOM

I'me psin 1 —3aBUCHMOCTB JJIs1 JISTKOBBIX aBTOMOOWJICH
Psin 2 —3aBUCUMOCTB JUTS TPY30BBIX aBTOMOOMIICH

Psin 3 —3aBUCUMOCTB IS aBTOOYCOB

Psig 4 —3aBUCHUMOCTB [JIs1 aBTOIIOE3I0B.

OO1muii BUa ypaBHEHHS: TIPU payce TOPU30HTANBEHON KpuBoi 10 10Qm
V = (00041 2 -0,08631 +1,0018 )R+ (-0,0169 1 2+0,27931 + 1,7161)
)

Tne | - JUIMHA aBTOMOOWIISI, M |

R - paanyc rOpU30HTAIBHON KPUBOH, M.
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P€3yHLTaTLI MMPOBCACHHBIX I/ICCJ'IGLIOBaHI/Iﬁ apu 10(: < R < 60(: IIOKa3aHbl Ha

pucyske 8.
80
__e.
-0 " =12 KOBEIE aBTOMOOHIH
/ v
-_7//":: ——IPY30BEIE aBTOMOGHIH

l:: 60 | )(.__——'—'-—
= -
= aBTOgVCEL
Z 30
5 y=0.0114x+ 68,984 === ABTOII0E3/a
= RI=1
= 40 .
f'_j,_ — JIHHeHHAA (TETKOBRIC
5 v =0,0042x+ 61,3584 ABTOMOGITH)
2 30 R*=t JTHmeitnat (Tpy30BEIe
&  0.0763x~ 51274 ABTOMOG HITH)
Z 20 y=u -RZ fl il —— JIuHeiiHat (aBTOSVCE)

10 v=0.0225x+35525 — JIuHefAHaA (aBTONOE30a)

R*=1
0 T T T T T T 1
0 100 200 300 400 500 600 700
Paaiyc ropu3oHTATBHOA KPHBOTL, M

Puc. 8. 3aBucumocTb cpeaHeil CKOPOCTH IBHMIXKCHUS
KpuBoii 6osee 10Qm

I'me psin 1 —3aBUCHMOCTB JJIs1 JISTKOBBIX aBTOMOOWJICH
Psin 2 —3aBUCUMOCTB JUTS TPY30BBIX aBTOMOOMIICH

Psin 3 —3aBUCUMOCTB I aBTOOYCOB ;

Psin 4 —3aBHCHMOCTB ISl aBTOIOE30B.

Koneunsim YPaBHCHHUEM TI0JTYYCHHBIM
3KCIICPUMECHTAJIBHOT'O UCCIICAOBAHUA SIBJIACTC.

Ha

= Yo~ Vioo (R _100),
50C

Vv

OCHOBEC

OT paauyca FOpH?,OHTaJ'ILHOﬁ

MPOBEACHHOTO

T'ne V100 - CKOPOCTb JBUKEHHS MPU R= 1OCM KM/4, KOTOpast OMpeessieTCsl Ha

OCHOBe ypaBHeHUs (2)

VO - Cpe/iHSISl CKOPOCTh CBOOOHOTO JIBHUIKEHUST, KM/4.

YMeHblIeHHE CpeIlHeﬁ CKOpPOCTH CBO60)IH01"0 ABWIKCHUS OT IPOAOJIBHOI'O YKJIOHA

OIIPCACIICHHOTO HAa OCHOBE MPOBCIACHHBIX OKCIICPUMECHTAJIBHBIX HUCCJICIOBAHMM .

V =V, -283,79i (4)

®3)
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e VO - CKOPOCTh CBOOOIHOTO IBMIKCHUS, KM/ |

| - nposoNbHBIA YKIOH, B JOJAX €IMHHILIEL.

72
= 283.79%+7
AN y =-283,79x+ 71811

\ R2=10.9999
70

* 69
z \ == 3aBHCHMOCTE
Z 68 TP OO MBHBIH YKIOH-
= \ CKOPOCTh
£ 67
2 66
&,
Z 65 \
< >

64 T T 1

0 0,01 0,02 0,03

VKIOH, YacT.ell.

Puc. 9.3aBucumoctsb CKOPOCTHU ABUIKCHUSA TPAHCIIOPTHOI'O IMOTOKA OT YKJIOHA

CpenmHsl CKOPOCTh HAa CITyCKax IPHUPABHUBACTCA K CpPeOHEil CKOPOCTH CBOOOIHOTO
JBHKEHHS

i :\/Vceoﬁ (5)

CpenHsito CKOPOCTh B 3aBUCHMOCTH OT POBHOCTH MOKPBITHS ONPEICISIIOT IO
dopmye (6) nmu no rpaduky puc. 10.
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y —280,78x 03

0K =

=—4— 3aBHCHMCCTL
POBEQCTE-CKOPOCTE

60
—— CTeneHHAT
(38EHCHMOCTE

\ POBECCTE-CKOPOCTE)
50 T T

40 80 &0 100 120 140
POBHOCTE, CM/KM

L
L

CKOPOCTh JIRMKCHHS, KM/U

Puc. 10. 3aBUCHMOCTB CpEIOHEH CKOPOCTH MABMXKGHMS IIOKA3aTeNsi POBHOCTH IOPOXKHOTO
HOKPBITUS

V, =280 P %% (6)

€ P — I0Ka3aTejib TOJITYKOMEpPA, CcM/KM.

4. UCCJIEJTOBAHUE ®YHKIIMOHAJLHOW 3ABUCUMOCTH
“THTEHCHUBHOCTbB — CKOPOCTbB”

Jis monydveHus: 3ToW (PYHKIMOHAJIBHON 3aBHCHMOCTH IPOBEICHO HCCICIOBAHHE.
HccnenoBanusi OPOBOJMINCH HAa aBTOMOOWIIBHBIX JOPOTrax pPas3lUYHBIX KaTErOpUH.
Mectamu aiisi MCCICIOBaHUS HA aBTOMOOMIBHON JIOPOre BHIOMpaecMBble TOPU30HTAIBHEIC
NPSIMOJIMHENHBIE YYAaCTKU AOPOr C JIOPOXKHOM pa3METKOW Kak OCEBOM JIMHUM M Kpas
mpoexxeir  wactu. [locmemytommas o0paboTka TPOBOMWIACHE Ha  KOMIBIOTEpE
CTaHAApPTHBIMH TporpaMMaMu. TakuM oOpa3oM HaOWpaJMCh JaHHBIE TI0 THIIAM
aBTOMOOHIIEHA.

3aBUCUMOCTh “MHTEHCHUBHOCTH — CKOPOCTH  OMPEICISIETCS OTAEIBHO IS JIETKOBBIX,
rpy30BbIX aBTOMOOMIIEH, aBTOOYCOB U aBTONOE3/10B JUIMHOM 12 M.

Ha ocHOBe JaHHBIX TPOBOJIUICS MOAO0pP KPHBO# ¢ moMoImipi0 mporpammbl Exel u
Mathcad.
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HTEHCUBHOCTD JIB)KEHUS, aBT/d

Puc.11.3aBUCHMOCTD “MHTEHCUBHOCTH-CKOPOCTD” /IS JISTKOBBIX aBTOMOOMJICH

1200

1000 -

aBT/4

800

600

HNHTeHcuBHOCTH JABHUXXCHMUA,

N
o
o

Puc.12.3aBUcHMOCTD “MHTEHCHBHOCTH-CKOPOCTD” JJISI TPY30BBIX aBTOMOOMIICH
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700
_ y=-0,1984x>+12,065x + 446,96
< 600 R*>=0,9105
=]
= 500 4— 3aBHCHMOCTD
% CKOpPOCTh-
2 400 HHTEHCHBHOCTD 171
z aBTOIOE3I0B
g 300 \‘
2 —— TonHHOMHAIBHAA
= 200 (3aBHCHMOCTH
§ CKOPOCTh-
5 100 HHTEHCHBHOCTD 171
= aBTOIIOE310B)
E O T T T 1
0 20 40 60 80
CKOpOCTH JABIDKEHHA, KM/

Puc.13.3aBUCHMOCTD “MHTEHCHBHOCTB-CKOPOCTD” JJISI aBTOIOE3/0B

Jis monmydeHuss ypaBHEHHS 3aBHCHMOCTH HHTEHCHBHOCTB-CKOPOCTH B OOIIEM BHE
HY’KHO 00paboTaTh MOJyYCHHBIC YPABHCHHS JJIS PA3JIMYHBIX TUIOB aBTOMOOMIEH. J{is
9TOr0 HaileM 3aBUCHUMOCTB, KOTOPAas ONKCHIBAJIa U3MCHEHHUE MEPBOr0 KOA(P(UIMCHTA B
3aBHCUMOCTH OT THIA aBTOMOOWIS. AHAJOTHYHO JUIi BTOPOTO M TPETHErO
koo dunmenra.

JlOCTOBEPHOCTh TOJYYEHHBIX PE3YJIETATOB MPOBEPSIEM C MOMOIIBI0 KO3 PHUIIHECHTA
KOppEISIUH.

KoadduumenT xoppensnun yka3bBaeT Ha TECHOTY CBS3M MEXIY ABYMS CITyJaiHBIMH
BENMYMHAMH W H3MeHseTcs oT -1 mo +1. [Ipu npsmMoii JTMHEeHHON 3aBUCHMOCTH, TO €CTh
KOTZla C POCTOM 3HAYCHWH X; YBEIWYHMBAIOTCS 3HAYCHHA Vi, pos = +1. [Ipm obpaTHOi
JIMHEWHOW 3aBUCHMOCTH, TO €CTh KOTJa C pPOCTOM 3HA4Y€HWH  Xj, 3Ha4YeHUs Vi
YMEHbBINAIOTCS Py = —1.Ecnu xi U Yi He3aBUCHUMBI, TO pyr = 0.

KoaddumreHT Koppensaun onpeaensieTcs mo GopMyIe:

_ Nzxiyi_zxizyi
oy = (7)
\/in2 _(z Xi)Z\/NYiZ _(z yi)2

ITocnme TOrO, KaK yCTaHOBIECH KOA(Q(UIIMEHT KOPPEIAINH, HEOOXOIMMO OIEHUTH,
CyIIeCTBEHHOE OTKIOHEHHE TIOTy4eHHOT0 K03 puiimenTa Koppesimun OT HyJIs.

Jlnst perienns JaHHOW 33791 MPUMEHIICS crioco0 durepa.

CnygaiiHas BennyuHAa Z TOTYHUHSACTCS HOPMAJIbHOMY 3aKOHY CO CpPEIHUM
OTKJIOHEHUSIM 07.
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1 1+r
Z = —| . 8
Zgl—r (®)
1
O, = ——. 9)
n-3

Tak kak KOd((GUIMEHT KOPPEISIUUA [ SBISAETCS CIydalHOW BEJTWYHMHOH, TO
HEOOXOUMO II0 SMITMPUIECKOMY 3HAYCHHIO KOd(pUIHMEeHTa KOppesiuu I OIEeHHUTH
TeopeTuieckoe 3HaueHne KodduimenTa p.

