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From the Editorial Committee

The content of the Quarterly Journal 18(1/2011)lishbd by Faculty of Management
of Rzesz6w University of Technology are the aralitten in foreign languages and the
papers submitted by the foreign institutions andtexs. They are associated with the
predominant mainstreams of the research condudtéuearaculty. Our aim is to invite
local and foreign scientists and people who engspect to present their research results,
theories and considerations. In this way we wilitcibute to passing on and popularizing
the knowledge and initiating the further reseangh, will formulate the conclusions and
answers to the important questions and at the samecreate new research problems.

All the articles in the Journal have positive feadbfrom the reviewers.

We would like to thank the Authors and Reviewerd ati the people who contributed to
this issue of the Journal. We wish all the Read#esesting and inspiring reading.

With compliments
Editorial Committee
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Gerhard BANSE!

TECHNIK — NACHHALTIGKEIT — FOLGENABSCHAT-
ZUNG. KOGNITIVE UND NORMATIVE ASPEKTE

Zusammenfassungusgangspunkt der Uberlegungen ist der Zusamnmgnian Lang-
zeitverantwortung und Technikentwicklung. "Langeeiantwortung” bedeutet eine be-
stimmte Sicht auf gegenwartiges technisches bashnisch instrumentiertes Handeln: die
Zurechnung zukunftig mdglicher Folgen technischamditlns auf gegenwartig Handelnde.
Mit dem Leitbild "Nachhaltige Entwicklung" ist seitehreren Jahren ein Konzept in der in-
ternationalen Debatte, das sich unter den Ansptuahgzeitverantwortung" subsumieren
lasst. Dieses Leithild wird jedoch haufig ohne Bezug Technik und ihrer Entwicklung
diskutiert. Aber die Technik ist ein bedeutendepdid fiir die Realisierung einer nachhal-
tigen Entwicklung. Deshalb gilt es, auch ein ergshendes Technikverstandnis auszupra-
gen. Exemplarisch werden die Rolle von Komplexitéd Zeit fir ein zeitgeméaRes Tech-
nikbild verdeutlicht sowie vorherrschende und etétiche Muster des Technikverstand-
nisses miteinander verglichen.

1. Ausgangspunkt der Uberlegungen ist der Zusamargnkon Langzeitverantwortung
und Technikentwicklung. Die Erdrterung dieses Zusemhangs von Langzeitverantwor-
tung und Technik macht deutlich, dass darin meha&teelle ,Diskussionsstrange” ein-
flieBen (— bzw. einflielRen sollten, wenn man vodene Defizite zur Kenntnis nimmt).
Verwiesen sei auf folgende "Debatteén:

— "Prinzip" Verantwortung (das mehr umfasst, als Vian@rtung bezogen auf Technik
und auf Zukunft);

— Technikethik (die mehr umfasst, als Technik in Berzing zu Verantwortung zu set-
zen);

— Nachhaltige (dauerhaft-zukunftsfahige) Entwicklydge neben technischen vor allem
ethische, soziale, politische, 6konomische, 6ékaldye und institutionelle Implikatio-
nen besitzt);

— Technikgenese (die auf "interne" und "externe" Brabeanten und Mechanismen des
technischen Wandels verweist);

— Technikfolgenforschung und -beurteilung (womit egséts Moglichkeiten der Erfas-
sung zukunftiger Ergebnisse technischen Handelmderarseits "Kriterien" zur Be-
wertung technischer Lésungen und ihrer "Folgeniridwisiert werden).

! Prof. dr Gerhard Banse, Karlsruher Institut fiicArologie (KIT), Institut fiir Technikfolgenabscheéitgy und
Systemanalyse (ITAS).

2 Diese Aufzahlung ist sicherlich weder vollstandirh abschlieRend; einzubeziehen waren wohl amifélle
auch Themen, die sich auf die Wirtschaftsordnur@ydie institutionellen Rahmenbedingungen bezieherf.
die Angabe relevanter Literatur wird, da zu umfangr, bewusst verzichtet.
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Diese kurze Ubersicht macht einerseits deutlicssatie fir diesen Workshop gewahite
Thematik eine Vielfalt an Facetten aufweist, dighsallein aus systematischen Grinden
einer "vollstandigen" Behandlung entzieht. Andegissist jedoch auch sichtbar, dass
Lésungen bzw. Lésungsansatze hinsichtlich des Zosarhangs von Langzeitverantwor-
tung und Technik nur auf der Grundlage einer Besiatkigung all dieser unterschiedli-
chen "Zugange" méglich sirdNachfolgend sollen einige kognitive und normatiliser-
legungen im Sinne von "Vorverstandnissen" in detidlfiunkt gertickt werden.

2. Mit "Langzeitverantwortung” wird zundchst einesbmmte Sicht auf gegenwartiges
technisches bzw. technisch instrumentiertes Hangelsentiert, und zwar einerseits auf
zukunftigemoglicheResultate (Ergebnisse, Folgen, Wirkungen, Effeie}es Handelns
("Langzeit-"), andererseits auf dasitisteheh fur diese moglichen Resultate durch bzw.
deren Zurechnuny oder 'Zuschreibung auf gegenwartig Handelnde ("-verantwortung")
bezogerf. Technisches und technisch instrumentiertes Hanbatten stets Ergebnisse,
die (weit) in die Zukunft reichten, und damit "Lasgtwirkungen" unterschiedlichster Art
(man denke nur an die Waldrodungen fur das Bauwesdrfir metallurgische Prozesse
in der Antike und im Mittelalter oder an den Eirsabn Pestiziden in der Landwirtschaft
in der zweiten Halfte dieses Jahrhund®rt§ir die Gegenwart wird als Differenz zur
Vergangenheit auf Folgendes verwiesEmstenshat sich die Dynamik des technischen
Wandels gravierend erhdht und damit das — raumliglee zeitliche, quantitative wie
qualitative — "Ausmaf" der — beabsichtigten wie eatisichtigten — "Einflisse" auf Indi-
viduum, Natur und Gesellschaltweitenshaben der technische Wandel und seine Ergeb-
nisse eine weltweite, globale Dimension angenom(sewohl hinsichtlich der ideellen
Generierung und der materiellen Produktion als alethzweckbezogenen Nutzung und
der resultierenden "Wirkungen'rittens ist der Umstand hervorzuheben, dass hinsicht-
lich zuklnftiger Resultate und Auswirkungen gegenigén technisch instrumentierten
Handelns unterschiedlich begriindete Erkenntnisssjdaten oder Annahmen vorhanden
sind, so dass mdgliche "Zukinfte" absehbar sifidrtensschlielich versteht sich die
gegenwartige Generation zunehmend im RawlsschemeSifs "Zeitgenosse", der nicht
nur "Vorganger" hatte und "Nachfahren" haben widndern auch als Vertreter von
Nachkommenslinien, "denen jedenfalls ihre naherexchMommen nicht gleichgultig
sind" (Rawls 1998, S. 323). Insofern ist nicht dig Notwendigkeit von Langzeitverant-
wortung angezeigt, sondern auch die Mdglichkegiitwahrnehmung gegeben. (Ohne die
Mdglichkeit, realiter Langzeitverantwortung Gberman, auf Zukinftiges bereits heute
planend und gestaltend Einfluss nehmen zu kénngas-noch nicht bedeutet, diese Ver-

w

Damit soll angedeutet werden, dass das Thema Zegivgrantwortung und Technik" zunachst ein Theima f
Philosophie (und andere Disziplinen) ist, dann gbddie Philosophie (und die anderen Wissenschaiten)
Richtung auf eine echte interdisziplindre Behanglitranszendieren" muss.

Dabei werden haufig vorrangig nur solche Ergelenigeematisiert, die als "negativ"* bzw. "inakzeptabe
(bezogen auf aktuelle Wertskalen) oder als "nintgridiert” (bezogen auf die vorgangige Zwecksetgieg
wertet werden.

Zu den "technischen Langzeitwirkungen" gehorerr aloeh die Erhéhung der durchschnittlichen Lebenser
wartung, die Zurickdrangung bestimmter Krankheidar die Hebung des allgemeinen Wohlstandsniveaus
(zumindest in bestimmten Teilen der Welt), die Eddnfolge ihrer "Positivitat" (vgl. die vorangeggmne
Ful3note) selten unter dem Stichwort "Langzeitvevartung" behandelt werden.

IN

&
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antwortung auch tatsachlich zu ibernehmen!! —pbld&s Insistieren auf eben eine derar-
tige Langzeitverantwortung vor allem ein akadengscinterfangef).

3. Mit dem Leitbild "Sustainability" ist seit mehlesn Jahren ein Konzept in der internati-
onalen Debatte, das sich unter den Anspruch "Latvgzantwortung" subsumieren lasst.
Mit "Nachhaltigkeit" wird eine Entwicklung bezeichiy in der die Bedurfnisse heutiger
Generationen befriedigt werden, ohne die Befriedggder Bedurfnisse kommender Ge-
nerationen zu gefahrden, d.h. zu riskieren, daBediere eigenen Bedurfnisse nicht (aus-
reichend) befriedigen kdnnen (vgl. Hauff 1987, 8).4Dieses Leitbild hélt mit seinen
sozialen, 6konomischen, technischen, 6kologiscimehinstitutionell-politischen Kompo-
nenten die fundamentalen Uberlebens- und Entwigidbadingungen sowohl dieser als
auch der zukinftigen Gesellschaft durchgéangig ptageyl. RSU 1996, S. 51), themati-
siert damit sowohl Gegenwarts- als auch bzw. viemalZukunftsverantwortung. Sustai-
nability kann als regulatorische Idee fiir die Gkstey der natirlichen Existenz- und
Entwicklungsbedingungen heutiger wie kommender Gaimmen verstanden werden.
Dabei ist es in diesem Zusammenhang zunéchst rickhentscheidend, ob mit Nachhal-
tigkeit im Sinne von Birnbacher und Schicha dittbaltung(1.) des physischen Naturbe-
stands oder (2.) der Funktionen des gegenwartiggarbestands, (3.) eirf&cherungder
Befriedigung der Grundbedirfnisse zukunftiger Gatienen oder (4.) eine aktiwéor-
sorgefur die Bedurfnisse zukunftiger Generationen gemsit (vgl. Birnbacher/Schicha
1996, S. 150f.). Dabei kommt der Gestaltung "geertiBedingungen und Beziehungen
eine konstituierende Bedeutung zu: Gerechtigkeitiiérennbarer Bestandteil von Nach-
haltigkeit. Fir die Autoren des sogenannten "Brandt-Berichts" beispielsweise verbin-
det sich nachhaltige Entwicklung mit den ImperatiBewahrung der Umwelt, Ermdgli-
chung politischer Partizipation und Herstellung iatez Gerechtigkeif. Gerechtigkeit
wird dabei zum einen auf die intergenerativen Zusemhange — als "Gleichheit zwi-
schen den Generationen" — bezogen. Zugleich wettdarit zum anderen jedoch auch —
als intragenerative Gerechtigkeit — die Beziehurigerrhalb jeder Generation angespro-
chen. Damit ist "Gerechtigkeit" als Bewertungskiiten und Anforderungsstrategie ein
untrennbares normatives Element des Konzepts dehhditigkeit. Wenn man sich ent-
schlief3t, im Sinne von Langzeitverantwortung Venamtung fur kommende Generatio-
nen zu Ubernehmen, dann riickt — neben zahlreiadgran Problembereichen — auch die
Thematik der Bestimmung von "Gerechtigkeit" in dégckfeld, ein Unterfangen, das
mindestens so alt wie das Nachdenken Uber "Grurelsader "Regeln” menschlichen
Zusammenlebens ist, bislang aber kein befriedigesdbstantiellesErgebnis erbracht
hat, wahrscheinlich auch nicht erbringen konntendéGerechtigkeit ist kein absoluter,
sondern ein relativer Begriff, dessen je konkrétéralt in Relation steht zu bestimmten

® Damit wird nicht in Abrede gestellt, dass ein diégas Insistieren nicht "praktische", "auRerakaidehe"
Effekte zeitigen kann, von einer Sensibilisierungler Gesellschaft bis zur Festschreibung von wisd®ft-
lichen Forderprogrammen.

7 Zu diesem Ansatz bemerken Birnbacher und Schitiie: Interpretation 3 laRt sich rekonstruieren eilse
intergenerationelle Version des sogenanmiegativen Utilitarismus...], der eine Verpflichtung zur Befriedi-
gung der Bedurfnisse anderer lediglich bis zur Stlewder Vermeidung und Linderung ausgesprochisiogr
lagenfordert. Diese Interpretation dirfte dem Begriéfr dNachhaltigen Entwicklung, wie sie sich im Brundt
landt-Bericht findet, am nachsten kommen" (BirntatBchicha 1996, S. 153).
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sozialen Zielen und Sinngehalten" (Walzer 1992440)® Dieser Schwierigkeit waren
sich die Autoren des "Brundtland-Berichts" méglicheise bewusst, den sie haben ver-
mieden, eine fur ihr Anliegen (Sicherung einer afiafahigen Entwicklung) wichtige
theoretisch-konzeptionelle Grundlage (Gerechtigkeititer zu explizieren. Wenn mit
einer "Theorie der (inter- wie intragenerativen)ré&ahtigkeit” Grundsétze, Prinzipien,
Regularien und Verfahren fur die Zuweisung von Rechund Pflichten sowie fur die
angemessene (richtige? gleiche?) Verteilung gebelfdicher Ressourcen, Giter und
"Exkremente" erstellt werden sollen, dann gilt ws, allem fur die Wahrnehmung einer
Zukunfts- und Langzeitverantwortuh@glso im intergenerativen Sinne) folgende Fragen
zu beantworten: Erstens "die Frage nachzeétichen Reichweitder Zukunftsverantwor-
tung, zweitens die Frage nach dertologischen ReichwejtedenObjektender Zukunfts-
verantwortung, drittens die Frage nach digmalten der Zukunftsverantwortung, viertens
die Frage nach de@ewichtder Zukunftsverantwortung im Verhaltnis zur Gegertsra
verantwortung und fiinftens das Problem t#stivation zur Akzeptierung und prakti-
schen Ubernahme von Zukunftsverantwortung” (BirhleatSchicha 1996, S. 143f.).

4.1. Es fallt auf, dass Technik im ZusammenhangNmaithhaltigkeit kaum Erwéhnung
findet® dass dkonomische, dkologische und soziale Zusammnge als relevant angese-
hen werden, nicht jedoch technische (vgl. zum Rulga ausfihrlicher Banse 1997a). Ist
das ein Zufall oder eine bewusste konzeptioneltarigse? Ist Technik fur das "Leitbild
Nachhaltigkeit" eine vernachlassigbare oder gegendbm Sozialen, dem Okologischen,
dem Okonomischen und dem Institutionellen nur eibgeleitete bzw. abhangige GroRe?
Zur letzten Frage meine ich nein, denn das ware eigerechtfertigte Simplifizierung,
ware die gedankliche "Ausblendung" eines wirkmégsiBereichs, wenn es darum geht,
Nachhaltigkeit zu verwirklichen. Fiir eine Einbezialy des Technischen in Uberlegungen
zu Langzeitverantwortung und Sustainability spriahth folgende Erkenntnis: Die Ge-
schichte der Technik belegt, dass Ruckstande (#m&nte") der Produktion und Kon-
sumtion — ganz sicherlich ein nicht unbedeutendeitr®y zur Umweltbelastung — in

8 Analog auch: Es "gibt nicht diginesoziale Gerechtigkeit. Es kann immer nur namhrsozialer Gerechtig-
keit gestrebt werden. Insofern ist sie allein muunterschiedlichen Stufen denkbar" (Kramer 1992108);
und: "Die angebliche Ewigkeit, die Zeit- und Rausidixeit des Gerechtigkeitsprinzips ist [...] erkadirch
eine Vieldeutigkeit, die den entgegengesetztenltidpéelend in sich zu integrieren in der Lage i@lenner
1982, S. 150). Infolgedessen geht es nach ForstdienMdglichkeit eines Begriffs moralisch begruretet
politischer und sozialer Gerechtigkeit, der denwarf der Kontextblindheit ebenso vermeidet wie ai®n-
textualismus, der den universalistischen Kern ded&rung nach 'Gerechtigkeit' verkennt. [...] Geredhtin-
zipien sind [...] solche, diallgemeinund unparteiisch gerechtfertigt sind, indem sie ktmrkreteninteressen,
Bedirfnissen und Werten der von ihnen Betroffengreagemessene Weise entsprechen” (Forst 1994, S. 1
348).

Bezogen auf technisches und technisch instrunreegtiélandeln wird m.E. mit der Formulierung "Langze

verantwortung" im Vergleich zu "Zukunftsverantwarty! sprachlich dem Umstand besser Rechnung getra-

gen, dass miteutigenHandlungen Uber zeitlich mdglicherweise sehr ladgadlungsketten” in die Zukunft

"hineingewirkt" wird, damit Zukunft in gewisser Vei pradeterminert wird, zukinftige Handlungsmdéglich

keiten "festgelegt" (eroffnet, ausgeschlossen, eschrieben, verhindert usw.) werden. In diesem Sivex

ginnt Zukunft tatsachlich bereits in der Gegenwart.

10 Ausnahmen sind vor allem das Verweisen einersrifsnegative 6kologische Effekte der Technisierung
insgesamt oder einzelner Bereiche, andererseit4 anfjzeit"konsequenzen singulérer technischer h§en
(etwa die mit der Endlagerung radioaktiven "AbfaNerbundenen Probleme oder die Auswirkungen von
"GroRRprojekten” vor der Art des Assuan-Staudamms).
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nennenswertem Umfang erst mit Beginn der Indugiéaling auftreten; vorher gab es

eine mdglichst vollstandige Verwertung sowohl dethRund Ausgangsmaterialien als

auch der aus dem Verwendungszusammenhang ausscl@idartefakte. Industrialisie-
rung hie3 (und heifldt noch heute) vor allem verneghftexzessiver") Technikeinsatz.

Dieser erst ermoglichte mit das heute bekannte AGsdes Eingriffes in die Natur mit

seinen Langzeitwirkungen (egal, ob in Form von nvassUmweltverdnderung oder als

gentechnisch realisierte Modifikationen von Bestetgm).

Angesichts der Bedeutung des Technischen im Stoffaed mit der Natur sollte/musste

Sustainability auch im Zusammenhang mit der Teclmi# ihrer Entwicklung (Technik-

genese) eingefordert werden. Dazu muss Nachhailtiglierst im Prozess des Entwurfs,

der Konzipierung und der Gestaltung technischemuhgen ("engineering design") und
sodann auch im Verwendungshandeln einen angemesséaiz haben. Damit wird un-
mittelbar auf drei Sachverhalte verwiesen:

— es kann nicht allein um "end-of-pipe"-Technologgahen, bei denen erst im Nachhi-
nein und additiv Belange der negativ bewerteten @higeinflussung berticksichtigt
werden;

- es geht nicht allein um die "Nutzerverantwortungi der Nachfrage- oder Nicht-
Nachfrage, beim Einsatz oder Nicht-Einsatz vontanability-gerechter” Technik;

— es stellen sich die Fragen nach dem "Was?" und"déie?" hinsichtlich der technik-
bezogenen Forderung und Forderung von Nachhaltigkei

4.2. Den letzteren Gedanken fortfihrend ist fesiteh, dass Sustainability den Bezug
auf Komplexitat und Zeit (Zeitlichkeit, Zukunft, Blichkeit) erfordert.

Komplexitatin der Technik bezieht sich auf die technischeohSgsteme ("Artefakte™)
einschlieBlich ihrer Umwelt, auf die Entscheidungsad Selektionsprozesse und
-bedingungen bezlglich Technik und technischem Hiansowie auf die daran beteilig-
ten Akteure im Herstellungs- wie Nutzungszusammagheinschlielich ihrer "hand-
lungsleitenden Grinde". Dabei erfasst Komplexiighinvorrangig die Situation lebens-
weltlicher Gegebenheiten oder Zusammenhénge (diexk allemal "unendlich kom-
plex"). Vielmehr geht es um die Frage, wieviel Kdexitéat fur die Losung eines Prob-
lems mdglich wie notwendig in die Betrachtungs- Behandlungsperspektive einzube-
ziehen ist, welches problembezogene Mal3 an "Koritatskeriicksichtigung", an Beach-
tung von Vermittlungen, Ruckkopplungen, Interdepmrmbn, "Vernetzungen" usw. un-
umgénglich ist, letztlich also darum, welche Prafitisungskapazitat mit einer je zweck-
und zielgebundenen "Modellierung” eines ausgewdhBereichs der Wirklichkeit er-
hofft, wahrgenommen oder erreicht wird. Komplexiétd im technischen Wissen und
Handeln einerseits vorrangig unter dem Stichworbriiglexitatsreduktion” behandelt
(z.B. in Form von Vereinfachung, Idealisierung,ldgimn und Modellierung), andererseits
durch die Betonung der Notwendigkeit "ganzheitlithHgetrachtungen und "fachibergrei-
fender" Sichtweisen. Dabei wird schnell deutlichssl vor allem die Reduktion tUber ein
ausgefeiltes — wenn auch nicht einfach zu handltdsen "Werkzeug" verfigt, wahrend-
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dessen "Ganzheitlichkeit" ("Holismus") oftmals rals "Feigenblatt" mangels entspre-
chender theoretischer Konzepte und methodischeeMimngiert™

Bezogen auf technikwissenschaftliches Wissen fideétnur in wenigen Wissensbestan-
den explizit Beachtung. Genannt seien stellvemicstddynamik, Zuverlassigkeits- und
Stabilitatstheorie, Alterungsprozesse, Transpodw.bUbertragungsvorgénge (Stoffe,
Energien, Informationen). Dabei handelt es sichndasrrangig um die Einbeziehung der
Zeitdauer oder die Beriicksichtigung von Zeitspanié@m technisches Handeln tritt Zeit
vor allem als "auRRere" Bedingung auf: Zeitdruck éim Projekt ("Zeit ist Geld!"), Le-
bensdauer (-zyklus) fur ein Produkt, Zeitregimakie¢) fur eine Produktion.

Das gegenwartig vorherrschende Paradigma der wiintechem Wissen und Handeln
Befassten ("Technikbild") ist vor allem durch dasrkerrschen folgender Denkmuster
charakterisiert (siehe Abbildung 1), Denkmusteg die Phanomene "Komplexitat" und
"Zeit" weitgehend auszublenden in der Lage sincen@n seien bereits an dieser Stelle
Merkmale gegeniibergestellt, die ein zeitgemalRes, pnaeblemadaquateres Technikbild
charakterisieren konnten oder sollten.)

Abbildung 1: Merkmale unterschiedlicher Technikéild

Gegenwartiges Denkmuster Erforderlit

ches Denkmuster

deterministisches System stochasti-
sches System

statisches System dynami
sches System

Kontinuum Diskonti-
nuum

Einzelheit Viel-
heit/Komplexitat

technikzentriert, -orientiert anthropo-,
humanorientiert

disziplinar multi-,
transdisziplinar

eigene Darstellung

4.3. Daraus lasst sich nun als Konsequenz ablai#ss fir das technische "Hervorbrin-
gungs"handeln ("engineering design") ein Paradigmeehsel erforderlich ist, da nur auf
diese Weise im Prozess der Generierung, ProduldtidnNutzung von Technik Sustaina-
bility gebuhrend berticksichtigt und nachhaltigehtésche Entwicklungen beférdert wer-
den kénnen. Damit wird zum Ausdruck gebracht, dassere tradierten Denkmuster be-
zuglich unserer eigenen "Schopfungen”, den techaisGSachsystemen, Denkmuster, die
den Umgang mit bzw. die Entscheidungen tber diestdbung wie Verwendung dieser
"Arte-Fakte" betreffen, hinter den strukturellent&icklungen dieses Teils der Lebens-

" Wwie u.a. Dérner nachgewiesen hat, ist der Umgaitdomplexitét alles andere als einfach, so dassniK
plexitatsreduktion" mdoglicherweise eine eingelbtel dradierte mentale Anpassungsleistung oder Uberle
bensstrategie darstellt, die allerdings auch gramige Probleme aufwerfen kann (vgl. Dérner 1989).
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welt zurlickgeblieben sind. Der geforderte ParadigiMechsel ist sicherlich leichter als
konzeptioneller Anspruch formuliert denn in — mébgbt praktikable — Aussagen ge-
bracht. Deshalb nur einige vorsichtige "Anndherurig&Vas kdnnten Facetten sein, die
einerseits das veranderte Paradigma ("TechnikbiltBfreffen, andererseits Hinweise
sowohl auf allgemeine Handlungsbedingungen wie aaghunmittelbare Gestaltungs-
moglichkeiten vor dem Hintergrund des Leitbildesatihaltigkeit” geben? Es ist bisher
deutlich geworden, dass vorrangig nicht der Entveimes Maschinenelements, die Ges-
taltung einer Wirkpaarung oder die Struktur einesnputerprogramm-Befehls das "Ob-
jekt der Begierde" sind (obwohl sie ausdricklidbht ausgeschlossen seien!). Nachhal-
tigkeit wird sich technisch vermittelt — wenn Ubaupt — vorrangig auf der Ebene grolie-
rer technischer Einheiten, umfassenderer MenschsiikeSysteme oder gar ganzer tech-
nischer Entwicklungsrichtungen durchsetzen lasskenyvor allem dort der Bezug zu
Nachhaltigkeit deutlich wird bzw. da sich dort ahesten ein ("technikbasierter") Beitrag
zur Umsetzung von Sustainability leisten lasst. jbotener Vorsicht sei dazu einiges
ausgefihrt.

(a) Eine der Problemsituation angemesskomplexeSicht- und Handlungsweise darf
nicht nur die naturale, sondern muss gleichermaeh die humane und soziale Dimen-
sion der Technik erfassen (vgl. Ropohl 1979, Sf.B0hd dabei deren globales Ausmafd
in Rechnung stellen. Damit wird deutlich, dass Testhes nur dann problemadéaquat
behandelt wird, wenn es als "Sozio-Technisches'aha#lt, mithin Technik als gesell-
schaftliches "Phanomen"” unterstellt wifdDurch die vielfaltigen Interdependenzen ihrer
Voraussetzungen und Wirkungen mit Individuum, Geskhft, Politik, Kultur, Recht,
Arbeits- und Lebensweise sowie Weltsicht weist Tashnische weit Uber das rein Artifi-
zielle hinaus, verweist darauf, das es ein mengobdi Konstrukt ist, das in und mit dem
Konstruktcharakter (derfEntworfensein"und dem"Gemachtsein)' seine anthropologi-
sche, seine soziale und vor allem seine kultui@ifeension offenbart, die in ihren viel-
faltigen Ausformungen in Uberlegungen zur Technikérklung und -gestaltung unter
dem Gesichtspunkt der Nachhaltigkeit von Anfangimzubeziehen sintf.

(b) Die Bericksichtigung deteitdimension darf sich sicherlich nicht nur auf dasf&i-
dern der Beachtung zukinftiger Generationen uneribebensgrundlagen bei heutigen

12ygl. dazu Banse/Striebing 1991; Ropohl 1993. Tédclist nicht anders denn als Soziotechnisches, alsh.
Ergebnis zielorientierter menschlicher Aktivitat@or allem Erkennen, Zwecksetzen, Bewerten, Entdehe
und praktisch-gegensténdlich Handeln) in einem ketek sozialen Umfeld, das “Inhalt" wie "Form" sdwo
von spezifischen technischen Losungen als auchgdeamten Bereich der Technik in hohem Maf3e beein-
flusst ("strukturiert"), lebensweltliche Wirklichke Im Zuge von selektiven Wahrnehmungsprozessepss
allerdings mdglich, Technik gedanklich so weit dieser "gesellschaftlichen Verklammerung" herawsszen,
dass alRResultatunter "Technik" allein die mit der unmittelbarearktionserfillung verbundenen Beziehun-
gen und Zusammenhange erfasst sind. Wird danrolihesmafien reduziertes Verstandnisfalsgangspunkt
fur umfassendere Fragestellungen der vorliegendémge@nhommen — was im Bereich der Technikentwickler
nicht untblich ist —, dann muss zum "Technischesitvendigerweise nachtraglich das "Nichttechnisdiie*”
zugefugt werden, um das "Soziotechnisatebnstruieren bzweformulieren zu kénnen; vgl. auf einen kon-
kreten technischen Bereich bezogen naher dazu Ba8sd.

13 Dessen erst nachtréagliche Beriicksichtigung odemgitgehende Ausblendung wird immer zu Defizitan i
der Zielerreichung fuhren (z.B. in Form von tkonschien oder Zeitverlusten, Akzeptanzschwierigkeiten,
Nichtbewahrung am Markt, Verkirzung des Lebensdalters u.a.), die — bestenfalls! — mit der erstannt
Frage verbunden sind, warum denn das "so gut"'meexakt" Geplante nicht oder nicht in vollem Untda
eingetreten sei.
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Planungen und Entscheidungen beschranken. M.E. egehtm (nicht mehr, aber auch
nicht weniger als um) Konsequenzen aus der Einsiltst die Zukunft "prinzipiell offen”
ist. Das hat z.B. einen wissensmafligen Aspekt, infindlen, dass wir hinsichtlich Zu-
kiinftigem nicht tber "kein Wissen", sondern vielméber "Nicht-Wissen" verfiigef.
Zu unterscheiden sind vor allem folgende FormerichiNwissen-kénnen" bzw. "Nicht-
genau-wissen-kdnnen"; "Noch-nicht-wissen" bzw. "Nwoicht-genau-wissen”; "Nicht-
genau-wissen®® Die Aufgabe besteht m.E. mit Blick auf Nachhalégkdarin, erstens
unsere Wissensbestédnde auch auf diese Weise zoetdrddenn dann werden mogli-
cherweise Forschungsfragen besser formulierbad) zureitens die Frage zu beantworten,
wie wir (bewusst und kompetent) mit diesem "Nichisgén" umgehen, wie es gegenwar-
tig "prozessiert” und "kommuniziert" wird sowie emgaktuelles wie strategische) Den-
ken und Handeln beeinflusst.

(c) Es ist jene "Umgebung" zu beachten, in die inirdem Prinzip der Nachhaltigkeit
verpflichtete technische Losungen implementiertdeer bzw. zu implementieren sind,
und innerhalb derer diese Loungen akzeptabel sivd bkzeptiert werden usw. Diese
"Umwelt" bzw. "Umgebung" kann man alkultur bezeichnen, wenn man darunter das
Ergebnis menschlicher Lebens- und Daseinsbewaljignreiner Handlungs- und Kom-
munikationsgemeinschaft versteht. Reprasentiertl Wiultur dann vorrangig durch das
(Handlungs-)Wissen, durch technische Sachsysterdederen Einbeziehung in Hand-
lungsablaufe, durch verfestigte Wertekonstellatioisewie durch tradierte Praxen, die
sowohl Sittef? als auch Institutionen einschlieBen (vgl. Hartnidanich 1996, S. 31ff.)
Damit ist zugleich das kulturelle (und auf dieseiS®eauch das technikbezogene) Selbst-
verstandnis einer Gesellschaft zu thematisiereriches (technikbezogen!) einerseits
"technogenen" Erwartungen und Erfordernissen Reufitagen bzw. Ausdruck verlei-
hen sowie andererseits einen vorausschaubarentEirsabzw. Umgang mit technischen
Lésungen zulassen und garantieren muss. Dazu simh anégliche Vor- und Nachteile,
deren "Gewinne" und "Verluste" vor allem in indiuigler, sozialer, 6kologischer und
Okonomischer Art zu kommunizieren. Auf diese Weigel auch die Grenze des - je zeit-
und kontextabhéngigen - akzeptablen bzw. akzeetiggchnischen "Verhaltens" festge-
legt, deren Uberschreitung zu (individuellen wiestitutionellen) "Abwehrreaktionen”
(Ablehnung, uneffektive Nutzung, Ruckgriff auf kamtionelle und bewédhrte Routinen
oder Schemata u.d.) fuhren kann. Eine L6sung derdenh Bedirfnis der Gestaltung
"nachhaltiger Technik" verbundenen Probleme wird ¢ann erfolgen kénnen, wenn die
Entwicklung einer angemessenen "technischen Kulfum' Rahmen von Lebens- und
Gesellschaftsentwirfen) dem Spannungsfeld von itdéllen und gesellschaftlichen
Erfordernissen vor dem Hintergrund von Gegenwarn (@winschenswerter) Zukunft
Rechnung tragt.

14 Nicht-Wissen" ist jedoch nicht nur durch die Ziébension des Zukiinftigen begriindet, sondern hel au
eine strukturelle Seite, die sich beispielsweisendauRert, dass zum Zeitpunkt der Gegenwart iefalgr
Vielzahl von interessierenden Komponenten und deréglichen aktuellen Beziehungen untereinandertnich
alle relevanten Informationen vorliegen (kénnenanienke etwa an Schadstoffe und deren Kombinafions
fekte.

15 Zur Gesamtproblematik des Nicht-Wissens bzw. desdllkommenen", "unvollstandigen” oder "unsichéren
Wissens vgl. Banse 1996.

6 Hierzu zahlen in meinem Verstandnis auch die ieriBedeutung nicht zu vernachlassigenden riteatin
und symbolischen Handlungen.



Technik — Nachhaltigkeit — Folgenabschatzung... 15

(d) Forderungen sind schneller aufgestellt alsperationalisierbare Vorgaben oder An-
weisungen umgesetzt, und diese sind gewiss lei¢bteruliert denn realisiert. Die von
mir gemachten Anregungen ("Forderungen”, "Erfortseal) bedirfen unbedingt einer
Untersetzung und Erweiterung ("Konkretisierung") imblick auf anwendbare Hand-
lungs- und Verhaltensoptionen, einer "Transformitim Gestaltungsprinzipien und in
technische Strategien, in Bewertungskriterien un@in zweckbezogenes methodisches
Instrumentarium. Dazu ist auch die Einbeziehungrallkteure erforderlich, denn ohne
die Berlcksichtigung ihrer sicherlich differieremd8ichten ist eine Konkretisierung und
Operationalisierung des Leitbildes Nachhaltigkeir schwerlich mdglich, wenn nicht
Uberhaupt ganzlich unmdglich. Es gilt herauszufindeo - bezogen auf Komplexitat und
Zeit (und damit auch auf Nachhaltigkeit)- die "gabén Schnitte" liegen bzw. welche
Randbedingungen nichttechnischer, aber auch tegttarifArt bewirken, dass der "golde-
ne Schnitt" gerade hier und nicht dort liegen eatiler misste.
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CONTOURS ORGANISATIONNELS DE LA STRATEGIE
DE DEVELOPPEMENT DES PME EN PHASE DE
REPRISE

Cet article se propose de répondre a deux questimamentales. Quels sont les
principaux contours des stratégies de développemenen ceuvre par les repreneurs de
PME ? Quels en sont les impacts sur les différesdteurs, notamment internes
a I'entreprise ?

Pour ce faire la méthode retenue est la collecte #hitement de données empiriques
au regard du processus d’implication fonctionndlierepreneur et des options stratégiques
retenues. Une premieére enquéte a été menée auprB8 depreneurs par le biais d'un
guestionnaire. Ensuite, nous sommes intervenusatéene plus approfondie auprés de cing
entreprises a partir des hypothéses relatives amtours organisationnels des stratégies de
développement issus de I'enquéte quantitative. QGesrventions nous ont conduit
a proposer un dispositif d’accompagnement centrélaswcohérence des stratégiques de
développement retenues et les contours de miseoeenre qui les sous-tendent:
management, organisation du travail et compétences.

Mots clés: PME en phase de reprise, repreneur, stratégievioppement,
accompagnement, management, organisation et conegéte

1. INTRODUCTION

De nombreuses études sont menées dans le domaieatdepreneuriat. Le theme de
la reprise d’entreprise semble avoir été délai€¥ertains auteurs (Deschamps, 2000;
Fayolle 2000; Paturel et Deschamps, 2001) s’y penthés. lls abordent la reprise comme
une véritable maniére d’entreprendre ou encore éfinidsent comme une option de
I'entrepreneuriat. L'optique de nos recherches ise sdans le méme positionnement.
Cependant, il s’agit d’un terrain difficile a étedi La reprise parait plus périlleuse que la
création. Le marché et la clientéle existent afglmisation interne est en place. Comment
réussir a intégrer une personne extérieure muniegigues entrepreneuriales différentes ?
Il faut avoir des compétences transversales, &becialiste dans un secteur ciblé,
volontaire et hargneux. Le repreneur doit mettreadéquation ses compétences et son
projet avec l'identité organisationnelle de I'eptise & acquérir. Il importe que son projet
soit cohérent par rapport a l'acquisition d'une reptise comportant des invariants
culturels incontestables.

L’aspect psychologique des acteurs de I'entrepidse de I'arrivée du repreneur est
également essentiel. 1l nous faut comprendre lastimhs face aux changements dans
le but de mieux les accompagner. Nous choisissenkndter cette observation dans la

! Gérard Kokou Dokou, Ph.D. in Business Administrati(University of Lille), is in charge of the
+Entrepreneurship, Local Economies and SME” tearthefLab.RII, assistant professor in Business &mef of
the Marketing Techniques department of the Uniwersistitute of Technology, Université du Littor&lote
d’Opale, Dunkerque, France.
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phase repreneuriale comme le dit Deschamps. Cétiede de reprise des «rennes »
améne nombre de changements au sein de I'orgamisgttil est utile de s’y pencher. Deux
interrogations fondamentales nous interpellent. IQ@®nt les principaux contours du
projet de développement mis en ceuvre ? Quels enlssnimpacts sur les différents
acteurs, notamment internes a I'entreprise ?

Pour répondre a ces interrogations, il nous pauditieux de cerner les domaines
d'implication personnelle des repreneurs de PM&attserver la maniére dont ces mémes
repreneurs tissent des liens d’information ou dkalsoration avec les acteurs internes tout
au long des deux principales étapes de leurs progeindant et aprés la reprise. Il est
méme important de prendre en compte :

e leur capacité a gérer les risques et les changsmstratégiques ou leur capacité
d'apprentissage,

e leur capacité a intégrer en permanence les reso@tcles compétences humaines
facilitant une meilleure dynamisation de la visgiratégique.

Pour ce faire la méthode retenue est la collectedalenées par le biais d'un
guestionnaire. L’enquéte a été menée auprés deps8neurs. L'échantillon parait faible
mais I'objectif se limite & une étude exploratottes comportements entrepreneuriaux
(notamment au sens de développement stratégiqgeaedeeneurs de PME. Les résultats
de cette premiere enquéte sont complétés par compgnaphies approfondies. Tout ceci
nous a conduit & mieux identifier les contours dard actions de développement
stratégique. Celles-ci sont de nature a favoris&mdrgence des démarches
d’accompagnement individuel et collectif plus adast Il s'agit de démarches
d’accompagnement susceptibles de mieux profesdisan#iacte de suivi entrepreneurial
(Albert et al., 1994 ; Julien, 1996 ; Julien et btarsnay, 1992 et 1996). C’est pourquoi
nous avons choisi de centrer notre article suetsgignements tirés de ces monographies.

Aussi est-il important de préciser, dans une preamgartie, le cadre conceptuel et
méthodologique de notre recherche en termes deagpédes modes d'implication
personnelle du repreneur et ses logiques de gesliorrisque entrepreneurial. La
deuxieme partie est naturellement consacrée auwwendes stratégies développées selon
les deux phases clés du processus repreneurigtantde style managérial et le systeme
organisationnel les plus adaptés.

2. PRISE EN COMPTE DES FONCTIONS D'IMPLICATION PERS ONNELLE DU
REPRENEUR DE PME DANS UNE PERSPECTIVE D’'ORGANISATION
STRATEGIQUE

Le phénoméne entrepreneurial se caractérise papVation, la proactivité, la prise de
risque, la capacité a créer et a saisir des oppmit¥tud’affaires. Ces caractéristiques sous-
tendent les quatre dimensions entrepreneurialppel®es par Verstraete et Fayolle
(2005) : la création d'organisations, la rechemtlopportunités, la création de valeur ou
encore l'innovation.

Coase disait déja en 1930 que la pertinence d’oogealle organisation résulte du fait
gu'elle se substitue au marché. C’est dire queofaportement entrepreneurial reléve de
la création de nouvelles organisations (Gartne®319Thortorn, 1999). Au sein de telles
organisations, l'intensité du changement poualgsurs et I'importance de la création de
valeur (liée au risque encouru) se situent a desamix élevés sous-tendus par les
phénomenes d’impulsion ou d'implication personnelke I'entrepreneur et des projets
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stratégiques construits (Bruyat, 1994). |l esispensable d’expliciter ces phénomeénes
pour mieux les appréhender dans le contexte desecgpe PME.

2.1. Réactivation organisationnelle comme fonctioalé du repreneur de PME

Pour J.-B. Say (1972), la mise en place d'une asgdion est une des fonctions clés
de I'entrepreneur. Cette fonction consiste a :

«  Structurer les compétences pour réunir et harmplasdacteurs de production ;

e Créer le cadre et les conditions d'une utilisatignimale de ces compétences et

facteurs ;

e Créer le cadre et les conditions d'une utilité matie des produits finaux mis a

disposition du consommateur.