C HagexHocthro @(t) = 0,95,t = 1,96,mostomy

Z-1960, <7, <Z+1,9a7,. (10)

PeSyJ’ILTaTLI CTaTUCTHYECKOU 06pa6OTKI/I OKCIICPUMCHTAJIbHBIX JAaHHBIX UHTEPBAJIOB U
CKOpOCTeﬁ JABWKCHUS MPCACTABJICHBI B Ta6J'H/III€ 3.

Tabmuma 3. Pe3ynbraThl cTaTHCTHYECKOH 00pabOTKH KOPESIIN

CrarucTudeckas 1 . 1 %0 1
oBpatoka JIs1 JIETK BBIVX JISL TPy BI:IE( IS
aBTOMOOMIIEH aBTOMOOMIEH aBTOIIOE3/I0B
KOPEJISILUAN
r 0,91 0,86 0,74
Z 1,5126 1,2952 0,9536
0z 0,1601 0,2182 0,2500
t 1,96 1,96 1,96
1,1987 0,8675 0,4636
Z?eH
1,8264 1,7229 1,4436
0,8333 0,7001 0,4330
p
0,9495 0,9382 0,8944

BriBox: TeopeTrueckue 3HaYCHUS K03QOUIIMEHTOB KOppesinuu ¢ BeposTHocThio 0,95,
JIGKAT B JOBEPHUTEIILHBIX HHTCPBAJIaX.

B pesymbrate 00pabOTKM  HAaHHBIX  HAONIONCHUA  HONYYHIH
HHTEHCHUBHOCTH-CKOPOCTD C YIE€TOM COCTaBa TPAHCIIOPTHOTO IMOTOKA B BH/IC |

3aBUCHUMOCTb

N = (-0,002612 + 0,0538 — 0,4678)V 2 + (0,027712% — 017521 + 10182)V +
+ (1836212 — 438 841 + 3069)
(11)
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rue | - JUIMHA aBTOMOOHIISA, M |

V - CpeHss CKOPOCTh IBMKEHUS, KM/,

5. BBIBO/Ibl

Ha ocHoBe IMPOBEACHHBIX I/ICC.HC,HOB&HI/Iﬁ TMOJYYCHBI 3HAUYCHUSA CKOPOCTU CBO60L[H01"O

JIBIDKCHUS HA IOPOTax Pa3lInYHbIX KATETOPHUU M Pa3HOW COCTaBa TPAHCIIOPTHOTO MOTOKA,
pa3paboTaH METOJ MO PacdeTy CPeIHEH CKOPOCTH IBMKCHHUS TPAHCIIOPTHOIO IMOTOKA MPU
Pa3IUIHOM COCTaBE M PA3JIMYHBIX JOPOKHBIX YCIOBHAX HWCCIIENOBAHUM, MOIYICHO
(hYHKIMOHATBHYIO 3aBUCHMOCTh <«HHTEHCHBHOCTH-CKOPOCTB» JJISI PA3IMIHOTO COCTaBa
TPAHCHIOPTHOTO MOTOKA.

[lomyueHHbIEe pe3ynbTaTHl IO3BOJIIIOT paccyuTarh Trpaduk cpegHel CKOpPOCTH

JIBIDKEHUS. TPAHCIIOPTHOTO MOTOKA M HA €r0 OCHOBE PAaCcCUUTATh M IOCTPOUTH Tpaduk
MPAKTHIECKON TMPOMYCKHOW CITIOCOOHOCTH aBTOMOOMIILHOW IOPOTH WIIH €€ yJacTKa.
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PRACTICAL CAPACITY OF ROAD LANE

This paper presents a practical method for calieigatapacity of lane highway. As a
result of the increase in traffic on the roads éfdihe, it was necessary to analyze traffic
conditions and the development of measures to ivepttoeir work.

Most method of solving these problems is to anatheetraffic conditions on the basis
of the schedule practical bandwidth road sectiorseBaon it solved the problem of partial
or complete its reconstruction.

Partial reconstruction of the mean increase capacitertain areas or elements of the
road.Practical capacity - the maximum possiblditraf a section of road per unit time in
the specific road conditions.

Specific road conditions corresponds to the avespged of traffic flow and average
speed of each transport stream corresponds to thetiqgal capacity of the lane.
The value of the practical capacity is used fotedaining the required number of lanes on
the roads, assessing traffic conditions on thegojadtifying the need for reconstruction of
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the road or its individual sections, the calculatid the duration of the cycle of traffic lights
traffic control vehicles at intersections and juoics, automatic leveling driving on the road,
coordinated regulation of movement. Practical badttwranges from the lowest value to
the highest. The smallest practical bandwidth spweds to a column of cars motion at an
average speed of traffic flow. Most practical bamdttv corresponds to a column of cars
motion with minimal interval (travel time dynami@wkension).

Keywords: practical capacity, traffic stripe, the compasitiof traffic flow, the average
speed of traffic flow
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THE COMPETITIVENESS OF PODKARPACKIE
REGION IN POLAND: A COMPARATIVE ANALYSIS
WITH RESPECT TO CHOSEN BENCHMARKS

Regional competitiveness is a phenomenon that imaeently inscribed in the process
of managing the socioeconomic development of regitnstitutions of public administra-
tion at every level must take into account thiseaspvhen planning strategic policy inter-
ventions. This article focuses on the regional disien, which is essential for cohesion and
development policies within the European UnioneEfifve management of growth, howev-
er, requires an appropriate definition of the cgmad competitiveness, as well as measur-
ing its condition. This article is an attempt tottics for one region in Eastern Poland: Pod-
karpackie.

Currently, Podkarpackie is the only region of Easteoland that have built a develop-
ment policy on the basis of innovation. At the saimee, the region has many historically
conditioned structural problems that hinder itselepment. It is also strongly determined
by the interaction with sub-regional growth centarsh as Krakow and Warsaw. Therefore,
it is an interesting region to study competitivenes

In order to measure the competitive position wedube model of competitiveness de-
veloped by J. Strojry For its construction the AHP method was usednTba the basis of
collected statistical variables, a comparative ysialbetween Podkarpackie and other re-
gions was carried out. Both the zero-unitarisaticethmd and single-based indices were
applied.

Keywords: region, regional competitiveness, comparativeysie AHP

1. INTRODUCTION

Competition and the competitiveness of regions @y widely studied issue in the
social sciences, especially in economics and manege The globalizing economy cre-
ates new background for all types of organisattorfsinction in. The role of those institu-
tions managing the development of territorial yniteluding the broadly defined public
administration, has also changed. Nowadays, theyesponsible for undertaking such

1 PhD J. Strojny, Department of Economics, Univgrsit Technology, Rzeszow, Av. Powstéw Warszawy
12, e-mail: jstrojny@prz.edu.pl (corresponding adth

2 prof. W. Heijman, PhD, Dept of Social Sciences,géfdangen University, Hollandseweg 1, 6706 KN Wa-
geningen, The Netherlands, e-mail: wim.heijman@miur.

3 PhD P. Stefanow, Statistics and Demography, A.Bdidewski Krakow University, Str. Gustawa Herlinga-
Grudzirskiego 1, e-mail: pstefanow@afm.edu.pl

4 The Region’s Competitiveness Model was preserdedhk first time during thénternational Scientific con-
ference "Economics and Management, ICEM” 20d5the paper titledimplementation of the AHP and
benchmarking in Strategic Analysis of Polish Region
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actions that will be sustainable in the long-terev@lopment of economic systems. In the
case of Poland, the following dimensions of sucmaggment can be distinguished: (1)
international (European Union), (2) national, (8yionat, (4) local (district and munic-
ipalities).

The terms of a development policy and its effectess at each of these levels of man-
agement depends largely on the competitive posdfoa territorial system. the question
remains, of course, as to how to describe the lefzebmpetitiveness, as well as how to
measure it. The answer to this question is so itapbthat only those areas of the organi-
zation or its environment that are a subject toesalegree of quantification can be man-
aged. Researchers refer to this issue in varioys.wsome focus on the mechanisms of
capital flows, their efficiency and their effects economic growth. Others define multi-
dimensional endogenous potential models and prbee telationship with the wider
development process. Still others point to theterise of certain commodity markets,
where competing entities are localized in differargdas (e.g. cities, regions, countries).
Finally, there are concepts relating to two difféarphenomena, such as convergence and
concentration of capital. The mentioned approadassalso be applied to the phenome-
non of competition of territorial units.

This article attempts to define and measure cottigeposition by comparing a group
of units in Poland on a regional level. The studs\based on the example of one of the
voivodships (regional level territory) in relatida the chosen other regions which were
treated as benchmarks. In the analysis, we sdl¢lcgfollowing regions: Mazowieckie,
Matopolskie, Lubelskie, Podlaskie and the Zachopomorskie. The first two regions
were selected because they encompass strong goewtbhrs (Warsaw in Mazowieckie,
and Krakow in Malopolskie), which forcefully affetie studied region in many areas of
competition. Like Podkarpackie, the other threeaeg are faced with important structur-
al and developmental problems, hence their rolpcésts of reference. The study posed
the following research questiohat are the trends in the competitive positiorPoél-
karpackie compared to the selected regions (bendtsja

Responding to this question, the Region’s Competitess Model (RCM) included
three dimensions: (1) competitiveness with resfeette citizen, (2) competitiveness with
respect to companies, and (3) competitiveness ngpect to tourists. The general index
of competitiveness along with the indices of cortpwenness for each of mentioned di-
mensions were calculated. During the phase in wtiiehmodel was created and the sig-
nificance of its elements was measured, the AHMatewas usedln essence this means
that experts estimate the weights of the varialtlethe comparative analysis phase, both
the zero-unitarisation method and single-basecc@sdare used. Thanks to the first tool,
standardized variables to measure the competithgition on each level of the presented
model were achieved. In turn, single-based indieex® used in order to show the dynam-
ics of changes in competitiveness level duringath&lyzed period.

% In Poland this level of territorial unit is calledivodship.
% In Poland this level of territorial unit is callgdviat.
" Analytic Hierarchy Process.
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2. COMPETITIVENESS OF THE REGIONS - LITERATURE REV IEW

The concept of a 'region’ is defined in many ddfégrways in the literature. Isolating
the region in economic terms should take into actthat it “is an area delimited on the
basis of the entire collection of interrelated emoic phenomend’ It is therefore “a
composite part of a larger economic and social espabich differs from other surround-
ing territories in economic, social, demographigifural, natural, and infrastructure sys-
tems connected by material and informational retetP The elements that make up the
region “are linked with each other and with theunak environment by relationships of
coexistence and interdependence, and with therattenvironment — by the relationship
of interdependence with a high intensify/For the purposes of this study, the concept of
the region understood as a voivodship was idedtifihis is the administrative unit in
Poland separated at the regional level (NUFS2Zn regional analyses in Poland the voi-
vodship is mostly used as the territorial UAilt is therefore constituted as the “basic unit
of structuring and organizing of the socioeconoreality of the country?,

The issue of regional competitiveness can be aadlyrom the perspective of eco-
nomic growth theory, of new economic geography afncburse of contemporary theories
of regional development. The concept of competitgoaften interpreted in the context of
marketing, and therefore as the fight for custonsersome kind of mark¥t Competition
can be also identified with the characteristicauofentity (e.g. the region), determining its
ability to compet®. The literature often mentions the properties ebepetitive region,
such as the ability & (1) seize opportunities in an environment, (2Jntz@n a competi-
tive advantage in terms of overall development esses, (3) build an environment which
is conducive to innovation, (4) create a climatedotrepreneurship. The article assumes
that thecompetitiveness of the region is synonymous vetahtlity to attract mobile capi-
tal and tourists to its territory and, upon thisdis, to generate the processes of socioeco-
nomic development and economic grdwth

The concepts aimed at clarifying both the compeitess of the region and the factors
affecting it fit mainly under the theory of regidrilevelopment. To some extent, its foun-
dations can be sought in new economic growth thdsbasis is found in the models of

8 A. Wrébel,Pojecie regionu ekonomicznego a teoria geogr&WVN, Warszawa 1965, p. 19.

9 V. Snieska, J. BruneckiénMeasurement of Lithuanian regions by regional catitipeness indexinzinerine
Ekonomika-Engineering Economics 1/61 (2009), p. 46.

10 R. Domaski, Ksztattowanie otwartych regionéw ekonomicznRWE, Warszawa 1972, s. 7.

1 NUTS - Nomenclature of Territorial Units for Skiits

12 Stownik podstawowych termindéw samglu terytorialnego ed. M. Lishski, Wyzsza Szkota Biznesu
w Dgbrowie Goérniczej, Bbrowa Gérnicza 2007, p. 101.

1 T. Czy, Zastosowanie modelu potencjatu w analizies@idowania regionalnego PolskiStudia Regionalne
i Lokalne” 2002/2-3, p. 5.

14 More: M.J. StankiewiczKonkurencyjngé¢ przedsgbiorstw. Budowanie konkurencyjie przedsgbiorstwa
w warunkach globalizacjiDom Organizatora TNOIK, TofL2002.

15 More: M. Gorynia, B. Jankowsk&Jastry a mgdzynarodowa konkurencyjioi internacjonalizacja przedsi
biorstwa Warszawa, Difin 2008.

16 More: M. Lisiaski, op. cit

17 This concept of the regional competitiveness wasented for the first time by J. Strojny in th@@dmple-

mentation of the AHP and benchmarking in Stratégialysis of Polish Regiorturing the International Sci-
entific Conference "Economics and Management, ICENI5".
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economic growth presented by P.M. Rothend R.E. Lucd8, who assumed that the
ability to generate production in a region stenasriithe possibility of accumulating capi-
tal (human and material), as well as from the tetdgical potential installed there. Both
here and in the other models, (e.g. S. ReéBeRh. Aghion and P. Howff or O. Galor i
D.N. WeiP?), it is assumed that the endogenous potentiabhhdmpact on the volume of
production. The main questions in building the ®dsi the competitiveness are therefore:
(1) how can internal resources be developed? ankof® can internal resources be made
more efficient in economic processes?

The key issue in relation to building the regioo&mpetitiveness then becomes to
achieve a high capital accumulation. In regions tizve reached such a state, the level of
production and general development are at a higdl.|& his is the basis of the polariza-
tion of regions and the formation of highly deveddpmetropolitan systems around big
cities. The ability to attract human and materiapital makes them growth centers,
strongly influencing the environment inside theioag or even beyond it. These phenom-
ena are explained by a number of concepts, su@rasth Poles(F. Perrous®) or con-
cepts by A.O. Hirschmafy J. Friedmanf?, and M. Castelf8. They point to the develop-
ment of growth centers, which lead to increasegaties in terms of development be-
tween regions.

Of course, there is a capital flow between regidiis phenomena concerns both ma-
terial and human capital. In the first case, th@eeobserved processes of transferring the
investment, whereas in the second case, a veryfisagit process of migration can be
identified. Flows from the less developed regiomghe leading regions often relate to
human capital. They cause the divergence phenomaendrtherefore a growing polariza-
tion between regions. Flows in the opposite dioechre related to material capital (tech-
nology) and can therefore accelerate capital actatmon. Thanks to this, less developed
regions may begin a path of faster economic groatiy therefore reduce the develop-
ment gap between them and the leading regions. giféaomenon is known as conver-
gence, thus reducing the variation between regadrthe level of socioeconomic devel-
opment’.

Flows and capital accumulation positively affect tregion's competitiveness in the
markets of goods. Today, regional development theare also very popular, these ex-

18 More: P.M. RomerThe Origins of Endogenous Growttiournal of Economic Perspectives” 1994/8, p.23-2

1% More: R.E. LucasPn the Mechanics of Economic Developméiaurnal of Monetary Economics” 1988/22,
p. 3-42.

20 More: S. Rabelol.ong-Run Policy Analysis and Long-Run Growftlournal of Political Economy” 1991/99,
p. 500-521.

21 More: Ph. Aghion, P.W. HowitlThe Endogenous Growth ThepMIT Press, Cambridge 1998.

22 More: O. Galor, D.N. WeilPopulation, Technology and GrowttAmerican Economic Review” 90/4 (2000),
p. 806-828.

2 More: F. PerrouxEconomic space: theory and applicatipri$he Quarterly Journal of Economics” 1950,
p. 89-104.

24 More: A.O. HirschmanThe strategy of economic developmafaie University Press, New Haven 1958/58.
% More: J. FriedmannThe world city hypothesigéDevelopment and change” 17/1 (1986), p. 69-83.
% More: M. CastellsThe Rise of Network SocigBlackwell Publishers, Oxford 1996.

27 More: H. Linnemann, J.P. Pronk, J. Tinbergéonvergence of economic systems in East and, Wester-
lands Economic Institute, Rotterdam 1965; P. Wg¢jElkwergencja czy konwergencja: dynamika rozwoju
polskich regionéw“Studia regionalne i lokalne” 32/2 (2008), p—&D.
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plaining the process of building a competitive atteage based on endogenous capacity to
export (for more, seStaple Theoryby H.A. Innis, D. Drach@ or New Trade Theorpy
Krugmart®). From this perspective, the region's competitdssnis built on the efficiency
and productivity potential of the enterprises lecathere. This perspective is presented in
M.E. Porter's concept of the competitiveness adbnat’.

Today, the possibilities to export in the broadentext (building a competitive ad-
vantage in the region) mainly depend on the pdggisi of accumulation of human capi-
tal and resource of knowledge as a consequende ©his aspect is also taken into ac-
count in contemporary theories, referring bothearhing mechanisms in the regiorhé
Learning Regiorby R. FloriddY), as well as its ability to develop a high spee&tion in
some areas of competenc&mart Specializatio®®. Nowadays a very popular in both,
developed and emerging regions is the cluster @inltecreates a kind of entrepreneurial
base for development and learning proceSskss also an essential factor in determining
the competitiveness of the region.

3. MODEL OF THE COMPETITIVENES AND METHODOLOGY OF ITS
INVESTIGATION

The aim of the study is to identify the level ohgoetitiveness of the Podkarpackie re-
gion of Eastern Poland compared to other seleBt@ish regions. The main research
question is as followsGRQ: What are the trends in the competitive positio of Pod-
karpackie compared to the selected benchmark regi@? To cover this question in
further detail, a bundle of specific questions vpaspared, as follows: DQ1)how can
competitiveness be described and measured? DQ2hade competitiveness of Pod-
karpackie region shaped in terms of the factors ri@st adversely affect its competitive
position? DQ3)how is the competitiveness of Podikekj®e shaped in relation to other
regions with the systemic problems of developm&tE2) which trends can be identified
in terms of the competitiveness of PodkarpackieP@oed to other regions, is Pod-
karpackie improving, or losing, its competitive adtage?

The competitive model used in the study is an dmeralization of the definition of
competitiveness presented above (Figure 1). It gk in a hierarchical structure in
which the competitiveness of the regi@) (s composed of three dimensions in relation to
three separate groups of clien){ (1) tourists Ci), (2) citizens Cc), and (3) business
(Cy). For each of these dimensions, four variab@&s)(were assigned, demonstrating the
interest of individual customers in the specifigiom. In the construction of the model,

2 More: H.A. Innis, D. DracheStaples, markets, and cultural change: SelectedygsbicGill-Queen's Press-
MQUP, Montreal 1995.

2 More: P. KrugmanDoes the new trade theory require a new trade g8li¢The World Economy” 15/4
(1992), p. 423-442.

30 More: M.E. PorterkKonkurencyjna przewaga narodpRolskie Wydawnictwo Ekonomiczne, Warszawa 1990.

31 More: R. Florida,The Learning Regigr{in;] Regional Innovation, Knowledge and Global Changg: Z.J.
Acs, Pinter, New York 2000, p. 231-244.

32 Ph. McCann, R. Ortega-ArgiléSmart specialization, regional growth and applicat to European union
cohesion policy“Regional Studies” 2013, p. 1-12

33 More: P. Dubini,The influence of motivations and environment orinass start-ups: some hints for public
policies “Journal of Business Venturing” 1989/4, p.11-26.
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the method of AHPAnNalytic Hierarchy Procegswvas usetf. It has been created by T.L.
Saaty in the 70s of the last cenfiirand is used for multi-criteria preference analysis
During the study, in addition to construction of tmodel, this method was used to ascer-
tain the weights of single elements of the modekr€fore, the weights of dimensions of
competitivenessw;) and the variables describing these dimensiony (vere identified,

on the basis of assessméhtsy comparing pairs of variables within each dinemsf

the competitiveness and then comparing betweeerdiit dimensions of competitiveness.
Saaty’s nine-point scale was used to provide thesgparison¥.

COMPETITIVENESS OF THE REGION ( C)

Competitiveness in respect Competitiveness in respect Competitiveness in respect
of the touristsC) of the citizensC) of the business)
Number of Polish Net international Investments of private

tourists C1) ¢ migration(C_1) ¢ sector(C,1)
Number of foreign Net inter-voivodships Number of commercial
tourists(C2) ¢ migration(C_2) companiegC,2)
Duration of the The number of occupied Number of companies with
tourist stay(C3) ¢ housegC 3) ¢ foreign capita(C 3)
Expenditures in The number of live Expenditures
gastronomy(C4) ¢ births(C_) ¢ on R&D (C4) <

Figure 1. Region’s Competitiveness Model (RCM) bS$tiojny.
Source: Own study.