Pour le repreneur, l'exercice de cette fonction eséite particulierement le
développement des capacités de meneur d’homme laudds aptitudes qu’exige
I'activité retenue. Diriger et conduire les acteuies I'entreprise déja existante vise a
mieux répondre aux impulsions des marchés aveoffess qui créent leurs propres
demandes. Une maniere de dire que méme s'il esissilpie de créer le besoin chez le
consommateur, I'offre créatrice (c’est-a-dire an@e) suscite le besoin et attire le client.
Le développement de l'offre créatrice élargit lerch& de I'entrepreneur qui se doit
d’avoir des aptitudes plus managériales au-deltad@mple vision patrimoniale de son
affaire (Tounés et Fayolle, 2006 ; Debourse et iwald, 2009). La recherche de la
productivité facilitée par les économies d'échellenvergure et de variété s’impose. Elle
passe également par une bonne exploitation desé&enges et des ressources internes
(Lahti, 2000). C’est le propre de I'entreprenewrrt@ vers l'innovation (Torrés, 2001).
Pour exploiter au mieux les compétences et lepuesss internes, le repreneur a besoin
de valeurs personnelles comme la flexibilité, Iaf@nce en soi, I'autonomie, I'écoute
aux niveaux interne et externe, l'initiative oucl@ativité. Ces aptitudes lui permettent de
se placer au cceur du processus économique lock etieux organiser une croissance
partagée.

C’est dire que le repreneur qui veut conduire unéssance partagée ne peut échapper
a une réactivation organisationnelle. Faire énredgenouveaux besoins de la part des
clients et y répondre exige des capacités de flégibd'adaptabilité et de réactivité. et
porte sur la gestion du systéeme de linformatioa, drocessus de production ou
I'organisation du travail. Le repreneur se doit rdaniser le développement de son
entreprise en prenant des risques calculés luigtéant de contribuer au bouleversement
du cours des choses et de l'ordre établi (TounéBagblle, 2006). Pour y parvenir,
'engagement personnel en tant qu'acteur pringilgate processus entrepreneurial se veut
total, du moins au niveau de certaines fonctioés (Shane et Venkararam 2000).

Cet engagement constitue la source de I'enthousiades autres acteurs internes
favorable a la saisie de nouvelles opportunitésne le soulignent Stevenson et Jarillo
(1990) ou Bygrave et Hofer (1991), la réactivatmmganisationnelle doit prendre en
compte les aspects de découverte, d’évaluation 'explditation d'opportunités.
L'organisation entrepreneuriale est celle qui estmesure de saisir les occasions
d’'affaires (Reid, 1981 ; Flechter et Vyakarnanm@9p Une telle qualité est avant tout du
ressort du dirigeant qui joue un role prédominaahsdla gestion de la PME. C'est
pourquoi certains travaux s'intéressent partioeffigient aux caractéristiques personnelles
et traits psychologiques du dirigeant de PME pomtiguer ses choix entrepreneuriaux au
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sens du développement de couples produits/marclédévgheim-Paul, Olson et Welch,
1978 ; Reid, 1981 ; Dichtl and al., 1984 ; LloydaRen et Mughan, 2002 ; Jaffe et
Pasternak, 1994 ; Harveston et al., 2002).

Ces travaux montrent également que les dirigeaatBME (notamment les PME de
moins de 100 salariés) font souvent appel aux ébemges externes. En fait, les PME
doivent assurer pratiguement toutes les fonctidneedgrande entreprise sans pouvoir
disposer de compétences différenciées et d'unsidivitrés fonctionnelle du travail. Par
exemple manager en méme temps des projets et digtéac traditionnelles
opérationnelles, acquérir une polyvalence fonctdlen gérer simultanément et non
séquentiellement des activités multiples, vivre permanence avec chacune des
dimensions de l'acte d’entreprendre. Ceci est énident a la source de la richesse et de
la difficulté du processus repreneurial de la PMEs domaines fonctionnels qui
nécessitent 'implication personnelle du reprersant nombreux. D'ou l'importance des
trois types de données fortement corrélées:

2.2. Implication fonctionnelle du repreneur comme gurce de gestion du risque
stratégique au méme titre que le créateur

Les auteurs de référence de cette vision entrepriate restent incontestablement
Cantillon (Cantillon, 1990 et 1997), Knight (Knight921) et Schumpeter (Schumpeter,
1954). A la source, I'entrepreneur est né poupisduaire face a I'incertitude et innover.
L'incertitude se traduit par I'achat et/ou la protian des biens et services a un co(t
certain mais avec un prix de vente incertain. Qlgstisque qui n’est pas simplement de
nature financiére. Il est également lié a l'ins&éude I'emploi, au stigmate de I'échec,
a la restriction du temps consacré a la famillaust amis, etc. Le profit ou la richesse que
dégage I'entrepreneur récompense cette incertituelecaractére incertain du monde en
général et du marché en particulier, rend I'acentiteprendre incertain. L'incertitude de
I'univers de I'entreprise sous-tend le risque emaquar I'entrepreneur. Celui-ci doit étre
capable de conférer des probabilités d'apparitiux aituations envisageables et
d’affronter des situations inimaginables (Facch2@Q7). Le risque résulte des erreurs ou
des difficultés relatives a I'appréciation des memgossibles mais aussi a la survenance
des situations inimaginables.

Cantillon accorde une importance particuliere axgérience personnelle de
I'entrepreneur. Cette expérience personnelle dwipérmettre d’anticiper le risque. Par
exemple, il est tenu de :

e Evaluer I'état général du marché ;

« Prévoir les comportements et décision d'achat et rdaction des
concurrents ;

e Prévoir les niveaux de prix au regard de la volaitéles possibilités des
clients ;

» Utiliser les méthodes les plus avantageuses p@age€ du profit.

Aux dires de David Ricardo, ces quatre fonctionkevent de la responsabilité
exclusive de l'entrepreneur en tant que propriétaiu capital a investir et principal
décideur du choix opéré. Il exerce cette respotigabn s’appuyant sur les connaissances
du savant pour créer et développer les produilesuth la société (Say, 1972). Les
connaissances mises au point par le savant pennheéttéentrepreneur de concevoir les
produits les plus adaptés aux besoins de la sctiété développer ces produits a partir de
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I'organisation du travail de I'ouvrier. L'incertitle liée a I'activité entrepreneuriale peut
étre réduite grace a la capacité de I'entrepren@usuivre la séquence du processus
économique. Il est au coeur de ce processus. ligtmus les roles suivants :

* Intermédiaire entre toutes les classes des praghscte

» Intermédiaires entre les producteurs et les consieurs ;

« Organisateur de la production ;

e Utilisateur et exploiteur des opportunités ou degormations utiles ou
avantageuses.

Selon Schumpeter, I'exercice de tels réles dogdasibiliser a deux types de risques
(Schumpeter, 1954). Les risques prévisibles qui seatifs aux techniques de production
et aux techniques commerciales mises en ceuvrespits pris en compte dans les codts de
production et les prix de vente. Les risques imigiBles qui peuvent occasionner des
pertes et/ou des gains.

Ces deux types de risques jouent un rdle centras ti plupart des prises de décision
entrepreneuriales, incluant I'entrée dans de néesvedctivités ou marchés (Julien et
Marchesnay, 1988 et 1996 ; Bruyat, 1994 ; Filio®97) et I'introduction de nouveaux
produits.

Malgré tout peu de recherches empiriques ont eiguient examiné comment les
éléments de risque, leurs perceptions, et la pHpe des entrepreneurs a prendre des
risques influencent leurs choix entre aventuresepnéneuriales potentiellement risquées.
Ce n’est que récemment que I'on commence a exarfgnasque du point de vue de
I'entrepreneur. Certains postulent que les entreanes ne percoivent pas un plus haut
degré de risque que les non entrepreneurs, magaraent I'information différemment
en la « positivant » ou utiliseraient des biais rposimplifier et accélérer la prise de
décision dans des environnements complexes etéssqls raisonneraient plus en
opportunités qu’en menaces et plus en forces gairesses. (Saporta, 1994 ; Sammut,
1995 ; Gartner, 1989 et 1994). Par ailleurs il fdentifier trois composantes du risque :
les pertes potentielles, la significance de cetepeat le degré d'incertitude de ces pertes.
L’information constituant une possible réductionldecertitude et du risque, constate-t-
on alors différents profils d’entrepreneurs sdiur traitement de 'information ? Autant
de questions restent a traiter, méme si la fagtml@gntrepreneur de considérer la valeur
stratégique de l'information, I'étendue et la ditérde ses relations externes (Julien et al
1997) sont déja considérées comme des variablégjues importantes.

La capacité de I'entrepreneur a anticiper les ohmegts de I'environnement et
a réagir proactivement a ces changements antieiptdevenue un facteur clé de succes
(Davidsson, 1989). On peut ainsi constater I'émergele pratiques mieux organisées ou
pro-actives de surveillance de I'environnement desgntreprises innovantes, en réponse
au caractere de plus en plus complexe et turbdietienvironnement de la PME, et sur la
base du développement du management de la commzessd des technologies de
l'information (Julien et al, 1997). On peut aingpposer que la démarche de surveillance
de I'environnement, orientée marché ou technoldgislisée ou anarchique, peut avoir
un impact sur le spectre de changements implidaéstructuration du flux de nouveaux
produits et sur la capacité de l'entreprise etatdrepreneur a innover et a entreprendre.
Par ailleurs, il faut souligner I'importance destéurs sociaux sur les cognitions des
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nouveaux entrepreneurs. La variété et l'ouvertues déseaux socio-cognitifs dans
lesquels les entrepreneurs sont ainsi insérésdsarfacteurs clés.

De plus, la dynamique de la PME procéde par latiortale savoir-faire technique et
organisationnel dans une démarche collective daveede processus d'apprentissage au
cours desquels les acteurs forgent une rationaditdmune, spécifique a leur contexte, et
qui est de nature procédurale et qui releve d'gorfaement culturel (Sammut, 1998;
Hernandez, 1999; Teece, Rumelt, Dosi et Winter,419®n ne peut donc étudier
I'influence des pratiques d’information sans exptore processus d’évolution progressive
d’'un apprentissage individuel vers un apprentissaiganisationnel, l'interaction et le
réle des autres acteurs de I'entreprise dans Exmétation d'un profil de surveillance de
'environnement et des choix stratégiques indugux-ci sont sous-tendus par le
triptyque management / organisation / compétenwdigiduelles ou collectives.

Au-dela des connaissances et des expériences idegermations de base et des
parcours professionnels, le dirigeant repreneutad®ME doit disposer de certaines
aptitudes indispensables au fonctionnement couetntau développement de son
entreprise.

Nous postulons en effet que plus tét, ou plus lemgts intervient 'accompagnement dans
le processus de reprise de I'entreprise, pluser@x une forte influence. De méme, les
besoins d’'information comme d’accompagnement éfgios ou moins cruciaux selon le

niveau de développement de la PME, l'influence pdestiques d’accompagnement et

d’information doit varier. A priori, tout dépend dfficacité des modes et axes de

surveillances de I'environnement privilégiés auareigdes caractéristiques du repreneur
et du contexte de développement de I'entrepriseiseepCes modes et ces axes de
surveillance de l'environnement méritent d'étresiaiau travers d'une méthodologie

appropriée.

2.3. Modes de repérage empirique de I'implicationrganisationnelle et stratégique
des repreneurs de PME

Les approches méthodologiques de notre étude somdéés sur les techniques
statistiques de traitement d'une base de donnémsquiite. Nous avons utilisé
essentiellement les techniques statistiques d's@abxploratoire multidimensionnelle.
Elles nous ont permis d’établir des liens entretigquas d'accompagnement, veille
informationnelle, stratégies et types d'innovatiomses en ceuvre, et cheminement des
repreneurs.

Par ailleurs, nous sommes intervenus de maniére gbprofondie aupres de cing
entreprises a partir des hypothéses relatives antoars des stratégies de développement
issus de I'enquéte quantitative. Ces interventimng ont conduit & proposer un dispositif
d’accompagnement centré sur la cohérence desgitraés de développement retenues et
les contours de mise en ceuvre qui les sous-tendeamagement, organisation du travail
et compétences.

Description de la base de données d'enquéte

Pour mener a bien les objectifs généraux de cetteerche, nous avons interrogé 53
repreneurs parfaitement identifiés au niveau dtotat Dunkerquois. La base de données
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de I'enquéte ne recouvre donc pas tous les dirigedm la région Nord-Pas-De-Calais
mais un échantillon ciblé de repreneurs de PME ¢Det Stanilawski , 2009).

Chaque repreneur ainsi interrogé a été amené adépa cing groupes de questions
e Histoire de vie et principales motivations du rejner,

« Domaines de spécialisations et fonctions d'impbcapersonnelle avant, pendant et
apres la reprise,

« Préférences et recours aux structures d'accompagriem

« Comportements en matiere de veille informationnelle stratégies et d'innovation
développés,

e Comportements en matiere de saisie d'opportunitis, gestion de risques,
d’organisation, de management et de mobilisatiopetsonnel.

Aprés recodage des réponses obtenues et créatiooweaux items, nous avons
obtenu la base de données qualifiées comportane@@neurs (nombre de lignes de la
base) et 299 variables (nombre de colonnes deska) b@irois bases de données ont ainsi
été mises en place: une sous EXCEL, une sous SR®% sous SPAD.

Méthodes de traitements

Apres les phases d'explorations simples et de egeode I'ensemble des informations
contenues dans la base de données, et aprés anligng leur qualité et leur pertinence,
nous nous sommes attelés a une premiére approcuealydes exploratoires
multidimensionnelles de l'influence des pratiquelationnelles, d'accompagnement et de
veille informationnelle sur I'esprit d'entreprisesd53 dirigeants repreneurs. De telles
méthodes statistiques ont la particularité de mettr correspondance plusieurs questions
(ou variables d'un point de vue statistique) gbaevoir les traiter de fagcon simultanée.

Le but principal de cette chaine d'approches eapoes multidimensionnelles est de
rechercher et de structurer les grandes tendahgesdgies) des pratiques relationnelles,
d'accompagnement et de veille informationnelle @nction des premiers éléments les
plus congruents: histoire de vie, structures d'aqgagnement, contours des stratégies de
développement.

Ainsi, pour permettre d'identifier au mieux le degles pratiques d'accompagnement et
leur influence sur certaines stratégies et supried'entreprise des repreneurs concernés,
nous avons créé des sous-tableaux numériques enti@dhant certaines questions
recodées.

Ensuite, nous avons soumis ces tableaux numérayoedaines techniques statistiques
d'analyses de données dites factorielles (Analgse@brrespondances Multiples: ACM,
etc.) complétées par des techniques de classificascendante hiérarchique pour créer
des regroupements d'ensemble de dirigeants. Enfins avons procédé a des tests
statistiques paramétriques permettant d'appréaepdrtance des pratiques stratégiques
ou compétences relationnelles de ces mémes ditiggean

Pertinence méthodologique

L'approche monographique nous permet d’atteindne arédibilité suffisante des
résultats issus de notre enquéte quantitative. Kexlgerchons a appliquer le principe de
saturation évoqué par Yin (1990).
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Caractéristiques des dirigeants repreneurs et deswreprises reprises

Une vue densemble des caractéristiques des dirigeaepreneurs de notre
échantillon constitué de 53 PME est indispensable.

* 67% des dirigeants interrogés ont un age comptie &1 et 50 ans, 23% d’entre eux
sont 4gés entre 19 et 30 ans et seulement 10%ntepreneurs de notre échantillon
ont un age supérieur a 50 ans.

« Sur I'ensemble de notre échantillon, les hommed settement majoritaires avec
70% contre seulement 30% de femmes. Ces dirigesois principalement d’un
niveau secondaire (57 %) et d’'une partie non néghde de niveau primaire (13%).
C'est dire que les repreneurs de niveau univessiteprésentent 30% de notre
échantillon.

« En résumé, les entrepreneurs de I'échantillon pont la plupart des hommes agés
de 31 a 50 ans ayant effectué des études de rseeandaire.

» Les questions portant sur le type de reprise reahiue la majorité des dirigeants
repreneurs (67%) sont devenus propriétaires panigiign d'une entreprise en
exploitation. On observe deux autres types d’adipisa parts égales : la succession
désignée et la reprise de faillite avec 17% deeprises.

» Le secteur d'activité de ces entreprises se ré@agic une majorité de 55% dans le
secteur commercial, I'autre moitié se partage eletrgecteur service avec 26% et le
secteur industriel avec seulement 19%.

e Au niveau des motivations, I'étude nous méne a idédyue notre échantillon est
composé en général d’entrepreneurs ayant reprigrdjgrise autant pour le plaisir
d’entreprendre (85% de I'échantillon) que pour stiveet gagner de I'argent (80% de
I'échantillon) et I'ayant rachetée a un entreprer@i a un membre de famille (31%)
et ce par lintermédiaire de la famille ou amis %#6de ['échantillon), les
organisations consulaires et les établissementsabas étant totalement absents de
cet mode d'acquisition.

2.4. Domaines d'implication du repreneur de PME ete stratégies de développement
repérés

Il apparait qu’en situation de reprise, I'entreandoit faire preuve d'imagination et
de créativité stratégique et organisationnelle ferstein, 1968). La réponse imaginative
gu’il apporte a une telle situation de changemetartant conduit a exploiter le potentiel
productif de sa nouvelle entreprise. La nécestaéapter le systtme d'offre de son
organisation aux nouvelles habitudes individuediesollectives qu’il incarne ne fait pas
de doute. Et pour mieux répondre aux attentes swiegulieres des acteurs en place ou
entrants et des institutions socio-économiquesldsca les capacités de flexibilité,
d’adaptabilité et de réactivité sont incontournable champ de l'innovation a incarner
s'élargit et porte essentiellement sur la gestiencdrtaines priorités fonctionnelles, la
gestion du systeme de l'information, le processugmbduction, I'organisation du travail,
les produits et les services associés.
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Priorités fonctionnelles mises en évidence

Les domaines de spécialisation et les fonctiomaglication personnelle du dirigeant
repreneur sont consignés dans le tableau qui suit.

Tableau n°1 - Domaines de spécialisation et fonctie d'implication du repreneur

Domaines de | Score Fonctions Score Fonctions Score

spécialisation | (%) d’'implication (%) d’'implication (%)
pendant la reprise apres la reprise

technique /

ingénierie /

informatique 27 | Production 35 | Production 45

administration /

politique 16 | Personnel 70 | Personnel 45

comptabilité / comptabilité / comptabilité /

finance 40 |finance 75 |finance 75

marketing / vente 67 | marketing / vente 75| marketing / ventg 9(
Achat & Achat &

économique 13 | approvisionnement | 65 |approvisionnement 85
Recherche & Recherche &
Développement 35 | Développement 40
Exportation 10 | Exportation 20

Le tableau n°1 présente I'ensemble des domainespéeialisation et des fonctions
d’'implication personnelle des entrepreneurs reprenétudiés. L'étude de ce tableau
montre deux grands domaines de spécialisation aespeeneurs : marketing / vente et
comptabilité / finance. En effet, sur 'ensembles @mtrepreneurs nous avons quasiment
un entrepreneur sur deux qui est spécialisé dandaex domaines. Par contre, beaucoup
moins d’'entrepreneurs de I'échantillon sont spé&mal dans les deux domaines de
I'administration / politique et le domaine éconooeqqui représentent seulement 16% et
13%.