In order to obtain measures of competitiveness eahanism of standardization and
aggregation was used. In which the zero-unitadsatnethod was used to convert all
variables to a form in which their value is in ttange:Cin[1{0.00;1.00. In subsequent
years of the time series, the variables describihgolish regions were compared. The
best region in comparing group (in Poland) obtaimsvalue ofCin = 1, and the worst —
Cin = 0. By converting variables into a comparablerfoit was possible to construct indi-
cators for dimensions of competitiveness (Formilaslwell as the general index of com-
petitiveness (Formula 2). The weighted means wseel hhere, and the weight was calcu-
lated on the basis of judgements provided during?Aldmparison analysis.

34 More: A. Prusak, J. Strojny, P. StefandMnalityczny Proces Hierarchiczny (AHP) na skrétkluczowe
pojecia i literatura, ,Humanities and Social Sciences” 2014/4, p. 1B2-1

35 More: T.L. SaatyHow to make a decision: the analytic hierarchy @eg“European Journal of Operational
Research” 48/1 (1990), p. 9-26.

36 Judgements were made by experts from DepartmeEcofomics in Faculty of Management in Rzeszow
University of Technology.

37 More: A. Prusak, P. Stefan6AHP — analityczny proces hierarchiczi§H Beck, Warszawa 2014.
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G =X Cn-wn (1)

C=Y",Cw %)

Thus constructed, the set of measures, consisfii® standardized variables, three
dimensional indicators of competitiveness and oseegal indicator of competitiveness,
were subjected to further analysis. In this stémls-based indicess) were constructed,
using 1999 as a base year (Formula 3). They alhevwevaluation of changes of any meter
indicator in an individual year with respect to theginning of the researched period.

S, = ;’—b -100% (3)
where:
S - value of single-based indexiiyear,
Vi - value of variable imyear (e.gCin, C; lub C),
Vb - value of variable in base year (in research9)99

Furthermore, the competitive gap valu€ssf/y) were analyzed. They were calculat-
ed as the difference between the values of the sa@asure in two different regions in a
given year (Formula 4).

CGix/y =Vix = Vyy “4)
where:

CGxly - value of competitiveness gapiigear forx region regarding to theregion,

Vix - value of variable im year (e.gCin, C; lub C) in x region,

Viy - value of variable imyear (e.gCin, Ci lub C) iny region.

The scheme of research described below was usedaliyze the situation of Pod-
karpackie in comparison with the other selectedisRotegions. As benchmarks, two
groups of regions were selected — rapidly deveppimivodships with large growth cen-
ters, and regions with structural development mwis. The first group comprises Ma-
zowieckie and Matopolskie, these being regions Wwhiirectly threaten Podkarpackie on
each of the analyzed markets. They strongly deterrtie competitiveness regarding to
the citizens, as they attract young people. Therskgroup consists of two regions of
Eastern Poland, namely Lubelskie and Podlaskiee Badkarpackie, they lie on the east-
ern Polish border, and for a long period they dlad comparable levels of competitive-
ness to that of Podkarpackie. Another peripheigibre— Zachodniopomorskie — was also
added to this group. For many years, this regios been struggling with development

problems that hinder not only the increase, buhewaintenance of the level of competi-
tiveness.

4. ANALYSIS OF THE COMPETITIVENESS OF PODKARPACKIE RE-
GION WITH RESPECT TO CHOSEN BENCHMARKS

Detailed results of the analysis of the competitags of Podkarpackie using the Re-
gional Competitiveness Model are shown in Tablé& tomprises the values of the gen-
eral indicator C), indicators counted for the individual dimensiasfscompetitiveness
(C) and the variables that describe the dimensi@y).(Table 1 also presents the so-
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called local weights, calculated on the basis ef AiHP method for dimensions of com-
petitivenesswi) and variablewin).

Table 1. Results of the competitiveness analysioafkarpackie region in 2013.

Indexes of competitiveness
C Ct Wt Ce We Co Wh
0.33 0.15 0.16 0.48 0.28 0.31 0.56
Variables for Ct
Cil wil Ci2 We2 Ct3 w3 Ci4 w4
0.20 0.13 0.06 0.28 0.33 0.30 0.03 0.29
Variables for Cc
Ccl wel Cc2 We2 Cc3 we3 CA4 wcd
0.85 0.19 0.25 0.16 0.00 0.18 0.58 0.47
Variables for Cp
Col Whl Cp2 Wo2 Cp3 Wb3 Cpd W4
0.78 0.10 0.00 0.21 0.03 0.32 0.59 0.37

Source: Own study.

The comparative analysis of the Podkarpackie regggoresented in three steps: (1)
analysis of competitive position, (2) analysis loé tdynamics of change of competitive
position, (3) competitive gap analysis. In eachthefse cases, the same time series was
used, covering the period 1999-2013. Due to thédionlength of the paper, the analysis
was performed at the level of the general competiss indexQ).

Turning to the first of these dimensions of analy#ishould be noted that the value of
the competitive position@) for Podkarpackie calculated for 2013 is 0.33, chhineans
that it is in 8th position among the ranking of qmatitiveness of all Polish regions. The
most competitive is Mazowieckie voivodship € 0.94). This region has built up a large
and constantly growing positive competitive gaprétation to all other regions in the
country. It alone creates a separate categoryibdérms of the dynamics of development
and growth processes, and in the area of compepsition.

Other regions in the ranking are at much lower levEhe competitive position of re-
gions: Matopolskie, Pomorskie, Dolflgskie and Wielkopolskie, values between
C[K0.40;0.50). Podkarpackie belongs to a group of atitipeness within the range of
values C[1J0.30;0.40) which also includes Zachodniopomorskiaskie and todzkie.
The other regions of Eastern Poland acquit2iadex value slightly above 0.20 (Lubel-
skie), or in the range to 0.2 (PodlaskRwictokrzyskie and Warmsko-Mazurskie).
Changes in the competitiveness index for Podkaipaatd the benchmarks included in
this study are shown in Figure 2.



The competitiveness of Podkarpackie region in Rblan 181

1,00

0,90 W

0,80

0,70

0,60

0,50 W === MAZOWIECKIE

0,40 O-0-0-0-pey —o— MALOPOLSKIE

0,30

020 C " @ LUBELSKIE

0.10 @~ PODLASKIE

0,00 29 SaNITReERg 9NN 0= ZACHODNIOPOMORSKIE
FRRAJQARIRIR QR K =mo= PODKARPACKIE

Figure 2. General competitiveness ind€)  Podkarpackie in respect to the benchmarks
(1999-2013).

Source: Own study based on GUS.

In order to clarify the current situation of Podbackie, one should refer to the dynamics
of change of the indicatdg, illustrated by single-based indices, with theebgsar 1999
(Figure 3). After Polish accession to the EU, Pop&ekie steadily lost its competitiveness.
Then, from 2006-2009 there was a relative stalidinaof the situation. The turning point
was then the crisis period (2009-2013), when theae a significant increase in competi-
tiveness compared to the other Polish regions cegdlyethose with weaker fundamentals of
development (e.g. other regions of Eastern PolaPdjlkarpackie mainly owes it to the
growing attractiveness in relation to companieseyl'increase their commitment in the
region, intensifying R&D activity. This is a goodundation for the further development of
an analysed region. It is worth noting that dutimg researched period, the competitiveness
of the voivodships Matopolskie and Mazowieckie tegsmtically increased. In contrast,
Zachodniopomorskie has systematically lost conigetiess since accession to the EU.
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Figure 3. Changes of the general competitivenetexi(C) regarding to base year 1999 r. — Pod-
karpackie with respect to the benchmarks.

Source: Own study based on GUS.
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Figure 4. Competitive gap — Podkarpackie with respethe benchmarks.
Source: Own study based on GUS.

Podkarpackie enjoys strong, positive dynamics wlhakie a favorable effect on its
competitiveness as compared to the benchmarkseflyrrin respect to the comparable
regions of Eastern Poland (Lubelskie and Podlasiié& competitive gap amounts up to
approx. 0.10. The competitive gap between Podkéipand Zachodniopomorskie was
also decreased, although in 1999, it was up tal;@td in 2006 it was at a level of -0.20.
Matopolskie region still maintains a significantngpetitive advantage over Podkarpackie.
In 2013, the competitive gap was in fact -0.17thia last few years, however, it has been
significantly reduced. In the years 2005-2009 itoamted to as much as -0.25. Since
2009, Podkarpackie has also regularly caught ughercompetitive gap with respect to
Mazowiecki. Currently it amounts to -0.62, while2809 it amounted to -0.69.

5. CONCLUSIONS

To conclude the presented research, it shoulddtedsthat in the field of phenomena
covered by the Regional Model of Competitivenessjkarpackie has one of the largest
dynamics of positive change in the country. In ttespect, it stands out among other
regions of Eastern Poland. Thmart specializatiorstrategy it has applied gives results
primarily in the area of competitiveness relatisecompanies. Particularly noteworthy is
the high activity of the private sector in termsimfestment in R&D. The foundations of
this change are both historically conditioned tiiads of the aviation industry and the
current policy aimed at building a favorable enkiment for enterprises. The main struc-
tural problem is a drastically declining compettiess in terms of its citizens, and above
all, the threat of migration to large cities likeavgaw or Krakow.

It is hard to prejudge to what extent the currepthgerved, dynamic changes in com-
petitiveness are likely to continue in the comirgpns. Certainly, Podkarpackie can be
seen as a model for the other regions of Eastelan@oor other less developed voivod-
ships, such as Opolskie or even Zachodniopomorstielkarpackie, by obtaining the
previous high rate of growth in competitivenesss hachance to achieve levels compara-
ble with the Matopolskie within the next 10-15 ygardowever, it will require to meet two
basic conditions: (1) a further increase in theegtment attractiveness for enterprises and



The competitiveness of Podkarpackie region in Rblan 183

(2) stop the negative trends of competitiveneggliation to its citizens. For this purpose,
it is necessary to further develop the functiorih&f regional growth center of the city of
Rzeszow, which is the capital of Podkarpackie negiafrastructure projects which are
currently implemented around the city allow the gamation of significant investment
areas. Other projects generating business-friegmalyronment also create such an oppor-
tunity. Gradual improvements in the attractivenefsthe regional labor market also repre-
sent a chance to increase the region's attractgetzeyoung people, thereby increasing
human capital.
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KONKURENCYJNO SC PODKARPACIA — ANALIZA POROWNAWCZA
WZGL EDEM WYBRANYCH BENCHMARKOW

Konkurencyjnd¢ regiondw to zjawisko, ktore na state wpisalpwiproces zarglzania

rozwojem spoteczno-gospodarczym systeméw gospogldrcinstytucje administracji pu-
blicznej na kadym poziomie muszuwzgkdnia® ten aspekt, ksztatag polityke interwen-

cji strategicznej. W niniejszym artykule skupiori¢ sa wymiarze regionalnym, ktory jest
podstawowy dla polityki spdjroi i rozwoju w Unii Europejskiej. Skuteczne zgidzanie
rozwojem wymaga jednak odpowiedniego zdefiniowdaiakurencyjnéci jako zjawiska, a
co za tym idzie — tale pomiaru jej stanu, luki konkurencyjnej oraz ob&ewanych tenden-
cji w tym zakresie. Niniejszy artykut jest prplprzeprowadzenia catego procesu analizy
konkurencyjnéci dla jednego z regionéw Polski Wschodniej (wojeattvo podkarpackie).