Les fonctions pour lesquelles le dirigeant repreneaumanifesté une implication
personnelle aux deux stades clés du processuseepia sont clairement représentées.
On note que quatre fonctions, finance/comptabiligersonnel - marketing/vente et achat/
approvisionnement, occupent une importance paigi®lpendant la négociation de
reprise. Cette importance est maintenue ou netteameplifiée aprés la reprise sauf pour
la fonction « personnel ». Celle-ci est en oppositivec cette tendance d’amplification de
I'implication personnelle du dirigeant au nivea@ wutes les autres fonctions apres la
reprise. On remarque que les trois fonctions (fteé&comptabilité - marketing /vente et
achat/ approvisionnement) qui font plus appel aargmaires extérieurs se détachent
complétement des autres pendant les deux momeptstants du processus repreneurial.
Le domaine financier maintien son niveau dimpoc&an(75%) alors les fonctions
commerciale et d'approvisionnement gagnent respmutént 15 et 20 points. Les
partenaires externes semblent attirer plus I'atiardu repreneur que les acteurs internes
au moment de I'engagement stratégique. Les pritespaptions stratégiques évoquées au
regard des positionnements concurrentiels et datigpes informationnels retenus sont
présentées de maniére synoptique dans le tabl@au n°
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Tableau n°2 - Principales stratégies, positionnemés concurrentiels et pratiques de
veille informationnelle

Principales Score | Types d’innovations | Score | Principales sources| Score
stratégies de (%) et positionnement | (%) |d'informations par | (%)
développement e concurrentiel rapport aux
de gestion de couples produits —
risques clients et la
cohésion interne

Attaguer un nouveau

Diversification marché non familier Clients -

totale 39 |pour I'entreprise 11 |fournisseurs 95
Attaquer un nouveau

Diversification par marché mais familier Revues et journaux

incrémentation 37 | pour I'entreprise 48 | spécialisés 85
Satisfaire les besoins

Ameélioration de des marchés que sert Foires et expositions

compétitivité 17 | déja I'entreprise 41 | professionnelles 70
Bonne connaissance

Maintien ou des concurrents Membres de famille

consolidation 7 |actuels du marché 95 | et du personnel 45
Réelle volonté a

Evaluation et prise identifier les Bonne connaissance

en compte des concurrents potentiels des acteurs clés de

risques financiers 93 | entrant sur le marché| 95 |I'entreprise 95
Connaissance et

Mise en place recherche de nouvelles

d’'une trésorerie techniques de Réelle volonté a

destinée a faire positionnement saisir les

face aux risques 63 | concurrentiel 65 | opportunités 85

Le tableau n°2 montre les différentes stratégieteene de développement de marché
et d'introduction de produits / services que petiverettre en place les dirigeants
repreneurs. On remarque ainsi que trés peu d’'estreprs sont satisfaits de la situation
actuelle (7%). Tandis qu’'on a une grande majorightdepreneurs qui désirent innover
continuellement et introduisent prudemment de nauxeroduits / services (en moyenne
38%), d’autres entrepreneurs sont plus craintifsnétpour objectif d’atteindre leurs buts
en introduisant de nouveaux produits et ne reptéseque 17% de I'échantillon.

On peut remarquer que les entrepreneurs essayameliorer en permanence leurs
produits et généralement innovent plus fréquemmaatleurs prédécesseurs et ainsi que
leurs concurrents. Ceci nous donne une idée sfacten dont I'entrepreneur partage son
portefeuille d'innovations développées et commdisgas. Ainsi, nous avons environ un
entrepreneur sur deux qui investit pour attaquenomveau marché mais familier pour
I'entreprise. Nombreux aussi sont les entreprenegus investissent pour satisfaire les
besoins des marchés que sert déja I'entreprise)(41%

On remarque que les trois principales sources atinétion pour ces éléments de
gestion stratégique sont les clients / fournisseless journaux / revues et les foires et
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expositions. Ces trois sources représentent ale®¥a de I'échantillon et prés de 90% en
terme de fréquences d'utilisation pour le développet de couples produits / clients et de
70% au niveau de la veille technologique.

En résumé, on a alors les principales sources atiimdtion pour chacun des 4
éléments de gestion :

1. Développement de produits les clients / fournisseurs, les journaux / reveeles
foires et expositions.

2. Développement technologique les clients / fournisseurs, les journaux / reveeles
foires et expositions.

3. Ressources humaines et relations de travale personnel et membres de famille.

4. Environnement économique et financier les banquiers et les organismes
consulaires.

Le simple parcours de ce tableau permet d’affirrdarmme maniére générale, que les
dirigeants repreneurs de notre échantillon obséndm prés leurs concurrents et
connaissent aussi bien leurs situations que leairggpforts et points faibles.

Il met également en relief une proposition qui skemimettre d’accord et méme
totalement d’accord presque I'ensemble de nos mmneurs. En effet, 93% des
repreneurs sont d’accord pour affirmer qu'il famjburs évaluer le risque financier avant
d’investir.

On peut noter par ailleurs que 63% des reprenpensent qu’il faut avoir une
trésorerie qui permet de faire face aux risquasoiit des avis partagés quant au principe
de financer leur entreprise par autofinancemens maint plutdét d’accord pour emprunter.
Enfin, ils sont tout a fait d’accord pour affirmqu’ils cherchent toujours de nouveaux
clients et connaissent bien les hommes clés dedmanisation. Mais quels sont les
contours exacts de tels projets de développement ?

Formules de développement retenues et systéemes argationnels associés

lls sont mis en évidence a partir des cing mondgespgque nous avons réalisées. Le
contenu succinct des axes de développement isstesdeng monographies est consigné
dans le tableau n°3. Il indique essentiellemedelitité de la PME acquise, le parcours du
repreneur, le projet stratégique retenu et le syst@rganisationnel associé.

Tableau n°3 - Contours exacts des axes de dévelopmmnt issus des cing
monographies

Identité de I'entreprise et parcours | Projet stratégique et systeme
du repreneur organisationnel

1. Création : 1996 ;Reprise: 2006 | 1. Stratégie: extension de
2. Activité : rénovation immobiliére | clientéle vers les chantiers de plus
pour une clientéle essentiellement degrande taille (clientéle
particuliers d'investisseurs)

3. Effectif : 13 salariés 2. Management: valorisation du
4. Statut repreneur : fils du cédant | travail de chacun ; absence de
(gérance partagée pendant un an), | chef d’équipe pour un meilleur
marié, un enfant suivi des chantiers

Entreprisel
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5.Age: 32 ans 3. Organisation : absence
6. Formation : informaticien de d’équipe stable pour les chantierls
réseaux et d’'outillages suffisants,
7. Expériences: grands groupes de | répartition des taches et des
distribution, aucune connaissance duattentes des clients non
secteur, du métier et du managemenformalisées par écrit
8. Motivations : succession du péere| 4. Compétences transfert de
et conciliation vie familiale et activite compétence cédant/repreneur
de dirigeant insuffisant au niveau de
I'expertise du secteur ; recherch
de polyvalence incompatible ave
le niveau de compétence du
personnel ; profil dirigeant a
compléter
1. Création : 1975 ;Reprise: 2006 | 1. Stratégie: meilleure maitrise
2. Activité : batiment : gros et petit | de la relation client et
ceuvres pour architectes, agenceurs ebnsolidation de la partition des
particuliers clients entre particuliers et
3. Effectif : 19 salariés professionnels
4. Statut repreneur : salarié depuis | 2. Management: harmonisation
1988, marié, deux enfants des regles de fonctionnement
Entreprise2 | 5-Age: 38 ans entre les chefs d'équipe (retards
6. Formation : autodidacte absences, suivi du rythme de
7. Expériences: chef d’équipe et travail)
commercial 3. Organisation : affectation des
8. Motivations : envie d’entreprendre chantiers par équipe de 2 ou 3,
et d'indépendance ; conciliation vie | mais éclatement des équipes en
familiale et activité de dirigeant cours de chantier (démotivation,
oublis multiples) ; organisation du
travail en urgence
4. Compétences transfert de
compétence cédant/repreneur
correctement opéré au niveau
commercial mais insuffisant au
niveau de la gestion des équipes
et des chantiers en quéte
d’'informations fiables ; profil
dirigeant a compléter
1. Création : 2004 ;Reprise: 2005 | 1. Stratégie: développement de
2. Activité : vente, pose et contrble | I'activité domotique face au
. de matériels de téléphonie mobile, | déclin du marché de I'antenne
Entreprise3 | sntennes TV

3. Effectif : 7 salariés
4. Statut repreneur : créateur
dirigeant puis salarié d'un

2. Management: forte
connaissance du métier de
dirigeant et du secteur d’activité
de la part du repreneur ; forte

importateur

identité de I'équipe des salariés




Contours organisationnels de la strategie de dppelment des PME...

29

5.Age: 32 ans

6. Formation : technico-commercial
7. Expériences: créateur dirigeant,
commercial et technicien de
téléphonie mobile

8. Motivations : envie d’entreprendre

et d'indépendance ;

attachement au métier, a
I'entreprise et au mode de
management instauré par le

autonomie au travail,
disponibilité, communication sur
les résultats et les projets)

3. Organisation : renforcement
de la lisibilité des processus de
travail (commercial, gestion et
intervention sur chantiers) et de
démarche d’information,

d’élaboration de procédures
4. Compétences forte

détenues par les équipes
d’installation ; prise en compte d

compétences commerciales et
techniques

repreneur (convivialité, confiance

d’ajustements organisationnels et

I’évolution du métier en termes de

complémentarité des compétendes

)

1. Reprise: 2005 :

2. Activité : préparation et vente de
pizza

3. Effectif : 4 salariés

4. Statut repreneur : salarié de
grande distribution

5. Age: 25 ans, concubinage avec
une de ses salariés

1. Stratégie: développement de
l'activité par I'ouverture d’'un 3"
kiosque et acquisition Mac
Donald en franchise

2. Management: répartition de Ia
gestion des deux kiosques entre
dirigeant et sa compagne ; fort
attachement au bien-étre des

)

't

Entreprise4 | 6. Formation : commercial salariés ; nécessité de regles
7. Expériences: employé du libre communes de gestion du
service, aucune connaissance du | personnel et de responsabilités
secteur, du métier et du managemenhiérarchiques entre le dirigeant ¢
8. Motivations : capitaliser les sa compagne.
résultats en vue d’acquérir un Mac
Donald en franchise 3. Organisation : insuffisance de
la coordination des taches, et de
I'espace du travail.
4. Compétences insuffisance de
la formalisation du savoir-faire ef
de la solidité des compétences
relationnelles et techniques des
salariés.
1. Création : 1929 ;Reprise: 2004 | 1. Stratégie: développement de
Entreprise5 | 2. Activité : assurance des personngd’activité par la croissance exterry
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et des biens 2. Management: intégration de

3. Effectif : 9 salariés deux nouveaux associés

4. Statut repreneur : fils salarié participant aux décisions
Entreprise5 depuis 10 ans, marié, un enfant concernant I'entrgprise sans

5.Age: 44 ans clarification des roles ;

6. Formation : commercial et gestion communication peu

7. Expériences: professionnel du opérationnelle au niveau du
métier mais aucune connaissance dtravail (désaccords fréquents su
management les méthodes de travail)

8. Motivations : succession du péere,| 3. Organisation : fort ancrage suf
pérennisation et développement de| le travail administratif, les
I'activité objectifs poursuivis, la rigueur et
la conscience professionnelles ;
surcharge de travail ; inadaptatian
de l'organisation des dossiers
clients (double saisie
informatique, classement
hasardeux)

4. Compétences insuffisance de
I'encadrement (report de taches,
décision d’alerte de la direction) |;
insuffisance de connaissances et
d’expériences techniques
(contrats d’assurance) et
commerciales (relation client) ;
profil dirigeant a compléter

La transmission de pouvoir entre le cédant et [@emeur engendre d'inévitables
modifications au sein de I'entreprise. L'apparitide cet acteur clé, qu’est le nouveau
dirigeant, avec sa conception propre implique satte renouvellement de la logique
entrepreneuriale. Celle-ci s’articule autour de tguaaxes fondamentaux : stratégie,
management, organisation et compétences.

3. CONTOURS ORGANISATIONNELS DES AXES DE DEVELOPPEMENT
STRATEGIQUE RETENUS

Les axes de développement désignent les intenfionfisées par les repreneurs
enquétés en termes d’actions. lls s’inscrivensdardéfinition de la stratégie considérée
comme un domaine de pensées et d'actions (Lorif@eindeau, 2006). Les pensées de
ces repreneurs sont sous-tendues par les inté@siesurs ou les objectifs stratégiques de
I'entreprise nouvellement acquise. Leur réalisafi@sse par la nature et l'intensité de
leurs propres engagements en termes du choix destscla satisfaire au regard du
positionnement retenu, de la zone de chalandiseraspecter, des partenariats
a développer ou des possibilités d’accompagnementligiter, en termes des moyens et
des compétences a mobiliser ainsi que du style gédsiah ou du systéme organisationnel
les plus adaptés. Ces engagements renvoient aakonsl internes centrées sur la
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recherche d’efficience au niveau de I'utilisatioesdressources et aux relations externes
faisant appel a I'exploitation pertinente des cotepées et ressources locales.

3.1. Un positionnement stratégique dual comme modte gestion du risque
entrepreneurial: maintien d'une certaine image et upture avec la logique
managériale en présence

Au départ, le cédant attache une grande importancevolet confidentiel de la
transaction. Il évite de dévaloriser I'image de smtreprise en anticipant sa reprise. Par
souci de notoriété et de pérennité, il désire pvesda stabilité de son entreprise. Il ne
dévoile alors que trés tardivement le passage die anses salariés et acteurs externes. En
effet, le cédant et le repreneur décident souvergatder le secret du rachat. Ceci pour ne
pas déstabiliser le fonctionnement de I'entrepreggidement. Cependant, la dimension
humaine de I'entreprise rachetée est cruciale @@ask991). Les réactions sont diverses
selon les relations existentielles entre les astean selon la situation actuelle de
I'entreprise sur le marché. Pour autant, ce corspueht ne facilite pas la compréhension
de cet acte pour les acteurs de I'entreprise. laetepaires internes (salariés) et externes
(banquiers, fournisseurs, clients) sont tentéseddosiner une image négative de la firme.
«Quand le patron vend c’est parce que c'est foutéll le sait. Un vendeur qui se
déclare est soupconné de cacher la situation réadlesa firme. Si elle marchait si bien
qu'il le dit, il ne la vendrait pas?®.

Malgré I'ampleur des campagnes d’information et gesitiques d’appui menées
depuis un quelques années, la reprise est vécueneola rupture avec la logique
existante. Le repreneur en tant que tel représsmtgent un élément nouveau et donc
différent pour les acteurs présents dans I'entseprChaque entrepreneur posseéde une
vision spécifique de ses objectifs a court, moyelorg terme. Ceux-ci peuvent étre en
décalage avec les compétences clés ou les ressap@efiques en présence.

Ainsi, La nouvelle direction de [l'entreprise E1 edlns une stratégie de
développement d’activité au sens d’extension dentdie. Il s’agit de chantiers de plus
grande taille. Au niveau des objectifs, la paréxpour les gros chantiers n'est pas
clairement définie. Quand on examine les perforreandu premier exercice apres la
reprise, ce sont les gros chantiers qui ont erdrdies malfacons et des dépassements
d’honoraires par rapport au devis.

La nouvelle orientation stratégique n'est pas ns#iér. Ce qui n'est pas le cas de
I'entreprise E2. Au démarrage, le repreneur seliseaur la maitrise de la partition des
clients entre particuliers et professionnels, emtetits et gros chantiers. Il établit une
meilleure procédure de maitrise de la relatiomelike, de suivi et de rentabilité de chaque
chantier. Une telle stratégie de consolidation etpdoximité est celle retenue par le
dirigeant de l'entreprise E3. Elle lui a permis denclure un intéressant contrat
représentant 20% du chiffre d’affaires du premieereice aprés la reprise. Elle lui a
également permis d’engranger I'activité d'instatlatdomotique pour faire face au déclin
du marché de I'antenne. Pour mener a bien une seb¢egie de redéploiement, il s'est
associé les compétences d'un stagiaire dont ilradsuinancement de la formation dans

2 Propos de P. Wagner CRCI Languedoc Roussillor8.199



32 G. Dokou

le cadre d'une convention avec l'université en wdee I'insérer définitivement dans
I'entreprise.

La démarche de ce repreneur consiste a mieux fimenales savoir-faire de
I'entreprise a partir des salariés aux compétemekdionnelles et techniques adaptées.
C'est a ce niveau que le choix stratégique du eliniy de I'entreprise E4 connait ses
limites. 1l souhaite développer l'activité par l\eerture d'une troisieme unité. Le
dynamisme du dirigeant et de sa compagne est flaleodacette extension d’activité. Mais
I'opérationnalité du dirigeant (réle de pizzaiol®mpéche de travailler sur les aspects
gestion, administration et développement. L'absedasme réelle formalisation des
savoir-faire véritablement partagés fait que laliguales pizzas est différente selon les
kiosques et selon les personnes qui les prépabest.reperes sont a mettre en place
concernant les dosages d’ingrédients, le degréidean, le godt et la texture.

Tant que les compétences et I'organisation du ilraeasont pas en adéquation avec la
volonté stratégique, le développement commerciahdti ne peut étre objectivé et réalisé
en chiffres. Cette situation est similaire a laipms de I'entreprise E5. En effet, la
croissance externe par l'intégration du cabinetddex nouveaux associés a du mal a
prendre corps. L'intégration des nouveaux dossikests dans le systeme informatique et
comptable tarde a se faire. L'animation commercideliée a I'un des associés est a
mettre en place. La vente additionnelle de prodyifisest une piste de développement
évoquée par les associés n'est pas mise en ceuwia@sen d'une surcharge de travall
administrative trop lourde.

Le repreneur va projeter une nouvelle stratégiedéeeloppement en usant des
potentiels existants et en y ajoutant quelques étsnnaissant du projet de reprise de
I'entreprise. C'est effectivement a cet effet qeerépreneur devra étre a I'écoute du
cédant qui lui apportera toutes les informationses8aires sur la logique précédente et
sur le style de management le plus adapté a retenir

3.2.Importance de la période transitoire et forte implcation du repreneur au niveau du
style de management

Un changement est généré par un « échange » deatiti Les deux acteurs centraux
acceptent plus ou moins bien le passage de poweadon leur personnalité, leurs
motivations ou leurs objectifs. La période de titms s'avére trés importante car elle va
atténuer la cassure entre deux styles managérmunfavoriser I'adhésion des acteurs en
présence a la vision du repreneur. Celui-ci rerreolfgnsemble des acteurs clés internes
et externes a l'entreprise reprise. Chaque groupeiddus a des intéréts quant a la
venue du repreneur et se soucie de sa logique maalegau sens de I'organisation des
fonctions et de répartition des responsabilitésp@ut noter les situations suivantes:

- Les banquiers veulent étre rassurés

- Le cédant espere avoir fait le bon choix et sp®entreprise est entre de bonnes mains
- Les clients tenteront d’en profiter

- Le personnel est inquiet et les syndicats attayi

- Les médias, les analystes se demandent s'’ily des licenciements..

Le repreneur doit obtenir la collaboration et laopération de ces principaux
partenaires dés la période de passation des psuubidevra développer sa capacité
d’écoute et de réactivité face a des salariés efteqde réponses a de multiples
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interrogations. lls se veulent savoir rassuréseetepreneur devra diriger sa logique
d’'insertion dans ce sens sans négliger I'aspectaiurde I'entreprise. Il doit ensuite
communiquer aux niveaux interne et externe pouriggy sa perception de la firme et de
la culture qu’il souhaite y véhiculer. Cela paradcessaire pour s'intégrer aux équipes ou
plutdt se faire accepter. Trois conditions soribadte du jour : la transparence, la netteté
des engagements et la qualité comme la conscigntespionnelle.

Ce dernier trait de caractére constitue une dees$ode I'entreprise E1. Le suivi des
chantiers est réalisé consciencieusement par termepr. C'est apprécié par les salariés
qui déclarent souvent « on s'intéresse a notreairav Cependant face a des problemes
techniques complexes, il a du mal a aider seshmmitdeurs au niveau de la recherche de
solutions dans la mesure ou son expertise du seettfaible. Il n'a pas délégué cette
expertise a un chef d’équipe. Un interlocuteur ifi#gié est nommeé pour chaque chantier.
Mais celui-ci n'a pas de pouvoir hiérarchique sus ccollegues. Ceci améne des
malfacons et des dépassements d’horaires carfdingue répartir le travail le matin en
début de poste et ne contrble pas I'activité emscda journée.

Confier des responsabilités aux chefs de chartiei certains collaborateurs suppose
la clarification des regles de fonctionnement. €&squ’on déplore dans I'entreprise E2.
Les trois chefs d’équipes de cette entreprise agpent pas les mémes regles sur les
horaires, le suivi et le rythme de travail (retarassences, normes, formation et recours a
la hiérarchie). C'est indispensable dans la mesurds encadrent les mémes salariés a
différents moments et sont amenés a faire le psiumtI'organisation du travail, les
compétences de leurs collegues et les difficutésantrées.

Le repreneur de I'entreprise E4 est dans la sd@oasimilaire. Il attache une attention
particuliére au bien étre de ses salariés. Mastihécessaire de se mettre d’accord sur les
régles communes de gestion du personnel, déterr@seresponsabilités hiérarchiques
entre le dirigeant et sa compagne. Il faut audsiriner les salariés des obligations du
contrat de travail (par exemple, les congés sanmdesqour éviter les probléemes
d’absences injustifiées qui rendent difficile Iasten de I'activité de I'entreprise.

Le cas de I'entreprise E5 n'est pas fondamentaléniéférent. L'intégration des deux
nouveaux associés participant aux décisions coanerbientreprise est faite par le
repreneur sans clarification des roles de chatancommunication est peu opérationnelle
au niveau du travail (désaccords fréquents sumiéthodes de travail) relayée par une
quasi absence de répartition des taches. La neldtialirigeant avec ses salariés est restée
une relation de collégues a qui on évoque ses gmyd, qui les comprend mais qui ne
peut agir. Avec l'ancien dirigeant, les taches eithiréparties avec précision entre les
salariés. Le fils repreneur consciemment (« patee jg ne suis pas mon peére ») laisse
certaines taches a l'appréciation du collectif. €nretrouve face a des différences de
management qui laissent les salariés en mal deerefaéela vient s'ajouter le réle interne
des associés qui est a préciser pour leur fixerrdpéres professionnels et éviter les
difficultés avec les salariés : le role dans le agmment et au niveau des objectifs
commerciaux.

Le mode de management instauré par le reprendiertieprise E3 est completement
différent. La forte identité de I'équipe ainsi qu®n attachement au travail et a
I'entreprise, sont en cohérence avec ce mode deageament sous-tendu par la
convivialité, la confiance réciproque (autonomés dalariés intervenant sur chantiers), la
disponibilité et une volonté commune de réussirmfownication spontanée sur les
résultats de I'entreprise et ses projets). Ceadrige le développement des compétences
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transversales des salariés renforcées par la wgtation des temps de communication
(réunions de service et de travail), par les pitaogs de formalisation et de temporalité
(compte rendu des décisions et plans d’actionsg tgéite logique managériale permet a
I'entreprise de s’inscrire dans une démarche d’mratlon continue des processus et de
la qualité de ses prestations indispensable podégelopper sur le marché du collectif et
de la domotique.

3.3.Organisation comme moyen de gestion des réactivithggatives et/ou positives

L'arrivée d'un repreneur peut provoquer quelquesanéentements notamment ceux
des salariés. Si I'on observe une entreprise saim@eut dire que son fonctionnement est
ancré dans les mentalités de ses membres. Lesuthésémontrent que lorsque le cédant
décide de transmettre son entreprise a une persextéeieure, voire a un successeur
familial ou salarié, on s’attend a quelques charaggminternes. C’est encore plus vrai si
le repreneur s'engage dans une stratégie de gpaitent. Les salariés et les acteurs
externes peuvent réagir en freinant le nouveau tifuimeement de I'entreprise. Ces
réactions peuvent étre plus positives si I'entprest en difficulté au moment de la
reprise. Les salariés s’attachent beaucoup plusapacités du repreneur a dynamiser leur
structure et leur activité. L'arrivée du reprenest alors percue comme un soulagement.
Ceci ne s’applique pas nécessairement a toustedefigure. L'acceptation du repreneur
par les membres de I'entreprise peut égalementradupe dans le cas d’'une entreprise
saine. Plusieurs situations méritent d’étre rapse(®eschamps, 2000).

- Le repreneur interne (salarié, famille) aura amportement en symbiose avec le cédant.
Les relations entre le repreneur et le cédant feoteis et proches. Les modeles stratégique
et organisationnel de I'entreprise sont souverriés a partir de I'existant.

- Le repreneur externe (entreprise ou particuliema tendance a modifier le schéma de
développement prévu par le cédant. Son expérieacsonelle et professionnelle lui a

permis de se construire sa propre logique entreprale. Lors de la transmission, il ne

cédera pas aux exigences du cédant.

- D'autres sources de résistances peuvent progeriienvironnement extérieur. Il s’agit
des fournisseurs qui ont un réle important dansole fonctionnement de la firme. C'est
également le cas des clients qui n’ont pas deaodiexclusivité avec la firme et peuvent
trés bien se rendre chez la concurrence. De mé&s@rganismes financiers considerent
comme tous les acteurs le repreneur comme une hoewtité.

Ces sources de résistance peuvent évoluer darensros dans l'autre en fonction de
la perception du personnel sur le repreneur, lee tge structure et la culture de
I'entreprise. Ce sont autant d’éléments qui doiv&ne intégrés dans le nouveau schéma
organisationnel. C’est ce que I'on a pu observeisdas entreprises E1 et E2. Au départ,
les salariés sont démotivés suite aux différensngbments organisationnels. Deux
raisons essentielles expliquent leurs démotivatioils ne réalisent jamais une tache
compléte (ce qui leur fait perdre une partie disstonné a leur travail) et ne comprennent
pas les criteres de composition des équipes efedtafion (besoins de compétences sur
les chantiers, I'urgence et les pressions destsliégs intempéries prévues ou imprévues).
Ainsi, chaque nouvelle direction a pris consceeda besoin de former des équipes plus
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stables avec le réle du chef d’équipe mieux défiainouveau schéma organisationnel est
tel que le chef d’équipe doit étre présent du déblat fin du chantier ou les plans seront
constamment a disposition. Les modifications apesten cours par les clients seront
formalisées par écrit (datées et signées par Entglipour éviter les erreurs et les
réclamations. Le responsable de chantier devreegwamit gérer les lenteurs liées aux
chevauchements des différents corps de métiefenadmbrement des espaces et a une
mauvaise répartition des activités journalieres.ples, il aura a gérer I'anticipation des
chantiers, créer une fiche d’approvisionnement arctfon des besoins et a rendre les
conditions de travail au quotidien plus agréabl®s. retrouve les mémes exigences
organisationnelles au niveau de I'entreprise E4.fd&n les nouveaux salariés dont les
jeunes pourront alors bénéficier d’'un apprentisgags efficace si le suivi se fait avec le
méme tuteur. Un bilan devra étre fait chaque seenaipour éviter les départs et ne pas
avoir & recommencer avec les nouveaux ».

Le refus du nouveau mode d’apprentissage ou diioseau sein des équipes explique
les deux démissions enregistrées par le repreneur’ahtreprise E5. Le travalil
administratif au niveau spatial constitue le paifdncrage de l'organisation mise en
place. Celle-ci tient compte également du contemtralvail (gestion des dossiers et des
contrats, saisie informatique, client en face aefacommercialisation), des objectifs
poursuivis par la majorité des salariés et de lascence professionnelle développée.
Mais le développement par la croissance extermaiestune surcharge de travail difficile
a objectiver devant la direction qui met I'accemt sne logique collective. Or I'activité de
gestionnaire clientele nécessite des compétencehnitgries, relationnelles et
commerciales que ne maitrisent pas les arrivaristdsats.

Il apparait que pour diminuer la charge de trawpil s’accumule et éviter les
interruptions clients, il est nécessaire de cré@srtémps administratifs hors de la relation
client, d’organiser autrement les rendez-vous de®gclients et de revoir la configuration
spatiale des locaux. A linstar de I'entreprise EBe telle intervention renforcera la
lisibilité du dirigeant repreneur quant aux difféts processus de travail ainsi que dans sa
démarche d’informatisation, d’ajustements orgafosaiels et d'élaboration de nouvelles
procédures. La réorganisation des activités adtratiige, commerciale et de gestion
permettra au dirigeant de se consacrer au dévelommede I'entreprise par une meilleure
mobilisation des compétences et des motivationsiiseq par la reprise/transmission
couplée de la croissance externe.

3.4. Mobilisation du potentiel humain comme mode deortie des impasses
stratégiques et organisationnelles

Il est nécessaire que le repreneur trouve desisppusein de son entreprise. Pour
cela, il lui faut entamer des discutions avec lesnires de la firme. Il procéde alors a
'analyse des forces et des faiblesses individsgitientifie les comportements personnels
et collectifs; puis il s’engage dans un repérags alliés (salariés moteurs ou
accompagnants du projet relatif & la reprise) et denemis (salariés attentistes ou
opposants). Il s’agit alors d'identifier le pouvole charisme et les compétences de
chaque individu. Le repreneur devra développertisdégie et convaincre les individus
préts a accepter le changement de pousser lesaypas la cohésion et la coopération.
La démarche du repreneur de l'entreprise E1 slingpteinement dans cette optique.
Ainsi, les salariés sont devenus volontaires péatiser 'ensemble des travaux issus du
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nouveau projet. Ceci est positif mais entrainerdalacons car les compétences ne sont
pas toujours présentes. Il aurait fallu définir palaque chantier les compétences
nécessaires et grace a un tableau récapitulatifcdegpétences individuelles, mieux
organiser le travail sur le terrain. L'ampleur dgmantiers fait qu’on sollicite parfois de
nouveaux apprentissages des jeunes en alternaacil ¥aut veiller a ne pas démarrer la
polyvalence de ces jeunes trop tot au risque guepl®ductivité ne soit jamais acquise au
niveau de leur compétence initiale. A I'image dentreprise E2, ceci suppose que les
chefs d’'équipe jouent pleinement leur role dans peespective d’évolution de leurs
compétences d’encadrement. Le tableau des compétsadait alors avec eux sous-tendu
par un bilan individuel de chaque salarié et la t@lidé par le repreneur.

La validation du tableau des compétences que daitepreneur tient compte de
I'ampleur du travail sur le court et le moyen terrhime telle vision permet d'éviter la
situation de I'entreprise E5 ou le manque de cawmagices ou d’expériences et la
surcharge de travail ont conduit certains salaxitsdémission et d’autres a I'absentéisme
long (d’au moins deux semaines) ou aux arréts rnedatla relation de proximité mise en
place par le repreneur de I'entreprise E4 lui anieerde mieux gérer ces insuffisances
managériales. C'est donc un excellent facteur devat@mn et d'intégration, notamment
pour les salariés en apprentissage. Mais la relaoproximité doit rester professionnelle
pour permettre aux salariés de mieux trouver owouger leurs repéres dans une
entreprise en mutation organisationnelle et exigeagn compétences nouvelles et
complémentaires. Autant d’éléments nécessaires lpomrise ceuvre du nouveau projet
comme I'a compris le dirigeant de I'entreprise E8&.travail engagé sur les processus
relationnels a mis en lumiére la complémentaritdes compétences détenues par les
salariés, leurs aspirations professionnelles iddieiles et collectives ainsi que la
cohérence de celles-ci par rapport aux besoin&d#adprise sur le court, le moyen et le
long terme.

Ces différents aspects structurant les contourtadsratégie de développement du
repreneur renvoient a d'autres éléments a prendmpte (Fayolle, 1999 ; Hernandez,
1999 ; Deschamps, 2000).

« Les trois principales phases du processus: phaspagatoire, phase de
transmission des pouvoirs entre cédant et reprenghase entrepreneuriale
spécifique a la reprise.

» Les facteurs favorables ou défavorables: I'enviesnant du repreneur (famille,
amis, réseaux d'appui, cédant), systeme d'actiomegueneur (son projet = ce
gu'il veut faire, ses ressources = ce qu'il pelurteflaet contexte entrepreneurial
(opportunités, ouverture, potentiel, menaces oe&sh

e La recherche de la performance globale durablerisd® par I'anticipation du
futur, I'ouverture sur I'extérieur et l'intégratiod’informations qualitatives et
incertaines.

» La qualité de l'information envers I'ensemble detears constituant la richesse
de l'entreprise, les actions a mener sur le vmlganisationnel et humain restent
le point d’ancrage des contours de la stratégieléeloppement du dirigeant
repreneur.
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3.5. Des propositions d’actions sur le volet orgasationnel et humain de la
transmission / reprise

Dans le processus de transmission reprise, l'iissuf€e de ressources financieres est
souvent évoquée comme principale raison d'échee. tgprise sur deux serait un échec
au bout de deux ahsSi les causes financiéres de sous capitalisalida base de
I'entreprise sont évoquées, d'autres freins sqmeadre en compte (Deschamps, 2000) :

e Une mauvaise préparation du processus de transmissirise

e Les compétences du repreneur

e Les problémes d’organisation et de ressources mavai

Les enjeux de l'intervention sur la reprise d’eptise ne font plus alors de doute et
sont clairemenidentifiés.

« Pérenniser les entreprises reprises et leurs esnploi

e Eclairer la cible compétence /organisation en foncte la cible produit /marché

du repreneur

e Intervenir a une étape clé de la vie de I'entrepoi8 la mise en mouvement est

plus aisée

« Formaliser les questions/enjeux organisation etpéiences pour les transférer

aux intervenants de la transmission / reprise.

La reprise d'entreprise comprend l'acquisition d'oapital financier, immobilier,
mobilier, etc., mais aussi un capital humain. Léspasitifs d’accompagnement sont
centrés essentiellement sur un accompagnement cfarantechnique, juridique et
économique. lls intégrent encore insuffisamment aesons et les outils relatifs aux
contours du management stratégique, notamment ddogedes ressources humaines.
Plus cgncrétement, les deux tiers des reprisesuepnt des difficultés sur le facteur
humain.

» Licenciements

« Forte résistance au changement

» Conflits et difficultés relationnelles

e Retards dans I'exécution du nouveau projet de dépeiment.
Seul le tiers des cédants repreneurs intégre tedabumain dans leur projet. La prise en
compte du facteur humain est un des élémentstédellirs de la réussite aux différentes
étapes de la transmission reprise.

La reprise suppose de travailler sur le potentiel Il'éntreprise en matiére de
ressources humaines, de compétences, de culturgradigues professionnelles, de
dynamique sociale, et de conditions de travail@mgloi. La transition managériale entre
le cédant et le repreneur est a organiser en tamampte a la fois du potentiel humain
mais aussi de la culture de I'entreprise existante.

La gestion du changement de direction est un moimgadrtant a manager pour éviter les
ruptures et ou les départs de salariés tout audargrocessus repreneurial.

3 Travaux ARAVIS et CERAG 2005.
4 D’aprés I'étude menée par ARAVIS en 2005
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1. Avantla reprise, la prise en compte du facteur haim permet de :

Réaliser un diagnostic humain avec le cédantrdigions dans I'entreprise,
les roles de chacun et les compétences identifiéele cédant

Eviter ou mieux gérer les héritages négatifs typeenkiements ou
prud’hommes

Identifier des étapes réalistes pour le projet@®reprise tenant compte de
la situation de I'entreprise et de ses hommes

La difficulté pour pouvoir réaliser cette étape kstconfidentialité de la démarche de
cession qui ne permet pas toujours une investigapprofondie dans I'entreprise cédée.
Cette action est parfois difficile a réaliser tgue la cession n’est pas confirmée.

2. Pendant la reprise, elle permet de :

Définir et de contractualiser la répartition deleséentre le cédant et le
repreneur sur une durée de 3 a 6 mois

Organiser I'entrée en fonction du dirigeant visis.eu personnel :
information, réassurance, mobilisation

Gérer la place de I'encadrement pour éviter les gipouvoirs

Construire le projet avec les salariés : pass@rdjet idéal au projet adapté
a I'entreprise, rencontrer individuellement chagakarié en veillant a
associer 'encadrement.

Il s’agit de valider que le projet stratégique dntreprise correspond aux ressources
humaines et a I'organisation du travail.

3. Aprés la reprise, elle permet de :

Surmonter les résistances en mobilisant le pes@uiour du projet

Adapter les ressources humaines : évolutions dedifms, création d’'une
hiérarchie, embauche et quelquefois licenciements

Organiser le travail en fonction du projet de lreprise, de sa stratégie et de
certains licenciements qui restent inévitables

Ces différents aspects de diagnostic dépendemirdbfématiques a retenir comme
I'indique le contenu du tableau n°4.

Tableaux n°4 - Objectifs du diagnostic au regard es problématiques a retenir

Les problématiques de l'intervention Les objectifs du diagnostic reprise

reprise

Le repreneur souhaite souvent » Définir en fonction de la cible produit
réorganiser I'entreprise en fonction  /marché du repreneur, la cible en termge
de ses propres compétences et d’organisation /compétences
choisit les fonctions dans lesquell
il s'implique personnellement par un travail sur I'organisation du
Le repreneur va parfois redéfinir travail et I'identification des

D
'Y

Mobiliser les savoir-faire de I'entreprise
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une cible produit/marché, sans
retravailler la cible
organisation/compétences

e Le repreneur de I'entreprise ne
pourra peut- étre pas tenir seul le
fonctions exercées par I'ancien
dirigeant, certaines missions sont
transférer

» L’age du cédant est souvent proc
de celui de ses salariés : certains
transferts de compétences sont a
réaliser

Qe

ne

compétences des salariés et du
repreneur ; insister sur I'importance de|
compétences transversales du repreng
Formaliser le processus de production
Définir les activités a réintégrer
éventuellement par le repreneur

Définir les transferts de compétences a

effectuer pour les salariés « agés » ou
une nouvelle répartition du travail
Identifier les dysfonctionnements et
proposer des pistes sur le volet
compétences /organisation

S
pur

En amont de la reprise, le diagnostic de I'orgaimsadu travail et des ressources
humaines se fait en cohérence avec le business plarautodiagnostic du dirigeant
pourrait compléter cette démarche. Pendant la sepenalyse doit déterminer les
changements a apporter a I'entreprise en fonctsncdmpétences, de I'organisation et de
son projet. Apres la reprise, I'accompagnemenmtepsur I'organisation du travail et les
compétences sous forme de conseil individuel agsbtes salariés et/ou un collectif de
dirigeants expérimentés qui travailleraient surdsgects humains et organisationnel de la

reprise.

L’entrepreneur repreneur est alors au cceur deegdatrensions incontournables
comme le montre le schéma qui suit.

Positionnement
et stratégies
de développement
construites

Systéme de Cheminement Logique
management mis du organisationnelle
en place repreneur retenue

Structuration et
exploitation des
compétences
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En réalité, la pédagogie d’accompagnement condliigxdstence d’'une conscience
stratégique au niveau de I'entrepreneur et de alésborateurs. Ceci favorise la mise en
place un systéme organisationnel sous-tendu pagesion systémique, une répartition
des responsabilités avec une exploitation cohérdasecompétences et des ressources
internes et externes (Sammut, 1995). L'accompagngtaie le role d'interface entre
I'action et la réflexion que méne le repreneur.dirlogue permanent s'’installe alors entre
le dirigeant repreneur et son projet. Ce dialogieneurri par sa capacité d’apprentissage
ou son cheminement entrepreneurial et I'empriseirenvementale du projet qu'il
construit et développe. Au regard de la dynamiqueahtexte environnemental, le couple
repreneur/projet évolue dans un processus de ornafion permanente et singuliere
(Piaget, 1979). Cette transformation singuliéréweldu construit du dirigeant repreneur
compte tenu de ses représentations de I'environniepiede sa capacité a exploiter les
ressources et compétences internes et externedin®arl993). De nouvelles voies
stratégiques a emprunter émergent plus claireméntcegtaines sont construites
progressivement sur du tangible ou du concret sgums le repreneur se défasse
complétement de 'inconnu, de I'aléatoire ou dedértain.

4. CONCLUSION

Nous cherchions, a travers cette étude, a compmrdadrcontours de la stratégie de
développement du repreneur. L'enquéte effectuéedssrrepreneurs nous a permis de
valider ou en tout cas d’appuyer nos hypothéseatcquax comportements des différents
acteurs de I'entreprise. Nous avons constaté gpadsage du pouvoir entre le cédant et le
repreneur était un acte délicat. Avec le départcddant une part de lidentité de
'entreprise disparait mettant en mal le niveau metivation ou le sentiment
d’'appartenance de certains collaborateurs. Il @sain que le personnel et le cédant sont
inquiets quant au devenir de I'entreprise. Lesntéieeux, doivent étre rassuré comme les
banquiers et les fournisseurs.

Il est alors important que le repreneur dévelogpeapacité d'écoute et de réactivité
face a des salariés en quéte de réponses. |l xoitser rapidement sa stratégie et sa
culture d’entreprise sans générer une rupture dalwppte avec la logique existante. Pour
favoriser les contacts et réduire les éventueisdraux changements, le repreneur mise
sur les ressources humaines en renforcant cenpaingoirs ou encore en développant
certaines compétences. Nous avons également obgeevéle repreneur sera confronté
tant6t & des réticences tantét a des acceptationhahgement. Ceci varie en fonction de
I'état de santé de I'entreprise (saine ou en diffé), de la volonté des acteurs internes et
externes a intégrer le nouveau dirigeant a I'emviesnent économique local.