Celem artykutu jest identyfikacja pozycji konkurejmgj badanego regionu oraz ten-

dencji w tym zakresie w kontétie wybranych benchmarkéw, czyli regionéw poréwnaw-
czych. Podkarpackie jako jedyny region Polski Wslrtiej zbudowat aktualnie czytejn
oparg na innowacyjnéci polityke rozwoju. Opart s przy tym na filozofiismart specializa-
tion, ktdra jest kluczowa dla budowania pozycji konkurgnej. Jednoczaie region ten ma
wiele historycznie uwarunkowanych probleméw strosboych, ktére hamgjjego rozwo;.
Jest take mocno determinowany przez oddzialywanie ponadnediych centréw wzrostu,
takich jak Krakow i Warszawa. Dlatega tiest to ciekawy przyktad badawczy w konseike
zagadnienia konkurencyjiad.

W artykule wykorzystano model konkurencyjnbautorstwa Jacka Strojnego w celu
pomiaru pozycji konkurencyjnej. Do jego budowy wykgstano metog AHP. Nas¢pnie
na podstawie zgromadzonych zmiennych statystyczigpdtonano analizy poréwnawczej
Podkarpacia wzgtlem wybranych regionéw, wykorzysiojmetod unitaryzacji zerowanej

oraz indeksy jednopodstawowe.

Stowa kluczowe region, konkurencyjni regionu, analiza poréwnawcza, AHP.
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BUILDING RELATIONSHIP BETWEEN OEM

CUSTOMERS AND SUPPLIERS IN PRODUCT

INNOVATION DEVELOPMENT PROCESSES
IN B2B MARKET

The main focus of this article is to present caonlit to build relationships between Original
Equipment Manufacturers (OEMs) customers and thgipliers in product innovation develop-
ment processes in the B2B marldtalysis of literature and numerous observatiodatethat
the OEM companies developing the concept of pradadvation very often also include suppli-
ers in these processes. These processes are telamoperation in research on new materials
and technological solutions, manufacturing processel product quality assurance. A key ele-
ment to start cooperation on product innovaticie ishoose reliable partners. This choice is pre-
ceded by a preliminary assessment of suppliers. i§tof particular important for the develop-
ment of new products, which must meet stringerallegfuirements regarding specific threats to
the safety of users and the environmental protedBompliance with these requirements is exe-
cuted through self-assessment questionnaires,rauditd periodic scoring assessment of the
suppliers. It should also be noted that the congsahiat are the buyers in the B2B market are not
limited to impose stringent requirements to supliMany OEMSs driving to ensure high quality
of purchased materials offer special programs ppat their suppliers. Through these programs
suppliers are provided with support through tragnémd counseling. The results of these pro-
grams help ensure product safety and reduce castly py the partners. This permits the trans-
fer of new product concept in the supply chain.

Keywords: relationship marketing, supply chain managementjymt innovation,
business-to-business

1. INTRODUCTION

Many Original Equipment Manufacturers (OEMSs) cortigr on the selection of key sup-
pliers, shaping long-term relations with them basedhe advancement of the technical quali-
ty of product solutions. Significant conditions gimg this partnership are the speed of infor-
mation exchange and individualization of appro&ofy, by means of offering a wider range of
services utilising the supplier and getting invale joint research and development of new
products. The process of building relationshipssitppliers can be summarized in ten phas-
es. These are:

1 Maciej Urbaniak, PhD, ScD, Professor, The Uniwgref Lodz, Faculty of Management, Chair of Logisi
22/26 Matejki Str., 90-237 LégPoland, tel.: +48 426 355 215, e-mail: murb@adzlpl
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Setting the expectations and requirements for &rpph terms of technical quality and ser-
vice (before and after sale, frequency of ordergamizational systems (implementation of
quality management standards, technical and temfjical capabilities as well as financial
conditions;

Identification of potential suppliers;

Assessment of potential suppliers (through seissaent questionnaires, analysis of submit-
ted bids, auditing factories owned by providers);

Supplier classifications;

Negotiating the terms of deliveries with supplier;

Choice of supplier;

Contract agreement;

The ordering (establishing order, handling order);

Performance of the contract realization (includihg transmission of orders, deliveries and
monitoring purchasing process documentation);

Evaluation of co-operation and development of gastnips, including regular rating of sup-
pliers (through the scoring or indicators), assesiie impact of cooperation with the supplier
to improve the efficiency of processes in the syplain (design, purchasing, warehousing,
manufacturing, maintenance, environmental and ysafetnagement, compliance with best
practices in the field of ethical conduct).

A partnership comprises a process in which theooust and the supplier gradually build
strong and extensive social, economic and techreétionships. Creating partnerships usual-
ly results from some kind of evolution beginninghwiepeated transactions based on loyalty to
the source of purchase and on confidence relatdtpositive image of a particular partner.
Repeated transactions often transform into long-®wnnections in which relations are regu-
lated by agreements. If the parties are happy ketping to the arrangements set out in the
agreements, their cooperation may transform intiose partnershfp This may generate lots
of benefits for the partners and these are: imgtauality of products and services, prompter
of orders, preferential prices, improved commuincabetween the supplier and the recipient
(quicker and more complete exchange of informatimit research and developmérkhe
benefits enhance the positive images of the pattiresome cases, a partnership between the
supplier and the customer may transform into aegfi@ alliance which is based on joint
achievement of specific long-term objectives

2. THE ROLE OF SUPPLIER IN NEW PRODUCT DEVELOPMENT

Product innovation development processes haveoftay the form of projects that focus
on introducing new or improving the quality of diig producté Wheelwright and Clark
have identified four types of projects relatedh® development of product innovations:

2 S.M. WagnerSupplier development and the relationship life-eytihternational Journal of Production Eco-
nomics” 129/2 (2011), p. 277-283.

3 M. Beverland, A. LindgreenRelationship use and market dynamism: A model latioaship evaluation
“Journal of Marketing Management” 20/7-8 (2004)3p5—858.

4Z. Ge, Q. Hu, Y. XiaFirm's R&D cooperation behavior in supply chaitProduction and operations man-
agement” 23/4 (2014), p. 599-609.
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Incremental improvement projects which focus on degelopment of technical quality of
products (to improve the mechanical properties,cied) energy consumption) and/ or pro-
cesses (manufacturing cost reduction by increadfitency);

Platform projects, aimed at creating a new model (hodel of the product or part thereof)
which entail a change in the manufacturing process;

Breakthrough projects whose aim is to develop n@dayrcts (with new qualitative characteris-
tics) and new processes related to their prodyatiatically different from the previous gener-
ation of products;

Research and development projects, focused onngéaibwledge on new materials and new
technology that may be subject to commercialization

The concept of the new products often begins thealled basic research (pure research),
focusing on identifying characteristics of the prad(its composition and basic functions.
These research activities include defining andoiisténg the basic technical characteristics of
the components of a product (the characteristicowfponents). Applied research is related to
the transformation of knowledge concerning the attaristics of the product and manufactur-
ing technology policy solutions aiming to adapt greduct to meet the needs of users .In
many organizations, both at the stage of basi@arelseind applied research there is a need to
find potential qualified suppliers in the field oéw materials and technology (such as infra-
structure). Such providers should comply with thguirements in terms of technical quality
(ensure safety of the products) research and dewelat potential, technological capacity as
well as financial stabiliyy Successful product innovations, especially indse of the high-
tech sector are very often conditioned by the tyuali the cooperation between OEMs and
suppliers in the processes of research and develwpriror this reason, many companies
switched their partners to the initial stages @fdpict design procesSe&arly suppliers’ in-
volvement in R & D activities can build strongertparships. These relations should be based
on mutual trust and seeking common limiting th&sriassociated with new product quality
assurance. This cooperation also permits partaoeshdrten conducted R & D processes and
reduce the costs of these activitiEsirly supplier Involvement also allows to jointlgwelop

5 S.C. Wheelwright, K.B. ClarkCreating product plans to focus product developmé&rarvard Business
Review” 1992/70, p. 70-82.

6 M. Song, C.A. Di Benedett&upplier's involvement and success of radical newdyct development in new
ventures “Journal of Operations Management” 26/1 (2008122; A. Ekici,An improved model for suppli-
er selection under capacity constraint and multipfgeria, “International Journal of Production Economics”
141/2 (2013), p. 574-581.

" F. Wynstra, A. van Weele, M. Weggemaimanaging supplier involvement in product developtm&hree
critical issues “European Management Journal” 19/2 (2001), p—167; A. Walter,Relationship-Specific
Factors Influencing Supplier Involvement in CustoiNew Product DevelopmentThe Journal of Supply
Chain Management” 39/4 (2003); M. Hoegl, S.M. WagiBaiyer-supplier collaboration in Product Devel-
opment Project“Journal of Management” 31/4 (2005), p. 530-5881. Wagner,Tapping supplier innova-
tion, “Journal of Supply Chain Management” 48/2 (2032)37-52, 4-15; J. YlimakiA dynamic model of
supplier—customer product development collaboratistnategies “Industrial Marketing Management”
2014/43, p. 996-1004.

8 R. Mclvor, P. Humphreys, T. Caddeéypplier involvement in product development ingleetronics industry:
A case study‘Journal of Engineering and Technology Managet28t4 (2006), p. 374-397; L. Melander,
Buyer-Supplier Collaboration in New Product Devetwmt Between Two Equally Powerful Firms: A Case
Study of ABB and SKFOperations and Supply Chain Management” 7/3 4204. 107-113.
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not only the innovative potential of the partnens &lso their organizational capacity by im-
proving the efficiency of procesSes

3. THE REQUIREMENTS FOR SUPPLIERS

The choice of a new supplier is preceded by arpirdiry assessment qualification which
is carried out by: filling in self-assessment qiogstaires by suppliers, audits, order a trial
party, collection and analysis of bids, and refegevisits. Especially important source of in-
formation are the results of self-assessment adiisaof suppliers that allow you to obtain
information concerning:

Implemented technologies (related to the manufaxguprocess, operation of computer-
ized processes);

Control the infrastructure;

Identification of processes and products,

Systems of measuring and monitoring the qualitypfducts (materials, semi-finished
products, finished products);

Innovative capability (research and developmerst dtiaptability of new technologies, the
efficiency of the implementation process innovasieontribute to costs decreasing);
Implemented and integrated (quality, environmeatal safety) management systems and
other operational improvement tools (like ToyotadRriction System, Lean Management)
which allow the supplier to ensure organizatiorfitiency®.