D’autre part, I'enquéte a démontré que les strestafaccompagnement a la reprise et
a la transmission doivent étre pleinement expleitéges structures offrent une certaine
pérennité aux créateurs et repreneurs qui bénefice leurs services. Les difficultés
mises en évidence, montrent qu'il est indispensatdese pencher sur l'histoire du
repreneur au regard de ses connaissances et exgsrigu secteur d’activité, de la gestion
de projets stratégiques, du management, de I'csgtion et de la gestion des ressources
humaines. Et grace aux observations du travaillesterrain et aux entretiens avec les
salariés, on peut rendre concrets les probléemd®uteeprise et proposer des solutions
d’'ordre stratégique et opérationnel. Se donnerwvigien stratégique claire nécessite un
minimum de savoirs et de savoir-faire permettardaffithage d'un objectif de
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développement fort quil faut communiquer rapidemeaux salariés afin de
I'opérationnaliser. Un tel acte passe avant tout lpaparticipation des salariés qui
adaptent les processus de travail. Si le parcorofegsionnel du repreneur ne I'a pas
amené a manager une équipe, le besoin d’accompaghem niveau de la gestion des
ressources humaines prend une place particuliéaefi€ les compétences individuelles
des salariés, favoriser les échanges entre lemeprest ses collaborateurs et améliorer la
transmission des informations au sein des équgrespnstituent les points d’ancrage.
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1.

PART 1: INTRODUCTION AND CONTEXT OF
RESEARCH

The aim of the authors is to present the benefit®oducting marketing research in non-
profit organisations based on the authors' studgzifszow Animal Welfare Trust (Poland)
that deals with animal welfare and care for honseleimals. The research was conducted
among the residents of the south-eastern part lahBqPodkarpacie region where the Trust
is based) between 2007 and 2008. The benefithénmtanagement of organisation, which
the research highlighted, were based on the imterwvith its chairperson conducted in
December 2008. Part 1 of the article presents lectives and the context of the research
as well as introduction to the discussed topic.

INTRODUCTION
The aim of the article is to outline the practitenefits of conducting marketing

research into the local non-profit animal protettgocieties, as well as to analyse the
resulting implications for management of such orggtions. To illustrate them clearly the
authors use the example of the research conduntedgthe residents of the Podkarpacie
region. The study was done by the authors of ttiel@afor the Rzeszow Animal Welfare
Trust (RSOZ). The benefits for the management gfanisation, which the research
highlighted, were based on the interview with itgicperson conducted in December
2008.

The study done for the Trust was quite extensive @uthorities of the organisation

wanted to obtain a lot of both general and morecifipeinformation, which could be
useful in making strategic and operational deciidhwas the first marketing research
commissioned by the above-mentioned Trust.

The research was conducted among the residentieofPbdkarpacie region and

focused on many issues:

the attitude of the Podkarpacie region residentgatds animals, in particular stray
animals,

! Hanna Hall, Ph.D., Faculty of Management, Rzes@miversity of Technology.
2 Marcin Gebarowski, Ph.D., Faculty of Management, Rzeszowehsity of Technology.
3 Joanna Sudot-Pusz, Ph.D., Faculty of Managememts®w University of Technology.
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- the attitude of the Podkarpacie region residentstds people who maltreat animals
and the suggested punishment for such actions,

- the awareness that one can donate 1% of their iactam to public benefit
organisations, previous actions of the respondémtt¢hat matter (including, in
particular, tax-paying contributors who donate 1%the tax to animal protection
societies), the readiness to donate 1% of theiormm tax to animal protection
societies in the future,

- the knowledge and opinions about the Trust, inipagr about itsKundelekanimal
shelter,

— the opinions of the Podkarpacie region residentsuathe animal cemetery in this
region, which is planned for the future.

The value of the conducted research, the resutamgfits and their influence upon the
decisions of the Trust, were specified in the witer with its chairwoman.

The background for the primary research is — phbtisin the article - the result of the
analysis of foreign and national secondary soundgsh touched upon issues discussed in
this article.

The results of analysing the secondary sources camdequently, the results and
conclusions drawn from the original research dogeth® authors of the article, are
outlined in the subsequent parts of this article.

As an introduction to the article the authors hgwesented some important
information relating to this research. This inclsdéegal aspects of animal welfare in
Poland (including cruelty to animals and care fomeless animals), animal shelters, the
objectives and undertakings of Rzeszow Animal Welfdrust and the principles
regarding the 1% tax donation for social benefifamisations in Poland.

The key regulation regarding animal welfare in Rdlés Act about the protection of
animals 1997. It is complaint with the Europeandsniegulations and quotes thathe
animal, as a living creature, capable of sufferilgnot a thing. The human being should
respect, protect and provide care to 4t"This humane truth reach awareness of wider
group of society but it is only perceived in words in actions.

Any person that kills or slaughters animals withuedty will infringe the rules
described in the Act and may be subject to a fiigrime or imprisonment of up to 1
year. If the culprit shows extraordinary crueltyey may be imprisoned for up to 2 years.
The court may also order for the animals to be rakevay to an animal welfare
organisation

As defined by the Polish law, homeless animalsaagepets or farm animals that have
run away, gone astray or been abandoned by marthane is no way of tracing their
owner or custodian. Local authorities are respdaditr finding homeless animals and
providing care to them. Various social organisatien in partnership with the local
authorities — can also provide care to homelegsasiand run animal sheltérs

In practice, most local authorities claim not taednany homeless animals within their
territories. Unfortunately, this means that thegtharities — mostly in the rural areas- do
not take any action. The catching of stray dogsften commissioned to various entities

4 Act from 21 of August 1997 about the protectioardfnals “Law Gazette” 1997, No. 111, pos. 724.
® Ibidem
® Ibidem.
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or private entrepreneurs who charge between 150R06® PLN per an animal. The
authorities do not show any interest in what happerthese animals after they have been
caught, despite the fact that this is one of tlegjal duties and obligations. No convictions
have been made for negligence in this matter

The handling of homeless animals is also a sigmiticproblem in well developed
countries, despite the noticeable improvement éntthatment of dogs and cats and the
increased number of pets in households (which serileed later on in the article ifhe
Contex}

As described by Bekoff and MearfeyThe needs of the animals in any given
community far exceed those of simply shelteringntffimm the elements. Beyond that,
responsible shelters invest energy into three ganareas to fulfill their mission: (1)
preventing cruelty and/or suffering of animals; &jforcing animal-protection laws; and
(3) instilling humane principles into societyThese objectives are represented in many of
the undertakings of Rzeszow Animal Welfare Trustl dhe affiliated animal shelter
Kundelek(one of the 118 legal animal shelters in Ponaltie Trust was established in
1997 and has been operating as a non-profit orgtiois since 2004. It is the biggest
animal care and protection organisation in the wtregion inhabited by over 2 million
people. Within the scope of the activities of thesk and its principles there are:

- fighting any signs of cruelty to animals and actiogrotect them and help them,

- undertaking initiatives aimed at reducing the nurmdfdhomeless animals,

- setting up and running animal shelters,

- setting up and running veterinary clinics,

- cooperating with schools and local authorities ttuaate young people on animal
treatment and instill humane principles.

As a part of their role, the organization takesrapous initiatives; examples below.

They are on call to help in any accidents involvamgmals and to intervene in any
cases involving cruelty to animals (75 cases inRbdkarpacie region in 2008). They also
report of any suspicions they may have towardsviddals breaking the Act about the
protection of animals to the Prosecutors Office #rel may act as a public prosecutor
(24 cases registered in 2008).

On ongoing basis, the Trust is also responsibleofganising and maintaining a
network of ‘temporary homes'. This allows them t@yde for the animals that require
immediate help and that cannot for any reason aeegl in the animal shelt&undelek.
Thanks to this, they have managed to find a safttegtfor many animals.

Every year, the Trust runs an initiative callests Help AnimalsThe objective of the
initiative that is run among school children anenagers of the Podkarpacie region — is to
raise awareness of animal rights and to instilfbees and empathy towards them. The last
edition was run between October 2008 and Febru@@® Znjoyed the participation of
125 schools in the region. The pupils visited thémal shelterKundelek(94 schools),
took part in art and literature competitions (2&®missions) and collected 3,5 tons of
animal food, blankets, towels, covers etc. The flireseived 16 383,71 PLN.

" E. Nieckuta Jak traktujemy zwieeta, ,Wprost” 2009, Vol. 1375, No. 20, pp. 33-41.

8 M. Bekoff, C. MeaneyEncyclopedia of Animal Rights and Animal Welfar¢estport: “Greenwood Press”
1998.
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The promotion of voluntary work as one of the elataeof a complex development
programme is one of the core activities of the Trus 2008 the shelter was regularly
supported by a group of 10 volunteers. Collectingnay to support homeless animals,
finding sponsors and launching a programme of airt@doption was a big
accomplishment of the Trust. In 2008 the Trust iresmk 17 132, 52 PLN in donations
from their virtual patrons. Recently the numberdbptions decreases. Poles would rather
give some money for maintenance the shelter thasopally take care of homeless
animal. In 2008 Rzeszow Animal Welfare Trust reedi2,7 million PLN as a 1% income
tax donation. This amount mostly contains slighmhsaf money.

In 2008 the Trust joined a national initiative edllLets Break the ChainsThe
initiative was a protest against chaining dogshiirtkennels and the participants set up
dog kennels in central points of the Polish citi€he idea was welcome by the local
population of the Podkarpacie region many of whoavehjoined the protest (RSOZ
2008).

The article also described the subject of the 1% danation for public welfare
organisations. As per the Act for activities of tpablic benefit and about voluntary
services such donation can be made for organisalisted by the Ministry of Labour and
Social Policy’. Financial contributions received through this alion are becoming a
significant source of funding for many organisatiaas the number of tax payers opting
for the 1% donation is increasing every year. Téalew shows the number of taxpayers
donating 1% of their tax to various organisationd ghe amount donated between 2004
and 2009.

Table 1. The number of taxpayers donating 1% df tag to various organisations and the amount
donated between 2004 and 2009.

Year 2004 2005 2006 2007 2008 2009
Number of taxpayers , 4 d
who made the 1% donatioh 80320 680541 1156510 160414p 5134675 7324953
The amount donated to
non-profit organisations 10,4 41,6 62,3 105,4 298,3 380,1

(in min PLN)
SourceRekordowe wsparcie dla organizacijizptku publicznegoMinistry of Finance 2009 [online].
Available at: http://www.mf.gov.pl/dokument.php?stml&dzial=153&id=191248&typ=news,
[Accessed % January 2010].

Animal protection organisations are also benefitfirom the 1% tax donation. Thanks
to this, both the Trust that was the subject of #tudy and other non-profit organisations
such as OTOZ Animals, VIVA! Akcja dla Zwiegz Stra dla Zwierat, can provide their
invaluable services. In 2009 Rzeszow Animal Welfareist received from Treasure
Office 151 049 PLN.

9 E. Nieckutaop.cit

0 Act from 24 of April 2003 for activities of the pisbbenefit and about voluntary serviced,dw Gazette”
2003, No. 96, pos. 873.

" Rekordowe wsparcie dla organizacijizgtku publicznegoMinistry of Finance 2009 [online]. Available at:
http://www.mf.gov.pl/dokument.php?const=1&dzial=R63=191248&typ=news, [Accessed "4 January
2010].
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2. THE CONTEXT

The article, as mentioned in the objectives ofahele, outlines the benefits of doing
a marketing research by non-profit organisatiorssegemplified by Rzeszow Animal
Welfare Trust (RSOZ) and - to illustrate the betse@ilearly — also presents the issues
regarding the protection of stray animals, whicls &kso investigated for the Trust.

Literature quite rarely addresses the issues ofketiag research in non-profit
organizations. It is analysed mainly by marketiqgecalists in such organiatiois
Among other things, the authors focus on the falhgwsubjects: the elements of the
marketing research process in the given organisafidhe obstacles to carry out
marketing research in non-profit organisations, ¢oeresponding myth$ such as the
ever-present financial cost of the research, caimyicthe study only on large,
representative samples of respondents, in the afaparticularly crucial decisions - the
necessary knowledge of statistical methods.

Marketing research in non-profit societies was abanterest to polish academics —
marketing specialists in non-profit organisatidndiowever, it may be claimed that this
subject of scientific study is still underestimatad! insufficiently investigated.

The interest of non-profit organizations (includirtjose dealing with animal
protection) in marketing research, its frequency anope, has not been identified and
discussed in literature so far.

The data regarding the subject is still scarcepitieshe existence of professional
organizations which investigate the activities oh+profit organisations (e.g. ARNOVA —
Association for Research on Nonprofit Organizatiansl Voluntary Action, established
in 1971 or in Poland — The Klon/Jawor Society).

After careful analysis of the literature on the jegb of marketing in non-profit
societies, it may be assumed that the examinednis@#ons carry out the secondary
research only (while using legal instruments comicgr the organisations’ activities,
paper and electronic publications thematically emted with their functioning), within
the scope necessary to make proper decisions fediedly manage such organisations.

The primary research is not undertaken probablabse of the widely known and
permanent financial problems of the given orgafsat which prevent them from
outsourcing the research to expert groups; asasgelhe lack of professional staff, which
prevents them from doing the research themselvewth&r possible cause is the
unawareness of the benefits the research could bsnwell as underestimating their role

2 A, Sargeant, E. Japuilding Donor Loyalty: The Fundraiser's Guide tacreasing Lifetime Valyelohn
Wiley & Sons, San Francisco 2004; T. Ahern, S. dmya&eep Your Donors: The Guide to Better
Communications & Stronger Relationshipkhn Wiley & Sons, Hoboken 2008; A. Sargeavgrketing
Management for Nonprofit OrganizatignsOxford University Press”, New York 2009; Ph. Kkt
A. Andreasen Strategic Marketing for NonProfit Organizatigngpper Saddle River: Prentice Hall 1995;
A. Andreasen, Ph. KoleStrategic Marketing for Non-Profit Organizatigngpper Saddle River: Prentice
Hall 2007.

3 A. Sargeant, op.cit.
4 Ph. Kotler, A. Andreasen,. op.cit.

15 B. Iwankiewicz—Rak, Marketing organizacji niedochodowychVydawnictwo Akademii Ekonomicznej,
Wroctaw 1997; Krzyanowska M.,Marketing ustug organizacji niekomercyjnycWydawnictwo Wyszej
Szkoly Przedsbiorczaci i Zaradzania im. L. Kaminskiego, Warszawa 2000.



48 H. Hall, M. Gebarowski, J. Sudot-Pusz

in managing an organisation, and the unshakablé fai managers' infallibility and
intuition.

The other reasons may be the psychological baroecerning the use of marketing in
non-profit organisations and the myths associatitd marketing research in non-profit
organisations, which were discussed previously.

The marketing research was commissioned by thesda Trust simply because the
researchers — the academics from Rzeszow Univekifgchnology and at the same time
the authors of the article - offered to do the gtfrde of charge. The main reason for not
conducting such research previously was the abosetioned lack of funds. However,
the chairwomas is fully aware of the need for sgthdy and its value for making
decisions and managing the organisation effectively

The issue of people’s attitude towards animalsors,the other hand, discussed in
literature from different points of view. More amdore frequently, it happens that the
perspective is the growing importance of animalshuman life, as illustrated by the
growth of animal owners and the amount of moneyy thpend on their pefs For
instance, in Australia dogs can be found in ab®%¥ %f householdd, in the USA the
number of families with animals has reached 71 Hiani— there are 77,5 million dogs
and 93,6 million cat§, in Poland 51% of people state that they keeptH.pEhe most
common companions for Poles are dogs, which cafolred in 36% of households and
cats, declared by 19% of citizéfis

The role which animals play in human life is alswdstigated, indicating three key
areas: pets' role as an extension of family, pelis'as friends, pets' role as an extension of
self 2. Other authors also discuss the subject of howatwhcat shelters functith the
factors influencing one’s readiness to support icharganisations (including the trust
towards them, determined by the activity and comioation of such organisatiorfd)

As illustrated by the recent national survey, caridd by CBOS in 2006, people's
attitude towards animals is very ambivalent in $oliculture (however, it is not
exceptional in this respect, as will be discussgdrlin the article). While some regard
their dogs and cats almost as family members, stteem mistreat them ‘for fun’; whereas
others treat the animals they keep in a strictijtarian way - like a product, a thing, not

6 Cavanaugh L., Leonard H. A., Scammon D.A.tail of two personalities: How canine companiaimpe
relationships and well-beingJournal of Business Reseat¢hvol. 61, No 5, 2008, pp. 469-479.

' R. Miller, G.V.J. Howell,Regulating consumption with bite: Building a conpemary framework for urban
dog managemedournal of Business Researdfol. 61, No. 5, 2008, pp. 525-531.

®New Survey Reveals that American Pet Owners areDimp[online], American Pet Products Association
(APPA), 2009. Available at: http://dogfriendly.catognews/?p=354, [Accessel] Fanuary 2010].

% przestrzeganie praw zwiestzw Polsce. Komunikat z badldonline], CBOS Warszawa 2006; Available at:
http://www.cbos.pl/SPISKOM.POL/2006/K_055_06.PDAc¢essed % January 2010].

20 Opieka nad zwieetami domowymi w czasie wakadfomunikat z bada [online], CBOS Warszawa 2003.
Available at: http://www.cbos.pl/SPISKOM.POL/2003/K38_03.PDF, [Accessed' danuary 2010].

21 J. Mosteller Animal-companion extremes and underlying consutmemes;Journal of Business Research”,
Vol. 61, No 5, 2008, pp. 512-521; R. P. Hill, J.iG&s, R. M. WilsonConsumer behavior, extended-self, and
sacred consumption: An alternative perspective foamanimal companions$Journal of Business Research”,
Vol. 61, No 5, 2008, pp. 553-562.

22|, Rochlitz, The Welfare of Cats'Springer” Dordrecht 2007; Stafford KThe Welfare of Dogs'Springer”,
Dordrecht 2006.

2 A, Sargeant, J. B. Ford, D. C WedRerceptual determinants of nonprofit giving behayi®Journal of
Business Research”, Vol. 59, No 2, 2006, pp. 195-16
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like a living creature. The majority (95% of resgents) seems to hold the opinion that
when a person has an animal, they are not allowediotwhatever they want with it.
Almost all of those questioned (97%) claim that @imuld take measures when the
owner hits or starve its animals. Over half of gemple surveyed (52%) believes that in
Poland animals are treated well (however, only 4%hisolutely certain in this matter). A
smaller proportion of those interviewed (38%) ishe opposite opinidh

As proven by the national survey conducted als®0id6 by CBOS, which focused on
people's attitude towards stray animals, over dathe Polish (58%) holds the opinion
that if stray animals are not adopted they shoglgérmanently taken care of in animal
shelters; 19 % maintains that such animals shoelthken to animal shelters, however, if
they do not find a new owner after a given peribtroe, they should be euthanized. One
out of seven respondents (7%) would agree to stramals living in the wild, but 7%
believes they should be sterilized to prevent thisom breeding, while other 7% - that
they should be fed as they cannot survive aloneedy small proportion (3%) favors
euthanizing stray animals instantly. Only 1% of sdnterviewed would allow stray
animals to live in the wild, with no human involvent®.

Women tend to have a more favorable attitude tosvatdhy animals than men, as do
young people and city dwellers. The overwhelmingamig of Poles realise that animals-
both wild and those domesticated and then abandoype¢de man- need help to survive.
However, help is viewed in different ways and eifgreople decide to help, they are not
always consistent in providingit

The attitude of Poles towards animals is graduatigroving every year. The result is
the smaller number of maltreated animals and thesrftequent reporting animal abuse to
the police. In 2000 the Officers of The Society floe Prevention of Cruelty to Animals
registered 14 thousand cases of animal abuse an&ohowever, in the cases refereed to
court no verdict was reached, as mistreating asimals regarded as not very harmful to
the society’. In 2007, 486 people were sentenced, including\268 were granted fines
and community service, 217 who received prisoneser@s - mostly suspended ones.
Eventually, 10 people were imprisoi&din 2008, The Society for the Prevention of
Cruelty to Animals recorded 5 thousand cases ofreaing animals. According to the
Central Police Headquarters, 1940 cases were igaést, while in 1504 of them the
wrongdoers were prosecuted for violating the anipnatection laws. Only five years ago,
there were almost twice less police interventfans

Contrary to the common stereotype, not only courdiyellers are capable of
mistreating animals. Half of all detected crimesPioland took place in the cities. The
grounds for cruelty also differ, depending on thece of living. In cities, it is the result of

24 przestrzeganie praw zwiestzw Polsce. Komunikat z baglgonline], CBOS Warszawa 2006. Available at:
http://www.cbos.pl/SPISKOM.POL/2006/K_055_06.PDAc¢essed % January 2010].

%5 przestrzeganie praw zwiestzw Polsce Komunikat z bada [online], CBOS Warszawa 2006. Available at:
http://www.cbos.pl/SPISKOM.POL/2006/K_055_06.PDAc¢essed % January 2010].

% przestrzeganie praw zwiestzw Polsce. Komunikat z baglgonline], CBOS Warszawa 2006. Available at:
http://www.cbos.pl/SPISKOM.POL/2006/K_055_06.PDAc¢essed % January 2010].

2" E. Nieckuta, op.cit.