Increasingly, companies are developing multi-cidteavaluation systems of suppliers, in
which the main criteria are: high level of techmigaality (documented by product certif-
icates), technical and organizational capacityhefgupplier, price, timeliness and flexibil-
ity of supply, the provision of pre-sales servi¢dssign solutions, technical advice) and
after-sales services (delivery, installation, téchhservice, repair and maintenance, train-
ing and counseling), financial position, ethicgnis of communication with custométs
Numerous OEM companies (that belong to the high-fgoducts sector) qualifying new
partners for cooperation in product innovation depment processes require from their
suppliers the use of:

Detailed process maps (taking into account comtoats, process changeability, respon-
sibility);

FMEA for products and processes (taking into acte@ontrol plans, flow diagrams and
defining critical parameters);

Cost analysis concerning quality and evaluationgsro€ess effectiveness;

Statistical process control (e.g. evaluation ofcpss capability and reaching the coeffi-
cient level of Cpk > 2.0);

9 Th. E. JohnserBupplier involvement in new product developmentiandvation: Taking stock and looking to
the future “Journal of Purchasing and Supply Management/3 {8009), p. 187-197.

10 A Hosseininasab, A. Ahmadgelecting a supplier portfolio with value, devel@mt) and risk consideration
“European Journal of Operational Research” 24501.%2, p. 146-156; Ch.-Y. Shen, K.-T. YEnhancing the
efficacy of supplier selection decision-making loa initial stage of new product development: A fi/fuzzy
approach considering the strategic and operatiofaitors simultaneously'Expert Systems with Applica-
tions” 36/8 (2009), p. 11271-11281.

11 M. Zolghadri, C. Eckert, S. Zouggar, Ph. Girdedwer-based supplier selection in product developmeojects
“Computers in Industry” 62/5 (2011), p. 487-500.
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First Part Approval;

MSA - Measurement System Analysis;

Designing experiments;

Robust design methodology;

Calculating efficiency coefficients concerning thguipment and the time of reacting in
case of breakdowns;

AQAP (Advanced Product Quality Planning);

PPAP (Production Part Approval Process), and CABt@ner Approval Package).

The high-tech sector companies may also requitethikasuppliers apply the specific in-
dustry standards e.g. ISO/TS 16949 in motorizagigstor, ISO 13485 in medical equipment
industry, AS 9100 in the aircraft industry and TR09 in telecommunication sector. The im-
plementation of those systems should be confirnyeabpropriate certificates

4. COOPERATION WITH SUPPLIERS IN DEVELOPING TECHNIC AL DOCU-
MENTATION OF PRODUCTS AND TESTING PROTOTYPES

In the design phase the technical quality is ddflmethe product documentation which in-
cludes a description of the components of the ptoglod the list of processes associated with
the product realization (processing, assembly, ggiol, delivery, installation at the custom-
ers), the list of elements of the infrastructureéchhis essential for these processes. In the case
of new products, to develop this documentation, @Ekgages suppliers in the form of coop-
erating cross-functional teams, which are compos$edpresentatives of various departments
of the partnef€. In these teams the specialist of research anelafewent, production,
maintenance, quality control, purchasing, marketing service departments are involved.
Product documentation detailed defines the composiize (dimensions), shape and compo-
nents of new product.

A jointly developed by partners description of gineduct is often a future specification for
the suppliel®. Evidence of compliance with the specificationthis First Piece Qualification
(FPQ), which was confirmed by documented test t&sinispection and certification of the
product.On the basis of the technical documentation arigkes the prototypes of new prod-
ucts, which are subjected to laboratory testingmoduction. Prototype testing of new materi-
al (alpha testing) by a supplier in cooperatioh@EMs includes an assessment of the proto-
type as well as the manufacturing processes. Theoge of this testing is to optimize the
features of the new product to confirm its complamith the specifications and ensuring
security for future users and the environment. Bydeicting this type of testing one could
better meet the requirements of buyers, improvéitguymarameters to ensure appropriate ser-
vice and technical advice for the client as wellesolve any significant problems with the
operation of the product.

The positive results of this assessment allow prpéotesting in independent laboratories
(beta testing), which most often in EU countries Idotified Bodies recognized for providing
certification, inspection and testing to guaranpeeduct compliance to the defined safety

12 5.M. Wagner, M. Hoeglinvolving Suppliers in Product Development: Img&from R&D Directors and
Project Managers“Industrial Marketing Management” 35/8 (2006) 986—-943.

1B Y.-H. Lee, K.-J. WangPerformance impact of new product development peasefor distinct scenarios under
different supplier—-manufacturer relationshipMathematics and Computers in Simulation” 82/2Q1@), p. 2096—
2108.
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regulations with New Approach Standardizatfomaboratory tests are mainly related to the
control of the mechanical properties of productd #reir components under simulated ex-
treme conditions of use. Then OEMs and suppliary cait production tests, which are vali-

dation of the product by the manufacturer. Theltesid the validation can be used to refine
the detailed design (change of raw materials, @olgical solutions) and to improve opera-
tional processes (design, manufacture, transpmtiliation of the product). Participation of

suppliers in validation gives an opportunity to mne the quality characteristics of materials
and elements of manufacturing infrastructiire.

One could also observe that many enterprises asmtitept of Design for Manufacturing.
They focus on the reducing the costs associated thvt production and improve product
quality by simplifying design and manufacturing ggsses (by limiting the number of parts of
the product and reduction the use of materialprioductionj®.

5. LIFE CYCLE ASSESSMENT AND ECODESIGN

More and more multinational companies require thafipliers to reduce the negative im-
pact of products and processes on the environmenigh implementation of the concept of
Life Cycle Assessment (LCA based on ISO series Q4€tandards) and EcoDesign ap-
proach’. This concept focuses on analyzing and reduciagéigative impact of each product
on the environment in all phases of their life eydesign, manufacture, distribution, installa-
tion, use, maintenance, disposal / destructiorutifralematerialization), or reuse of materials
(recycling). These activities aim at:

Improved material efficiency (by minimizing consutiop of materials, use of materials with

low impact on the environment, the use of renewedle materials and / or use of materials
recovered);

Improved energy efficiency (by reducing energy comgstion, use of energy sources with low
impact on the environment, the use of energy fremewable resources);

Designing (products and processes) for cleanemptimh and safe use of products (through
the use of cleaner manufacturing techniques, awpitlie use of hazardous materials);

14 R.E. Cole,From Continuous Improvement to Continuous Innovatidotal Quality Management” 13/8
(2002), p. 1051-1056; P.A. Cauchick Migueprtfolio Management and New Product Developmemtidm
mentation-A Case s Study in a Manufacturing Fitinternational Journal of Quality & Reliability &hage-
ment” 25/1 (2008), p. 10-23.

15Y. He, K.K. Lai, H. Sun, Y. CherThe impact of supplier integration on customer gnéion and new prod-
uct performance: The mediating role of manufactyrilexibility under trust theory‘International Journal of
Production Economic2014/147 p. 260-270.

16 M.A. Schilling, Strategic Management of Technological InnovatigieGraw-Hill Irwin, New York 2005, p.
229; AK. Kulatunga, N. Karunatilake, N. WeerasiagiR.K IhalawattaSustainable Manufacturing based
Decision Support model for Product Design and Dewelent Processl2th Global Conference on Sustaina-
ble Manufacturing“Procedia CIRP” 2015/26, p. 87-92, J. Hartmann, &ntin,Understanding the rela-
tionships of integration capabilities, ecologicabguct design, and manufacturing performantimurnal of
Cleaner Production” 2015/92, p. 196-205.

17 R. Karlsson, C. LuttroppEco -design: What's Happening?Journal of Cleaner Production” 2006/14, p.
1291-1442; T. SakaQuality Engineering for Early Stage of Environméiyt&€onscious Designi'The TQM
Journal” 21/2 (2009), p. 182—-193. F. Brones, M.M.Gharvalho, E. de Senzi Zancigodesign in project
management: a missing link for the integration wudtainability in product developmentdournal of Cleaner
Production”2014/80, p. 106-118.
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Designing for durability (considering in this respthe length of the operation, maintainability
product improvements resulting from the emergeffitiesse technologies);

Designing for reuse of products, recovery and fawyc

Eco-design approach is based on Environmental tAfealysis (EEA) and takes into account:
identification of legal requirements, design plagni conceptual design, construction and
evaluation of a prototype, production and packgging

LCA is a complex process, involving the analysighef profitability of investment projects
with simultaneous emphasis of products on redutieig negative impact on the environment.
This concept takes into account measures to detertimé quantities of used materials, energy
and waste generated at each process (startingrésrmaterial extraction, through manufac-
turing, distribution, use and reuse / recyclingldintal disposal}®. A particular stage in the
design and development of a new product with tleeafisEcoDesign approach is screening.
This analysis takes into account:

Laws requirements (including the restriction of o$dazardous substances, waste manage-
ment) and the functionality of the product (speaifions) and safety for the environment and
for users);

Technological capability and business infrastrugtur

Suppliers capability of providing the appropriatew) solutions, technical quality and re-
quirements relating to the fulfillment of requiremi® for improving the environmental as-
pects®.

The effective application of EcoDesign and the ephof LCA helps companies meet the
requirements relating environmental supplier statgm(environmental product declarations)
and application for the use of eco-labeling forduiats.

6. SUPPLIER DEVELOPMENTS PROGRAMS

Many international companies trying to assist laagbpliers to meet their stringent re-
quirements by offering them help in the form of edltations and training in the implementa-
tion of product innovations and improving operatibprocesses. These activities focus on
deliveries of aid in terms of:

Ensure technical quality of products,
Improve efficiency and effectiveness of processes,
Improve working conditions and improve staff quedifions,

18 D. Pujari, K. Peattie, G. WrighDrganizational antecedents of environmental resp@mess in industrial
new product developmentindustrial Marketing Management” 33/5 (2004), 381-391; K. Nakano, M.
Hirao, Collaborative activity with business partners fangrovement of product environmental performance
using LCA “Journal of Cleaner Production” 19/11 (2011)1p89-1197.

19 F. Ardente, F. Mathieux, M. RecchiorRecycling of electronic displays: Analysis of pregessing and
potential ecodesign improvement€onservation and Recycling” 2014/92, p. 158-1F1Brones, M.M. de
Carvalho, E. de Senzi Zanclcodesign in project management: a missing linkferintegration of sustain-
ability in product development?Journal of Cleaner Production” 2014/80, p. 1083:1M. Fargnoli, M. De
Minicis, M. Tronci, Design Management for Sustainability: An integdatgproach for the development of
sustainable productsiJournal of Engineering and Technology Manageth20i4/34, p. 29-45; E. Benetto,
C. Jury, E. Igos, J. Carton, P. Hild, Ch. VergnédilMartino, Using atmospheric plasma to design multilayer
film from polylactic acid and thermoplastic starch:screening Life Cycle Assessmédoburnal of Cleaner
Production” 2015/87, p. 953-960.
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Reduce level of risk threats in the supply chaioriter to ensure continuity of processes car-
ried out by the partners.

Some supplier development programs aimed at impgatvie environmental impact of prod-
ucts. Green supplier development programs are lmassektting goals and formulating supplier
task programs, which are associated with the usessfenvironmentally harmful materials,
implementation of more environmentally friendly heological solutions. Many industrial
customers require that suppliers have implemehtedequirements of European Union direc-
tives:

RoHS (Restriction of Hazardous Substances) Dire@&iy 2003/95/EC,

WEEE (Waste Electrical and Electronic EquipmenteBtive 2001/96/EC,

EuP (Eco-design for Energy using Products) Dire@R09/125/EC,

Battery and Accumulator Directive 2006/66/EC,

Packaging Directives 94/62/EC, 2004/12/EC, COM Bieni97/129/EC,

REACH (Registration Evaluation Authorization andsietion of Chemicals) Regulation
1907/2006/E&.

OEMs support their suppliers providing expertiseWledge delivered through training and
specialist advice. Enterprises engaging provider@int projects related to designing new
product solutions that use EcoDesign approachctiféeimplementation of these programs
gives a possibility to the partners improve theliguaf products (lower level of non-
compliance, introduce product innovations, increadability and security), shorten cycle
processes and reduce their costs (especiallyatiarelto operational processes such as design,
customer service before and after the sale, priotiuctervices, transportation and infrastruc-
ture maintenance), as well as improve mutual concatior??.

The successful implementation of these programsnifeeboth suppliers and customers to
improve the quality of products (lower the levehoih-compliance, introduce product innova-
tions, increase reliability and security), shorbgle processes and to reduce their costs (in
particular with regard to operational processe$ g design, customer service before and
after the sale, production/services, transportadioth maintenance of infrastructure) and im-
prove mutual communicatiéh Actions aimed at developing suppliers undoubtedhytribute

to a reduction in transaction costs related teiptoration of new supply capacity, conducting
audits and other forms of assessment, verificatioth qualification of the sources of pur-

20 Q. Zhu, J. Sarkis, K.-H. LaiGreen supply chain management implications forosahg the loop’; “The
Logistics and Transportation Review” 44/1 (2008),1p18; Ch-W. Hsu, A.H. HuApplying hazardous sub-
stance management to supplier selection using Hoalgtwork processJournal of Cleaner Production” 17/2
(2009), p. 255-264; Ch.-W. Hsu, T.-Ch. Kuo, Sh.ten, A.H. HuUsing DEMATEL to develop a carbon
management model of supplier selection in greeplgughain managementJournal of Cleaner Production”
56/1 (2013), p. 164-172.

21 Ch. Bai, J. Sarkiszvaluating green supplier development programs wititey based rough set methodology
“Expert System with Applications” 38/11 (2011),38505-13517; X. Fu, Q. Zhu, J. Sarksaluating green
supplier development programs with at a telecompatitins systems provideinternational Journal of Pro-
duction Economics” 140/1 (2012), p. 357-367; Fv&abr, V. Villena,Supplier Integration and NPD Out-
comes: Conditional Moderation Effects of Modularsig@ CompetencéJournal of Supply Chain Manage-
ment” 49/1 (2013), p. 87-113; T. Yan, K. Dool®yyer—Supplier Collaboration Quality in New Prodiume-
velopment ProjectsJournal of Supply Chain Management”50/2 (201439-83.

22 Ch. Bai, J. Sarkiszvaluating green supplier development programs wititey based rough set methodology
“Expert System with Applications” 38/11 (2011),48505-13517.
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chasé’. In order to ensure the effectiveness of suppléelopment program is necessary to
produce a climate of cooperation based on mutuain@oment, trust and open information
exchange especially in the area of performancetyivel of compliance with the require-
ments for the provision and improvement of prodaetd processes ) and cost (access to fi-
nancial data relating to joint ventures). Effedinienplemented, the development programs of
suppliers undoubtedly contribute to building theliectual capital of the partnéts

7. MONITORING OF SUPPLIERS DEVELOPMENT

Many companies monitor activities of suppliers gsBupplier Performance Card, collect-
ing data, and conducting appropriate benchmarkingimngs take into account their technical
quality, timeliness, cost reduction, technologideVelopment, the rate of implementation by
the supplier of new solutions (adaptation time gearnn the process, the product), the possi-
bility of introducing a new product, the reactiaie (for RFQ / preparation of the offer, the
complaint / reported a technical problem, the imm@atation of corrective / preventive), flexi-
bility (adapting to changes in customer orderspgka in the economic environment), improv-
ing environmental impact (reducing the consumptbmaterials / energy, reducing green-
house gases, reducing waste generation and inasase of materials through the introduc-
tion of recycling), progress in the implementatimnprocess improvement tools and prod-
uctg®. Many companies also assess suppliers on thedfahisir level of management focus-
ing on their system of certificates (which confodrthe implementation of organizational
standards like 1ISO 9001, I1ISO 14001). They alsotaugipliers periodically. Some interna-
tional companies require regular reports on pragiregmprovement of management systems
while monitoring suppliers. They also keep monitgrthem regularly by means of Perfor-
mance Feedback Reports Cards which contains ddtavering costs, reducing incompatibil-
ity, improving effectiveness indicators and procefficiency indicators, reducing energy
consumption, shorter cycles of process completimhagtimization of using production capa-
bilities. The above-described behaviour may begprtes! as a cycle of constant improvement.
Companies implementing management systems whicforoorto organisational standards
much more often complete sheets and employ pesioel@luation indicators as well as audit
their business partners when shaping their reltigith suppliers compared to companies
which do not implement systems of this type. THeg eequire that bidders implement quality
management systems and also, more and more aftemvaonmental management system.
Observing world trends, one may notice easily thaently suppliers have been monitored
from the point of view of meeting the sustainabdeelopment requirements following eco-
nomic aspects (demanding high technical qualitiiyety reliability, price competitiveness,
technical support), more and more often also enmental aspects and social aspects (princi-

2 H, Nagati, C. Rebolleddsupplier development efforts: The suppliers’ paihtiew “Industrial Marketing
Management” 42/1 (2013), p. 180-188.

24D.R. Krause, R.B. Handfield, B.B. TyleFhe relationships between supplier developmemncitment, social
capital accumulation and performance improvemeiburnal of Operations Management’25/2 (2007),
p. 528-545.

% T. Yan, K.J. DooleyCommunication intensity, goal congruence, and uadety in buyer—supplier new
product developmentJournal of Operations Management” 31/7-8 (2013)523-542, S.H. Yoo, H. Shin,
M.-S. Park,New product development and the effect of suppli@lvement“Omega” 2015/51, p. 107-120;
Ch. Zhang, J.W. Henke Jr., S. Viswanathaeciprocity between buyer cost sharing and suppéiehnology
sharing “International Journal of Production Economic§18/163, p. 61-70.
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ples based on the concept of the Global CompacthyMDEMs define for their partners sup-
plier the principles of code conduct. Regardingiremment protection requirements, special
emphasis is put on suppliers by Japanese firmshidit down detailed guidelines for suppli-
ers. While signing contracts with suppliers, aofointernational concerns make them also sign
statements according to which they will be oblige@ddopt principles included in clauses of
so-called Statements on Business Practices) whectoanected with binding laws and ethical
standards, avoiding corruption practices and fightigainst attempts to bribe domestic and
foreign institutions employees, avoiding employéerimination, protection of international
human rights and responsibility for the environménis worth noticing that these require-
ments are not imposed on one party only (by mehftgaing suppliers to meet them). More
and more companies want to shape their imagediasegartners (customers) and, therefore,
draw up purchasing codes of ethics or good pragtiates.

8. CONCLUSIONS

The international expansion of many companies, cihe global companies, increases
the importance of technical standardization.. ©oeld also perceive a gap in the field of
organizational solutions between international cmfions and indigenous businesses. In
many cases this gap is reduced by the introduofitime concept of sustainable development.
International companies implementing this concepti$ on the cooperating with their part-
ners in the supply chain (suppliers and customeff&ing them support through joint pro-
jects. These initiatives are aimed at improving w@mn processes and developing concepts for
new products. Cooperation between OEMs and thegipliess undoubtedly contributes to
forming long-term mutually beneficial relationshipstween partners. Early supplier devel-
opment in R & D processes can effectively eliminadéential errors associated with new
product and mitigate the risk of not guaranteesadéty for users and the environment. The
effects of this cooperation allow an increase @téthnological and organizational capabilities
of partners, which affects their competitive adagst

REFERENCES

[1] Ardente F., Mathieux F., Recchioni MRecycling of electronic displays: Analysis of pre-
processing and potential ecodesign improvemeéi@isnservation and Recycling” 2014/92,
p. 158-171.

[2] Bai Ch., Sarkis JEvaluating green supplier development programs witirey based rough
set methodologyExpert System with Applications” 38/11 (2011),18505-13517.

[3] Benetto E., Jury C., Igos E., Carton J., Hild P., Yier@h., Di Martino J.Using atmospheric
plasma to design multilayer film from polylacticid@nd thermoplastic starch: a screening
Life Cycle Assessmerifournal of Cleaner Production” 2014/87, p. 95396

[4] Beverland M., Lindgreen ARelationship use and market dynamism: A modellafioaship
evaluation “Journal of Marketing Management” 20/7-8 (20(#1)325—-858,

[5] Brones F., de Carvalho M.M., de Senzi Zancul [Ecodesign in project management:
a missing link for the integration of sustainalyilitn product development?Journal of
Cleaner Production” 2014/80, p. 106-118.

[6] Cauchick Miguel P. A.Portfolio Management and New Product Developmeptdmentation —
A Case s Study in a Manufacturing Firfinternational Journal of Quality & Reliability &hage-
ment” 25/1 (2008), p. 10-23.

[7] Cole R.E.,From Continuous Improvement to Continuous Innovatifiotal Quality Man-
agement” 13/8 (2002), p. 1051-1056.



Building relationship between OEM customers... 195

(8]
9]

(10]

(11]
(12]

(13]

(14]

(15]
(16]
(17]

(18]

(19]
(20]
(21]

(22]

(23]

(24]

(25]

(26]

(27]

Ekici A., An improved model for supplier selection under @ityaconstraint and multiple
criteria, International Journal of Production Economics” 24@Q013), p. 574-581.

Fargnoli M., De Minicis M., Tronci M.Design Management for Sustainability: An integrated
approach for the development of sustainable pralddburnal of Engineering and Technolo-
gy Management” 2014/34, p. 29-45.

Fu X., Zhu Q., Sarkis JEvaluating green supplier development programs waith telecom-
munications systems provigénternational Journal of Production Economicg011 (2012),
p. 357-367.

Ge Z., Hu Q., Xia Y.Firm's R&D cooperation behavior in supply chaifProduction and
Operations Management” 23/4 (2014), p. 599-609.