2 M. JatoszewskiZabit kotka, pojdzie siedzigonline], Metro 2009. Available at:
http://www.emetro.pl/emetro/1,85648,7301284,Zatitkia__pojdzie_siedziec.html, [Accessed™ 1@anuary
2010].

2 E. Nieckuta, op.cit.
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pathology, mental illness, transferring the virtwadrld of computer games into the real
life, simple negligence or ignorance. In villagesjstreating animals results from
disrespect for the Iif&

To compare, in 2006 there were 164 110 cases afarabuse in Great Britain The
report prepared by RSPCA (Royal Society for thev®ngon of Cruelty to Animals), and
made available by BBC, also indicates that 4 22@pfme were fined and admonished,
while 38 of those who maltreated animals were isgred. Others were given a verbal
reprimand. In Great Britain, there are hundredsaifonal and social organisations that
constantly monitor the proper treatment of animiisreover, if British citizens notice
that something is not right they feel obliged tstémtly inform proper institutions — police
station, the nearest RSPCA office, or other orgdina dealing with animal protection. It
is worth mentioning that is it precisely in Englandhere in 1824 the first ever social
organisation aiming for animal protection — The Rlogociety for the Prevention of
Cruelty to Animals. Forty years later on the temjt of the occupied Poland the Society
for Prevention Cruelty to Animals was founded— seeond, after the British one, such
organisation in the world.The British law protecting animals is, accordingsjoecialists,
the best and at the same time the most restrictivihe world” - says Margaret Ann
Lewis from the London RSPCA office. -Déspite that, we do have cases of animal
abuse, but not very often. The number of those m@stic ones is systematically
decreasing. On the other hand, we are fully awahnattit cannot be completely
eradicated, there are always some degenerates ani@ngnderclass of each and every

population™.
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Urszula KOBYLI NSKA!
Ewa GLINSKA?

THE ROLE OF LOCAL GOVERNMENTS IN REDUCING
ADMININICTRATIVE BARRIERS TO BUSINESS
ACTIVITY AT THE LOCAL LEVEL

Legal and administrative conditions of running cogbe activity play an important role
among the barriers of enterprise development iarféblUnclear legal regulations of the labor
law and administrative procedures are the mostémetty formulated conclusions which result
from many research conducted by entrepreneurs. gntbe solutions which can be
implemented there are those described in theeaititiatives which are taken individually by the
self-government units. Higher flexibility and eféacy of the offices while making the decisions
and giving the permissions connected with corparativity does not require legal actions but
only some organizational improvements.

1. INTRODUCTION

Changes in the principles of economic life, resgitirom the transformation of the
political system, radically modified the developrnennditions for local communities in
Poland. In the lives of local communities, the keye is now played by local
governments whose powers and responsibilities atermiined in relevant legislation.
One of the main tasks of the local governments isdicate directions for further socio-
economic development and to ensure appropriateittmmsl for it. This is done primarily
by creating an environment conducive to the dewvalm of broadly understood
entrepreneurship and innovativeness. Local goventshactivities aimed at supporting
entrepreneurship development may be analysed hotlthé internal and external
dimension. The internal dimension covers the simect functions and management
processes within the local government's office. Eéernal dimension covers activities
relating to local development of a given local goweent’s territorial unit [1].

Legal and administrative requirements for runningibess activity in Poland are
among the main barriers to the development of prereurship in the country. Inflexible
labour law regulations and arduous administratiae@dures are the main disadvantages,
according to the conclusions of numerous studiesdgcted among entrepreneurs in
Poland [cf. e.g. 2; 3; 4; 9]. Accomplishment ofrfalities connected with the settlement
of various regulatory liabilities (duration of pexures, number of required documents,
availability of various document forms from one qda etc.) constitutes the main
difficulty. This particularly applies to smaller mpanies which are used to traditional
payment methods and fulfilment by themselves of m@ibcedures required by the
authorities.

! Urszula Kobyliska, PhD, Faculty of Management, Biatystok Univgref Technology.
2 Ewa Glitska, PhD Faculty of Management, Biatystok Univgrsit Technology.
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Entrepreneurs criticize both the inadequate prosedand ineffective system of
service provision to citizens in municipal officeBarriers experienced by newly
established and already existing businesses reiaistrong. The Polish government still
has a lot to do in this area, and one of the magni tasks is to simplify the procedures
related to business establishment and continuaigperience has shown, however, that
legislative processes in our country are lengthg afiten have significant drawbacks.
Initiatives on the local level can be implementedrenquickly to make it easier for
entrepreneurs to legalise their businesses andaftsenother important aspects thereof in
municipal offices. Local governments’ initiativesnainly related to organisational
solutions, are already visible in some municipadifiwhich translates into a better climate
for entrepreneurship in Poland.

2. ADMINISTRATIVE BARRIERS TO BUSINESS ACTIVITY AT THE LOCAL
LEVEL

According toEase of Doing Business Rankipgblished by the World Bank in 2011,
Poland is on the 70 place among 183 studied casntCountries that come before us
include Lithuania (2% place), Slovakia (£iplace), Bulgaria (Siplace), Hungary (46
place) and Belarus (8%lace).

Graph 1 Poland vs. selected other countries, accard) to Ease of Doing
Business Ranking
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Source:Doing Business 2011. Making a Difference for Emeeeurs, a copublication of the
Worlds Bank and the International Finance Corporati®he World Bank, Washington 2010

According to the authors of this report, Poland’'aimproblems include excessive
bureaucracy, overcomplicated tax regulations andtipiel licences and permissions
required in various sectors of the economy. Aceagdop the partial criterionstarting a
business our country is on the very distant I1glace. [5, p. 188] This, undoubtedly, is
a significant problem for Polish entrepreneurs atdhe same time, a major challenge for
legislators who should quickly implement legislatigsolutions supporting new business
development.
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According to another criterionDealing with construction permitsPoland is on the
very distant 164 place. Although in the last years the number otedures required to
start a business in Poland has decreased from &0 ttee amount of formalities is still
unsatisfactory

In terms of the amount of time needed to start sin@ss, Poland comes among the
best new EU member states. However, the requirenianof time (about 32 days) is still
very long compared to such countries as Austr@lamada or Denmark where it takes 2-4
days to establish a company. The average numbeays needed in OECD countries is
25. Compared to this, the situation in Poland isdybut there is still place for shortening
the duration of the procedures. [6, p. 3]

According to the results of surveys conducted am@alish entrepreneurs from the
SME sector, for almost 57% of the respondents thm toarriers to their development are
administrative procedures. They are described dgoass, expensive and arising from
inadequate legislation, its incorrect applicationpublic administration authorities, and
the authorities’ and their personnel’s insufficiepteparation for work. Excessive
administrative procedures constitute a source atoessary costs incurred by businesses
due to constant changes in legal regulations. Tkeses should be increased by costs
related to regulatory risk (the necessity to manitompliance with legal regulations
applicable to the business) and by opportunity (thst cost of foregone alternatives). The
latter occurs in connection with investment andrapenal activities foregone e.g. due to
the unpredictability of dates and directions of mes in legal regulations and in
government and public agency charges. The cositeceto administrative barriers also
include the time spent by company managers on psoug various document forms
required by the authorities. Owners of small andlioma-sized companies estimate that
they spend 16.6% of their working time, i.e. 1 h@Qrminutes per day dealing with such
formalities. In micro-companies the time is evender: 1.5 hours (18.8% of overall
working time). Given the small numbers of peoplerkimy in such companies, each
additional administrative burden limits the timea#dable for company management
including strategy development and implementatiord @uilding lasting customer
relationships. [9, p. 3-4]

In Poland, business activity registers (which d egisters of sole proprietorships)
are kept by municipal offices. Each sole proprightgyr has to be registered by the
municipal office responsible for the territory onhiesh the sole proprietor resides.
Formally, the registering entity which keeps a laesister of business activity is either
wojt [head of rural municipality] or mayor of a towrtici The registering entity is under
the obligation to enter the sole proprietorshi itite register and to provide a certificate
of the registration to the proprietor no later theithin 14 days of the application for the
registration. In practice, the time is often exteadp to 30 days.

Negative opinions can be expressed not only ategislative solutions but also about
certain relations between municipalities and em&epurs. According to empirical studies
conducted in different regions of Poland, localhatities’ policies towards the SME
sector are either non-existent or inadequate. ishisflected, inter alia, by lack of activity
or indifferent attitude of local authorities.[7] n laddition, a major problem in many

3 The best international practices in this fieldplaal in Australia, Canada and New Zealand, reqtlies
implementation of only 2 procedures.
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communities is the lack of local spatial developtmeglans which halts new investment
projects. Local governments have problems with mgetheir commitments under

investment contracts; this leads to negative opid@mation among entrepreneurs and
withdrawal from investment projects by many compani

3. LOCAL GOVERNMENTS INITIATIVES IN REDUCING ADMINI  STRATIVE
BARRIERS

Obviously, local authorities are unable to remo@@ministrative barriers as most of
the required decisions are beyond their powers. évew there is a number of
organizational solutions that can be implementechtmicipal office’s work. Enterprises’
most frequent postulates addressed to local atig®dre: [6]

- to ensure clarity of and access to legal regulatiand administrative procedures in
different forms (at the municipal office and ondjnfor general public and for
businesses entities; clarity of legal regulatiangrpretations is also required;

— to introduce clear division of responsibilities ween different units of one institution,
and to ensure effective flow of information;

— to apply a carefully planned, coherent and longatdiscal strategy and local fees
strategy; the rules should be publicly availabled ahanges should be rare and
carefully designed;

- to take consistent and regular activities to enbatite competences of the staff;
wherever possible, office positions should be digipised to avoid staff rotation;

- to create citizen-friendly municipal offices withtcexcessive bureaucracy;

- to create conditions for new investment projeatsparticular to develop and update
local spatial development plans and infrastructleeelopment plans, and to cooperate
in investment project implementation;

— to establish and maintain a coherent system oépregneurship development support;

— to facilitate access to information, training amhsultancy services for entrepreneurs;

- to actively cooperate with enterprises in the fieldf unemployment reduction,
regional promotion and local business stimulation.

For all stages of the contact between the entrepreand the local government
office, problems most frequently encountered byregmeneurs may be identified, and
preventive measures may be defined. (Table 1)

Table 1  Possible initiatives of local authorities (tban/rural municipal offices) to facilitate
contacts with entrepreneurs

No. Problem Possible solution by municipal office

1. Long duration of To develop procedure flow charts defining the
procedure in municipal | sequences of steps taken and the requirements for
office documents submitted by entrepreneurs (eg in|the

form of instructions used by the municipal offices
when applying for the award of ISO 9001 certifigate

2. The necessity to collect | To ensure the availability from municipal offices
different document forms| document forms required by other offices g.g.

o
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from different units statistical office or revenue office

3. Poor information policy | To create front office desks, information desks| or
of the office, and Customer Service Desks in municipal offices for the
insufficient first contact with the client; they should provide
communication comprehensive information and assistance in fitling

in document forms

4. The necessity to go to the The municipal office’s IT infrastructure adjustment
municipal office in person to the requirements of information society (the
possibility to download document forms, to securely|
submit them, and to check the status of one’s@ase

line)
5. Lack of standardized Introduction of standard document forms and their
document forms numbers for the whole territory of the country

6. Not identified or poorly | Introduction of new forms of municipal offices’
identified needs of local | communication with the clients (e.g. discussion
entrepreneurs panels, questionnaire surveys, seminars, specifict
subject mailboxes to which inquiries could be sent,
etc.); consideration should be given to taking into
account entrepreneurs’ opinions on the procedurgs,
and regular collection of information on desired
improvements

7. Unclear document forms| Identification of the most common mistakes made
by entrepreneurs (resulting in the rejection of
applications), and creating conditions for avoiding
such mistakes, for example by printing appropriate
information brochures, provision of information on
meetings held with entrepreneurs, etc.

8. Lack of attractive Giving priority to pro-investment policies of local
locations for investment | governments, in particular to agricultural land
projects in rural/urban reclassification as a basic element of this policy;
municipality preparation of thorough investment process
guidebooks for investors

9. Low professionalism of | Improvement of service quality by:

services provided by « trainings for municipal office personnel in the
contact personnel field of interpersonal relations between public
administration officers and entrepreneurs;

* regular customer opinion surveys;

« introduction of an ethical code for public
administration officers

« internal incentive systems for public
administration officers: performance-based bonus
schemes, etc.

10. | Poor system of Creation of a system ensuring access by persofinel o
communication between | one office to databases of other offices (to verify
offices/authorities data), to process or supplement applications @& dat

included in them
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Source:own analytical paper using data froBariery administracyjne zwrane z podejmowaniem
i prowadzeniem dziataloi gospodarczej w Polsce. Ocena. Raportidawy Ministerstwo
Gospodarki, 20054dministrative barriers to starting and conductibgsiness activity in Poland. A
review and final report Ministry of Economy, Warsaw, 2005]

The improvements indicated in the above table dgnifecantly contribute to the
revival of entrepreneurship in the regions, andobee a source of increased satisfaction
of this group of municipal office clients.

4. GOOD PRACTICES OF MUNICIPAL OFFICES

Over the last years, more and more municipal cdfitave been undertaking initiatives
aimed at business climate improvement in their libea through the introduction of
simple solutions helping local entrepreneurs toromee administrative barriers. One of
the solutions common for these offices is the imq@atation and certification of quality
management systems compliant with ISO 9001:2000th Yke aim to identify specific
"best practices"” in the field of local entreprersip support by municipalities, a survey
was carried out in the form of direct interviewsttwmunicipal offices’ representatives
responsible for quality management systems. Theniiews were conducted by one of
the authors of this report, in the second and thirarter of 2008

The Municipal Office of Plock was one of the finstunicipal offices in Poland to
establish (already in 2001) a special Client Servigffice providing comprehensive
services to its clients, including entrepreneufse Tunicipal office registers a very low
number of justified complaints; this confirms itsofessionalism in task performance.
Once a year, a citizen satisfaction survey is eatdd to an external company which
analyses the respondents’ opinions on a sample000 kitizens. The results of the
surveys confirm the inhabitants’ growing satisfawstiwith the municipal office services.
The municipal authorities also stimulate local zgtis’ activity by the work of a
foundation established jointly by the municipal icéf and local businesses. The
foundation supports initiatives in the fields ofuedtion, security and tourism. In 2004
and 2005, the town was awarded a special prizeitforexcellent cooperation and
development of contacts with other European towmsdities.

The activity of the town’s authorities is particdjafocused on investors as a client
group. The municipal authorities offer a numberimdentives for potential investors.
Among them are individual tax rebates dependingtlmn scale of investment, real
property tax exemptions and infrastructural invesita adjusted to the needs of
businesses. In the field of service quality inceeas lot is expected of the full
computerization of the municipal office. Works teld to electronic document flow
system implementation are coming to an end, amlhibped that the system will finally
resolve document flow problems. Documentation witimost departments already flows
electronically, which significantly shortens the ration of issuing administrative
decisions.

Another entrepreneur-friendly municipal office st of the city of Olsztyn. It has
implemented a quality management system which amtaumerous mechanisms
facilitating the office management and increasihg satisfaction of local community.

4 The survey was carried out within U. Kotiygka’s own project (no. W/WZ/11/08) “Improvement agpfality
management systems in local government officeffi@Department of Management, Bialystok University
Technolgy.
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Processes are monitored by means of internal aadidscustomer satisfaction surveys.
The office managers attach particular importanceclient service improvement. An
interesting solution has been the opening of agsibnal Client Service Office which,
apart from desks with representatives of all depants of the municipal office, has desks
with representatives of the ZUS Social Security @any, the Revenue Office and the
Polish Post. Such grouping at one place of spsetsaln various fields of knowledge
makes it easier for entrepreneurs to formaliser thasiness activity; other clients also
save their time as they do not have to go to variglaces to have their matters settled.
The clients may express their opinions on the wafrkspecific public administration
officers in an anonymous questionnaire availabléhatoffice. Analyses of the filled-in
questionnaires confirm the clients’ growing satisifan with the services of the municipal
office. Once a year, an opinion survey is contiédte an external company to find out
about the city inhabitants’ opinions on the workla# office.

The Municipal Office of Gdansk is fully prepared ¢arry out all the tasks as an e-
office. It has implemented an electronic documéow fsystem thanks to which the clients
may check their case status (pending, closed) enoffice’s website. Currently, 43
official procedures can be carried out via therim¢ The inhabitants without leaving
their homes and queuing may carry out numerousepiwes such as registration of a sole
proprietorship, or notification about a public niegt The office’s website also includes
descriptions of the remaining 273 procedures. Tityeemsures very good conditions for
business activity, which translates into a growimgnber of new businesses. The Office
has a special Entrepreneur Service Unit whose rask is to help in new business
registration. Again, this is done by grouping, aieoplace, representatives of all the
departments of the office which the client wouldhestvise had to visit to register his
business activity. In addition, a special booklentrepreneur’s Assistant” has been issued
which contains comprehensive information aboutpaticedures and formal and legal
requirements connected with the registration of seée proprietorship. The booklet is
available to all persons visiting the Entreprergervice Unit.

The Municipal Office of Tychy has implemented aaattonic management system for
documents and official procedures in order to impréhe communication within the
office and to increase the quality of service tizeins/entrepreneurs. In order to unify the
principles of document flow in the system, a docaonflow procedure has been designed
and adopted. The implementation of the system hagened the duration of document
search by 50%, has ensured a better control oegpehding procedures, and has made it
possible to automatically create registers. Cliemt® want to check the status of their
case on the telephone are immediately informechefunit dealing with the case and
about its status. A special glossary has beendssukelp the clients understand specialist
legal terminology required by legal regulations.eTinunicipal office staff is under the
obligation to provide access to the glossary tantdirested persons. The municipal office
has also prepared information materials on the oipmlity’'s key development
documents, including the Local Spatial Developmelan and Multiannual Investment
Programme; the materials inform local inhabitariisw the city’s priorities in terms of
fields of activity and planned projects.

5. SUMMARY
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An unquestionable advantage of market economy & dreation of conditions
conducive to active entrepreneurship. Experienoavshthat the state - by creating legal
and administrative framework for business activitgan significantly impact companies’
growth dynamics and potential. Excessively compdida legal regulations and
administrative requirements reduce the performarafe businesses, limit their
innovativeness potential and increase operatintscos

Based on the considerations included in this artitimay be concluded that the
barriers to starting a new business or continuimgeésting business in Poland are very
significant. The Polish government still needs t a lot in the field of legislative
initiatives in order to adjust the scope of reqdifermalities to the actual needs. One of
the most urgent tasks is the simplification of Bwish tax system which is too complex
and thus lacking transparency and clarity. Amorg gblutions that can be implemented
immediately are the individual local governmentsitiatives described in this article.
However, the main success in minimising the busifidscking procedures should be
sought through an increase in the quality of thstitutional environment in which
business activity is conducted. What is mainly regfliis a more positive approach and
higher efficiency of the authorities issuing vasodecisions and permits related to
business activity. Such approach and efficiencyndbrequire legislative solutions but
just a few purely organizational improvements. Alstie municipal authorities’
cooperation with business organisations and irigita supporting entrepreneurship may
provide up-to-date information about actual neddeaal entrepreneurs.
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DISCRIMINANT ANALYSIS IN ASSESSMENT
OF CREDIT RISK OF TRANSPORT COMPANIES

In the article it has been presented the methogotdgcredit rating exemplified by a
transport company. All the analyses have been baged the Altman model. The issue is
of a great significance as many companies nowaldays problems with liquidity and with
gaining all the sorts of foreign capital. There erany causes of such a situation. One of
them is a skeptical and at the same time cardfuhidg credits for uncertain investments.

The right assessment of the credit rating is ingrdrhot only for a bank as a potential
creditor but also for an enterprise which is oldige pay back the credit together with
interests. Therefore, both sides should take cdrahe best results of the mutual
transactions.

1. INTRODUCTION

One of the basic ways of risk control and protertagainst negative effects is a
detailed analysis of business entity credit ratiajh before taking a decision about
allowing or not allowing a credit as well as duritig exploitation of the credit sources.
Credit rating means a capability of term payment @bligations as well as the following
the conditions of the credit agreement.

In the space of the years commercial banks work#dvarious methods to assess
credit rating. However, there is no common modelth& same time one can meet various
interpretations concerning the essence and theerahgredit rating. There are two basic
categories of credit rating:

« credit rating in the formal and legal respect,legal credibility of the borrower;

« credit rating in the essential aspect (mainly ecoiod i.e. economic credibility of

the borrower.