Giudice F., La Rosa G., Risitano Aroduct Design for Environment —a Life Cycle Ap-
proach Taylor & Francis, Florida, Boca Raton 2006.

Hartmann J., Germain RJnderstanding the relationships of integration chjtities, ecolog-
ical product design, and manufacturing performan¢dournal of Cleaner Production”
2015/92, p. 196-205.

He Y., Lai K.K., Sun H., Chen YThe impact of supplier integration on customergraéion and
new product performance: The mediating role of nfacturing flexibility under trust theoyyIn-
ternational Journal of Production Economics” 2044/b. 260-270.

Hoegl M., Wagner S.M.Buyer—supplier collaboration in Product Developmé®roject
“Journal of Management” 31/4 (2005), p. 530-548.

Hosseininasab A., Ahmadi ASelecting a supplier portfolio with value, developmeand risk
consideration “European Journal of Operational Research” 24801%), p. 146-156.

Hsu Ch.-W., Hu A.H.Applying hazardous substance management to supalection using
analytic network processJournal of Cleaner Production” 17/2, (2009), p52264.

Hsu Ch.-W., Kuo T.-Ch., Chen Sh.-H., Hu A.dising DEMATEL to develop a carbon man-
agement model of supplier selection in green suppdin managementJournal of Cleaner
Production” 56/1, (2013), p. 164-172.

Hutt M.D., Speh Th.W.Business Marketing Management — a Strategic viehvdafstrial and
Organizational MarketHarcourt College Publishers, 2001.

Johnsen Th.ESupplier involvement in new product developmentimmalation: Taking stock and
looking to the futurg'Journal of Purchasing and Supply Managemen® (&209), p. 187-197.
Karlsson R., Luttropp CEco-design: What's Happening?Journal of Cleaner Production”
2006/14, p. 1291-442.

Kulatunga A.K., Karunatilake N., Weerasinghe Nal#watta R.K.Sustainable Manufactur-
ing based Decision Support model for Product Desigd Development Procesi2th Global
Conference on Sustainable Manufacturing, “ProcedRPCR015/26, p. 87-92.

Lee Y.-H., Wang K.-J.Performance impact of new product development pezsefor dis-
tinct scenarios under different supplier—manufaeturelationships “Mathematics and Com-
puters in Simulation” 82/11 (2012), p. 2096-2108.

Mclvor R., Humphreys P., Cadden Supplier involvement in product development ireteetron-
ics industry: A case studyJournal of Engineering and Technology Manageim2at4 (2006),
p. 374-397.

Melander L., Buyer-Supplier Collaboration in New Product Developm&egtween Two
Equally Powerful Firms: A Case Study of ABB and SK¥perations and Supply Chain Man-
agement” 7/3 (2014), p. 107-113.

Nakano K., Hirao M.Collaborative activity with business partners for itmpement of prod-
uct environmental performance using LCAournal of Cleaner Production” 19/11 (2011),
p. 1189-1197.

Pujari D., Peattie K., Wright GOrganizational antecedents of environmental resp@mess
in industrial new product developmeriindustrial Marketing Management” 33/5 (2004),
p. 381-391.



196

M. Urbaniak

(28]

(29]

(30]

(31]

(32]

(33]

(34]
(35]
(36]
(37]
(38]

(39]

[40]
[41]
[42]

(43]

(44]

(49]

Sakao T.,Quality Engineering for Early Stage of EnvironmdigtaConscious Design‘The
TQM Journal” 21/2 (2009), p. 182-193.

Salvador F., Villena V.Supplier Integration and NPD Outcomes: Conditionalddimtion
Effects of Modular Design Competent#ournal of Supply Chain Management” 49/1 (2013),
p. 87-113.

Schilling M.A., Strategic Management of Technological InnovatibfcGraw-Hill lrwin,
New York 2005, p. 229.

Shen Ch.-Y., Yu K.-T.Enhancing the efficacy of supplier selection decismaking on the
initial stage of new product development: A hybridzly approach considering the strategic
and operational factors simultaneousfExpert Systems with Applications” 36/8 (2009),
p. 11271-11281.

Song M., Di Benedetto C.ASupplier's involvement and success of radical negyzt develop-
ment in new ventureSJournal of Operations Management” 26/1 (2008)+22.

Wagner M., Hoegl M.nvolving Suppliers in Product Development: Insglitom R&D
Directors and Project Managersindustrial Marketing Management” 35/8 (2006), 986—
943.

Wagner S.M.Supplier development and the relationship life-gytinternational Journal of
Production Economics” 129/2 (2011), p. 277-283.

Wagner S.M.,Tapping supplier innovatign‘Journal of Supply Chain Management” 48/2
,(2012), p. 37-52.

Walter A., Relationship-Specific Factors Influencing Suppligvolvement in Customer New
Product DevelopmentThe Journal of Supply Chain Management” 39/4 @00. 4-15.
Wheelwright S.C., Clark K.BCreating Product Plans to Focus Product Developméiar-
vard Business Review” 1992/70, p. 70-82.

Wynstra F., van Weele A., Weggemann Managing supplier involvement in product devel-
opment: Three critical issug¥European Management Journal” 19/2 (2001), p-167.

Yan T., Dooley K.J.Communication intensity, goal congruence, and uadely in buyer—
supplier new product developmerilournal of Operations Management” 31/7-8 (2013),
p. 523-542.

Yan T., Dooley K. Buyer-Supplier Collaboration Quality in New ProductvV@®pment Pro-
jects “Journal of Supply Chain Management” 50/2 (20p4)%9-83.

Yliméki J., A dynamic model of supplier-customer product dguakent collaboration strate-
gies “Industrial Marketing Management” 43/6 (2014) 996—1004.

Yoo S.H., Shin H., Park M.-SNew product development and the effect of supplieylve-
ment “Omega” 2015/51, p. 107-120.

Zhang Ch., Henke Jr. J.W., Viswanathan Begciprocity between buyer cost sharing and
supplier technology sharing‘International Journal of Production Economics018/163,
p. 61-70.

Zhu Q., Sarkis J., Lai K.-HGreen supply chain management implications forosahg the
loop”, “The Logistics and Transportation Review” 44/1qg) p. 1-18.

Zolghadri M., Eckert C., Zouggar S., Girard Frower-based supplier selection in product devel-
opment projects’‘Computers in Industry” 62/5 (2011), p. 487-500.

BUDOWANIE RELACJI POMI EDZY KLIENTAMI | DOSTAWCAMI

W PROCESACH ROZWOJU INNOWACJI PRODUKTOWYCH NA RYNKU B2B

Celem artykutu jest przedstawienie uwarunkaviaidowania relacji porilzy klientami

i dostawcami w procesach rozwoju innowacji produltch na rynku B2B. W artykule opisano
poszczegolne etapy wspotpracy peay OEM i dostawcami w zakresie prac badawczo rezwo
jowych nad nowymi produktami. Analiza literaturyaarliczne obserwacje wskaguje przed-
sichiorstwa, opracowaf koncepgj innowaciji produktowych, wtzap w te dziatania tate do-
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stawcow, prowadg z nimi wspotprag w zakresie badanad nowymi materiatami czy rozai
zaniami technologicznymi proces6w wytwarzania @alzezpieczania jaka wyrobu. Elemen-
tem kluczowym rozpoezia wspotpracy nad innowacjami produktowymi jesbéryodpowied-
nich partneréw poprzedzony odpowiednio przeprowaglzzery wsepng dostawcoéw. Ma to
szczegOlne znaczenie w wypadku prac na nowymi gtadhi, ktére mog spetni& rygorystycz-
ne wymagania prawne dotyce szczegolnych zagmn dla bezpieczestwa uytkownikéw
i ochronysrodowiska. Spetnienie tych wymageealizowane jest poprzez kwestionariusze samo-
oceny dostawcOw, przeprowadzanie audytow oraz okeescerg punktovs (w wypadku sta-
tych kwalifikowanych dostawcow). Przeelsiorstwa flgdagce nabywcami na rynku B2B nie ogra-
niczap sie wylacznie do stawiania rygorystycznych wymagistawcom. Wielu producentow
wyrobow gotowych, chic zapewnd wysolg jakas¢ zakupywanych materiatéw, oferuje swoim
dostawcom specjalne programy wsparcia.ckziym programom dostawcy magapewnione
wsparcie poprzez szkolenia i doradztwo. Wyniki tymlogramoéw pozwalgj zagwaranton@
bezpieczastwo produktow oraz wspdlnie ograniézepszty procesOw realizowanych przez part-
neréw.

Stowa kluczowe:marketing relacyjny, zagdzanie tacuchem dostaw, innowacje produkto-
we, wspotpraca przedbiorstw

DOI: 10.7862/rz.2015.mmr.14

Tekst ztazono w redakcji: maj 2015
Przyjeto do druku: maj 2015



ADDITIONAL INFORMATION

The Journal annually publishes a list of reviewers: in the last issue of the quarterly
- no. 4/2015 and on the website:
http://oficyna.portal.prz.edu.pl/pl/zeszyty-naukowe/modern-management-review/
http://mmr.prz.edu.pl/pl/recenzenci-wspolpracujacy/

Previous name of the Journal: Zarzqdzanie i Marketing, ISSN 1234-3706
http://oficyna.portal.prz.edu.pl/pl/zeszyty-naukowe/zarzadzanie-i-mar/
http://mmr.prz.edu.pl

The Journal uses as described on its website the procedure for reviewing:
http://oficyna.portal.prz.edu.pl/pl/zasady-recenzowania/
http://mmr.prz.edu.pl/pl/podstawowe-informacje/standardy-recenzowania/

Information for authors available at:
http://oficyna.portal.prz.edu.pl/pl/informacje-dla-autorow/
http://mmr.prz.edu.pl/pl/podstawowe-informacje/informacje-dla-autorow/

Review’s form available at:
http://oficyna.portal.prz.edu.pl/pl/zeszyty-naukowe/modern-management-review/
http://mmr.prz.edu.pl/pl/podstawowe-informacje/formularz-recenzji/

Instruction for Authors
http://oficyna.portal.prz.edu.pl/pl/instrukcja-dla-autorow/
http://mmr.prz.edu.pl/pl/podstawowe-informacje/instrukcja-redakcyjna/

Contact details to Editorial Office available at:
http://oficyna.portal.prz.edu.pl/pl/zeszyty-naukowe/modern-management-review/
http://mmr.prz.edu.pl/pl/redakcja-mmr/

Electronic version of the published articles available at:
http://oficyna.portal.prz.edu.pl/pl/zeszyty-naukowe/modern-management-review/
http://mmr.prz.edu.pl/pl/wersja-elektroniczna/

Circulation 130 copies. Publisher's sheet 15,32. Printer's sheet 12,5. Offset paper 80g B1.
Manuscript completed in June 2015, Printed in July 2015.
Printing Publishing House, 12 Powstancow Warszawy Ave., 35-959 Rzeszow
Order no. 72/15