At the first stage of client’s credit rating itassessed the formal and legal aspect. The
aim of this analysis is to decide if the borrowershthe legal possibilities for credit
collateral and has the required permissions. Aftercking all the above the credit rating
is assessed in the respect of the essential isEh&srating , in turns is analyzed in two
separate aspeéts
- personal
- economic.

The assessment of the economic credibility froenglrsonal point of view consists of
evaluation of elements which determine the trushéoborrower: character, marital status,
finances, reputation, professional qualificatioagperience and managerial skills. It is

! Grzegorz Mentel, Ph.D., Faculty of Management,sRae University of Technology.

2 Migut G., Modelowanie ryzyka kredytoweg8tatSoft Polska; Jaworski W., Zawadzka Bankowdé Pod-
recznik akademickPOLTEXT, Warszawa 2001.
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also included the ethical and moral assessmeiapiigy and personal responsibility of
the borrower for the business.

The economic aspects of the essential assessmetiite ofredit rating (economic
credibility) consists in the analysis of the objeetelements which characterize the
current and future economic and financial situatbhe borrower and the quality of the
legal credit collaterals. Nowadays this analysibased upon the system of standardized
profitability indexes, liquidity, agility and indé&dness. In theory there are several dozens
types of the indexes but the practice of the bdmws that there are used just some of
them.

Already mentioned two groups of assessment indgpesonal and economic are not
equivalent. In case of the consumption credit pebaspect of the essential assessment
prevails, whereas in case of the corporate cradéseconomic aspect of the essential
assessment is the priority

Some authors select one additional category ofailsessment of credit rating which
takes into account the quality. This evaluation poses the information about the
reputation, skills, knowledge about the branch #readknowledge of the borrower about
the chances and dangers. As one can observe tleasenés have been considered in the
personal effects of this type of assessment.

2. ASSESSMENT OF CREDIT RISK IN QUANTIFICATION

Methods of enterprises credit rating by commersaiks use, apart from the financial
indexes, measurable parameters of the borrowensnéial situation which are
unmeasurabléndexes. These are the following:

- executives evaluation;

- perspectives of enterprise development;

- degree of addiction to market;

- assessment of perspectives of branch and good mdorgtuation on enterprise
goods;

- economic situation in the country.

Thanks to such an approach the methodology of téditcrating is ,complex” and
includes all the conditions of enterprise activitym which may result the risk of not
meeting the requirements of the bank. On the ofterd ascribing the significant
meaning to the unmeasurable indexes causes tHatsugssessment is risky for a bank as
it is full of subjectivism and may cause a faulgs@ssment of the financial condition of
the potential borrower.

For many years there have been conducted the chsedrich aims to make the
methods of the credit rating more objective. Ituses on getting rid of the subjective
factors and establishing the analysis only on takies of thefinancial indexeswhich
show the economic and financial condition of aregrise and determine it in the future.
Analysts want to develop the method which will allao describe the probability of
enterprise bankruptcy much earlier. For this puepib&quantitative methodbave been
used which are based upon analysis tools of swatsfiof studied like statistics and
econometrics. They are used not only in theoryaisa in practice. One of the statistical

3 Jaworski W.L. Wspétczesny BanRPOLTEXT, Warszawa 1998.



Discriminant analysis in assessment of credit oiskansport companies 63

methods which is applied in banking is discriminanalysis which is applied to check the
rating of the potential borrower.

The precursor of the application of the subjecthethods to check the credit rating of
the enterprises was Edward I. Altman. By applyimg discriminant analysis he developed
the method of the corporate entities classificatiath the division into enterprises which
in the future will go bankrupt and on those whicH tae profitablé.

3. DESCRIPTION OF THE DISCRIMINANT ANALYSIS METHOD

Changeability and unpredictability of the socialdaeconomic environment of an
enterprise influences in a significant way on tleales of uncertainty and risk of their
functioning. Therefore, they are more and more s&fdao worsening the economic and
financial condition and even bankruptcy. In suchditions the role of the analytical tools
is important as they allow to predict the danged aruch earlier take some prevention
actions.

The method of the discriminant analysis belongght® wide range of taxonomic
methods which use the set theory and quantitativethods which apply the
multidimensional analysis and aim at determinirgyttreoretical rules of the classification
of multi-feature objects (corporate entities).

The methodology of the discriminant analysis iseolaapon the function formula of
the econometric model:

YVi=ap+a Xy + a8 + + aply + 5 (1)

where:

¥. - dependent variable; (explained)

a; — structural parameters (function coefficient);

X;- independent variables (explaining) — featurfeth® given object (financial indexes);

£, - random element — changes of the explained bark: which cannot be explained by
the changes of the explaining variables;

i =1, 2, ...,m— number of the researched features (indexes)eobbject (enterprise)

If the researched object is an enterprise anddatifes its financial indexes, then after
the estimation of the variable it is possible tketaecision whether the enterprise can be
qualified into the solvent units or to the groughathe high probability of bankruptcy. For
the creditors such information is very significastthey know whether allow the credit or
not. However, before taking such ad decision itviportant to make an analysis of the
representative object trial with many data inforghabout shaping their financial indexes
in the past. The analysis of the representatia atflows to estimate the final formula of
the discriminant function:

Ve=ap+a X, +aX; + + ap Xy (2)

where:
¥. — dependent variable — global index which allowsniake the final classification of
the object into one of two groups: which we acaepieject;

4 Jaworski W.L. Wspdtczesny BanROLTEXT, Warszawa 1998.
® Hozer J. Ekonometria stosowana z zadaniaftiowarzyszenie Pomoc i Rozwdj, Szczecin 2005.
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a; - assessments of the structural parameter (caeffs) of function;

X;— features (financial indexes) of the researchbjka,
i=1,2,...,m—number of the researched features (indexeskablfect (enterprise).

The method of the discriminant analysis consistssome stages and the most
important one is the stage of the indexes selecfibe results of this stage influence on
the correctness of the research results and algheoefficiency and conciseness of an
analysis. The idea of this stage consists in pielny limitation of the given set of
indexes in order to leave only those with the hijldtagnostic features and at the same
time which include the most information. The sdtatiof feature is done in essential and
statistical way.

To realize the essential selection the heuristithods have been applied which are
based on the experts’ opinions. One of such metiotsrain storm” which consists in
the changes of ideas among experts who discusshl@roblem in one place. The result
of such discussion is the list of features ongigject as well as the proposals which are
gradually improved. Another method is the Delhi noet — the method of grouping
thinking realized on the basis of the surveys setihe panel of experts. The multi-phase
proceeding of this method leads to a clear opiwierthe essential value and hierarchy of
the chosen indexes.

After the essential choice there is the statistiealfication of indexes which aims at
deciding on the discriminative capabilities and thwice of those which are sources of
the biggest amount of information.. The preliminaerification deals with the research
on the features changeability and eliminates thegech characterize too little
changeability, i.e. those whose changeability ¢oieffit gets the lower level than the cut-
off value — method of quasi-constant variables iglatior.

The basis of the selection of diagnostic featuseshie correlation matrix of the
features. The set of the financial indexes shoeldHhnsen in such a way that the features
could be characterized by the following features:

- they should be strongly correlated with the dejeen value (endogenous)
- they should be weakly correlated with other irelkekom the set of the chosen features.

The first postulate means that the selected indaxeighly informative, and at the
same time are good representatives of other indewd@sh were not chosen as the
diagnostic ones. To fulfill the second postulateangethat the diagnostic features do not
copy information delivered by other indexes.

4. THE ALTMAN MODEL

Edward I. Altman as the first used the method stdiminant analysis to check the
enterprises insolvency. The aim of his researchtwdind the tool which would allow to
divide the enterprises into the solvent ones anatlwhre going to go bankrupt in the
future. For this purpose he decided to test 33rprises which he knew did not go
bankrupt and to each of them adjusted an enterfrasethe same branch and similar size
which went bankrupt at the same time. For eachrerise he calculated 22 financial

® Nowak E.,Zarys metod ekonometrPWN, Warszawa 2002,
" Kukuta K., Wprowadzenie do ekonometrii w przyktadach i zaatniPWN, Warszawa 2000,
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indexes which, after the statistical verificatioera reduced to five regarded as the most
diagnostic and fully describing the economic amaricial condition of an enterprise.

The first of them is an index responsible for measient of the liquidity and the
assets structure.

net current assets (working capital)

s

assets in general
current ratio — current liabilities -
= . ( ]
assets in general

The next criterion is responsible for measuremdnprofitability of the accumulative
profit held in an enterprise.
cumulated retained profit

X, = : . (4)
b assets in generai

The real productivity of the enterprise assets,esaxand interests independent is
determined by:

- profit before interests payoff and taxation

(3)
: assets in general
The size of the financial support of an enterpwss described by Atman as:
market value of equity i
4= : (6)

book value
The rate of the use or the assets return is desthip the last index:

sales

" assets in general '

7)

5

Az

Making the analysis of the linear function whichascombination of the selected
financial indexes, Altman estimated the paramatéthe discriminant function (which he
called Z function) that separated good enterprigen the bad ones. The formula of this
function for companies for which can be determitredmarket value is the following:

Z=0012%, 4+ 0,014X%, +0.033X; + 0.006X, + 0,0000%,. (@)
The Altman index for companies for which it s impitide to estimate their market value:

Z = 656X, +3.26X. + 672X + 1,05%,, (9)
where variableX;, X,, X; directly correspond with the same variables inrtfeglel, butX,
describes the relation of the equity to the lidieiti in general.

When substitute to formula the right data we cartlye synthetic index which later is
compared with the number intervals included inddhl It allows to qualify a company to
the right risk group.
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Table 1. Discriminant values in the Altman modehfr 1983

Ranges
Classify to non bankrupt group >2 9
Classify to bankrupt group <1,2
Shadow economy 1,2-2,9

Source: Zarzecki D.Analiza dyskryminacyjna jako metoda oceny zagm@ bankructwemfw:]
Zarzdzanie finansami, mierzenie wynikow i wycena przbisstw,pod redake D. Za-
rzeckiego, Uniwersytet Szczéeki, Szczecin 2003.

Having estimated the discriminant function it iscessary to find its cut-off point
which will divide the set of observations into twidferent groups. It can be estimated
with the application of theoretical discriminannfitions on the basis of the observations
from random trial. It will minimize the number dfe wrongly -classified decisions. If the
results distributions are normal, then the bestcsigin of the cut-off point is the value of
the middle point between the average results oZthelex for both groups.

Fig. 1. Results distribution of discriminant anadysi

group 1 group 2

4 cut-off Z
point value

Source: Jaworski W.LWspoitczesny BanROLTEXT, Warszawa 1998.

Cut-off point , estimated as the average value &frction for two groups minimizes
the area of faulty decisions, i.e. limits the probty of the wrong classification of
observations. The cut-off point is calculated as ahnthmetic mean from the value of Z
and %.

2+ 2,
cut — of f point = - -

, (10)

In reality the ,normality” and the equity of thesttibution of discriminant function
results occurs very rarely. In practice the satlpécts qualified to one group differs from
the set of objects assigned to the second groupydabjective factors have an influence
on that e.g. economic situation of a country. Tfeeees there is another probability that
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the object will belong to the first group than hketsecond one. Including the probability

to objects classification allows to generalizefitrenula and calculate the cut-off point:
5':_:1 - pC(1/2)

- -
byt Ly z

2 T Z,+Z; pCRI)

cut — of f point = (11)

where:

C(1/2) - cost of observation classification to group hjlevin fact it belongs to group 2
(error of Il type);

C(2/1) -cost of observation classification to group 2, letim fact it belongs to group 2
(error of | type);

Py - estimated probability that new observation beldieggroup 1;

P2 - estimated probability that new observation belaoggroup 2;

In - natural logarithm;

S - variance of discriminant analysis variance.

If the costs of classification errors and probaikesi are equal:
C(1/2)=C(2/1)andp;=p,, toIn(1)=0, then the formula [11] is of the following [10].

Having estimated the function and the cut-off vdheen the error probability of it is
possible to make classification of other enterjgrise

In the Altman model the cut-off value of Z functibias been determined at the level
of 2,678. Enterprises for which the value of the discriminfunction exceeds the cut-off
point will be regarded as those with high prob&pilif bankruptcy.

Table 2. Model efficiency

- . Research Research in Research in Research in
Number of Original trial by Al h h h
ears used while model 2Y Altman the years the years the years
gefore estimation on other 1969-1975 1976-1995 1997-1999
. trial of (trial of 86 (trial of 110 (trial of 120
bankruptcy| (33 enterprises) : . . .
enterprises| enterprises) enterprises) enterprises)
1 94% (88%) 96% 82% 85% 94%
2 72% (92%) (75%) (78%) (84%)
3 48% 80% 68% 75% 74%
4 29% - - - -
5 36% - - - -

Source: Caouette B., Altman E.I., Narayanarvanaging Credit Risk. John Wiley & Soh898

Table 3. Model efficiency on other trials

osa [ usa AR we |,
I.p. number Altman Altman Mato?es Altman Ko {)981
1968 1977 y 1979
1981

Z-score index -0,258 1,271 1,707 1,124 0,667
bankrut companies
Z-score index | 4885 3,878 4,003 3,053 2,070
Non-bankrut companies

8 Olszewski D.W.Zdolnai¢ platnicza przedsbiorstwa - koncepcje i metody ocepBank i Kredyt” 1993 nr 6;
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Source:Skuteczn@ wqtpliwa, Rzeczpospolita no. 110 on 13 May 1996.

In order to verify the forecast value of the mod#timan analyzed other enterprises
which were not considered in the first empiricadltand he made a classification by
means of Z function. By using financial data abenterprises one year before bankruptcy
he correctly classified 94% companies. Whereas,digg the indexes two years before
bankruptcy only 72% enterprises were classifiedemily.

Also in Poland it was made an attempt to develoget®based upon the discriminant
analysis. One of the first attempt was made by kzapghd Stos, then by Hatasik in 1998
and Hotda in 200%. The conducted by Zarzecki verification of thesee¢ models shows
that thle0 best results can be achieved thanks tentigel of Gajdka and Stos presented
below:

Z =0,7732059 - 0,0856425X, + 0.0007747X, + 0,9220985X,

+0.6535995 X, — 0,594687X;. (12)
where:
X; - incomes from sales/ assets in general,
Xs - short-term liabilities/ costs of sales productio360,
X3 - net profit/ assets in general,
X4 - gross profit from sales/ net incomes from sales,
Xs - liabilities in general/ assets in general.

In this model the final point is of 0,45 which meathat above this value the researched
enterprise is not endangered by bankruptcy.

5. AN EXAMPLE OF METHOD OF DISCRIMINANT ANALYSIS
APPLICATION

Taking into account the above considerationswutdsth concentrating on the Altman’s
concept of the assessment of enterprises crediitgralowadays the situation of the
transport companies seems to be interesting ashidyo face the crisis in the last years.
This branch which was doing successfully for maegrg, during the period of worldwide
crisis started to struggle with many problems. €keample of such companies can be two
big forwarders OMEGA Pilzno and Trans-Potudnie. dAlthe situation of the quoted
transport company PEKAES seem to be quite intemgsti

On the basis of the data from the financial statgniteis possible to calculate the
indexes which were recognized by Altman as diagnastes and also the value of the
global index Z which describes the solvency of aterprise.

9 Gajdka J., Stos DWykorzystanie analizy dyskryminacyjnej w ocenialioj finansowej przedsbiorstw, pod
redakcyi R. Borowieckiego, Akademia Ekonomiczna w Koavie —TNOIK Oddziat w Krakowie, Krakéw
1996; Hatasik D.Upadtas¢ przedstbiorstw w Polsce i metody jej prognozowaméademia Ekonomiczna
w Poznaniu, Pozma 1998; Hotda A. Wykorzystanie analizy dyskryminacyjnej do progngmdicci spotek
rynku kapitatowegoNasz Rynek Kapitatowy nr 11/2002,.

10 zarzecki D.,Analiza dyskryminacyjna jako metoda oceny zagmia bankructweniw:] Zarzdzanie finan-
sami, mierzenie wynikéw i wycena przebisirstw, pod redakej D. Zarzeckiego, Uniwersytet Szczéski,
Szczecin 2003.
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Table 4. Results account and balance of PEKAEShfoperiod of 2008 and 2009.
Results account
Specification 31 XI1 2008 31 XI1 2009
1. | Revenues from sales 379 973 360 249
2. | Operating activities costs 371094 335 698
3. | Result from sales 8 879 24 551
4. | Result on other activity 2 044 - 24 159
5. | OPERATION PROFIT 10923 392
6. | Financial incomes 6 593 4272
7. | Financial costs 517 85
8. | Results from financial activity 6 076 4187
9. | PROFIT FROM CORPORATE ACTIVITY 16 999 4579
10. | Balance of extraordinary events -12 152 -784
11. | GROSS PROFIT 4847 3795
12. | Result burden 129 0
13. | NET PROFIT 4718 3795
Additional data 31 XI1 2008 31 XI1 2009
1. | Number of enterprise shares 33 250 00 33 260 04
2. | Market price (in PLN) 8,99 10
Balance
ASSETS 31 Xl 2008 31 X1l 2009
A. Fixed assets 375532 353 547
1. | Intangible and legal values 7 263 5640
2. | Tangible fixed assets 112 945 87 025
3. | Investment properties 90 313 95 465
4. | Investments in dependent units and associations 162 144 162 644
5. | Other financial assets 2 859 2 765
6. | Long-term liabilities 8 8
B. Current assets 113 666 108 604
1. | Inventories 0 0
2. | Trade debtors 71980 59 096
3. | Short-term receivables and others 7 146 3343
4. | Income tax receivables 0 0
5. | Financial assets quoted according to fair value 12 630 9423
6. | Other financial assets 518 310
7. | Cash and its equivalents 21 392 36 432
C. Fixed assets classified for sale 0 5082
TOTAL ASSETS 489 198 467 233
LIABILITIES
A. Equities 410 412 389 941
1. | Basic capital 33 250 33 250
2. | Supplementary capital from shares sales 124 408 102 813
3. | Revaluation reserve 14711 14 338
4. | Own shares 0 2 298
5. | Retained profits 238 043 241 838
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B. Long-term liabilities 11993 11 601
1. | Provisions fro liabilities 163 45
2. | Provisions for pension schemes 750 759
3. | Deferred income tax liabilities 10731 10 644
4. | Other long term liabilities 349 163
C. Short-term liabilities 66 793 65 691
1. | Short-term loans and credits 0 0
2. | Trade liabilities 58 805 59 645
3. | Income tax liabilities 0 0
4. | Other short-term liabilities 7719 5829
5. | Provision for pension benefits and others 269 7 21
PASYWA OGOLEM TOTAL LIABILITIES 489 198 467 233

Source: Own research.

Table 5. Diagnostic indexes and values of Z inadeXxPEKAES company in the years 2008-2009

} - Sc | 8¢
c . = c % O = % o o
5 o % o o u— 8 o Y= 8 8
B =3 SR 5 028 | 928
£ S & > ) ) [P
> = Q SN 3N ¢
O S57 | 8%
1 2 3 4 24-100% | 34-100%
X 113086 —CE 523 oooe | BEOS €S AT oos2 | 0012 0,1152 0,1104
1 489 198 S 467 233 T : : :
310417 — 33 250 385941 — 33 250
— T w077 | ———w®076 0,014 1,078 1,064
% -'.15(:991 _?as o -;% 7233 '
Xa 285195 * 002 o733 ¥ 000084 0,033 0,066 0,00277
2969175 ___ 332 250 0006 > 286 > 586
X4 78517 A 77075 - 31 : : :
379973 360 249
% 0,7 ¥ 0,77 0,00999 0,779 0,769
Xs 4B5 198 467 233
Va;ue XXX XXX XXX 4,3242 4,53217

Source: Own research.

Both in 2008 and 2009 the value of the Z functionthe enterprise was higher than
the critical value calculated by Altman. Applyirgetclassification rule formulated in the
model PEKAES can be included into the group of dyenterprises with low probability

of bankruptcy.

6. CONCLUSIONS

Systems of early warning are interesting and usefals to estimated the risk of
enterprise bankruptcy and at the same time carederded as a significant index which
allows to make an assessment of the current ecenamd financial condition of an
entrepreneur and to show the dangers. Simultanedbahks to the generated signals
these systems can be used as a tool which enalllasttthe risk of bankruptcy.
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It is important to add that the analysis of theueabf the discriminant function in time
can be a relevant clue to make changes in thepeiger On the other hand one cannot
forget that the systems of the early warning amsetigust upon the quantitative financial
data and they cannot be treated as a tool to mrepacomplex assessment of the
efficiency of enterprise functioning. It is impontato stress that all the corporate entities
are assessed by investors not only by their prpdmrt mainly by their capabilities to
generate future incomes.

While applying the Altman index to assess the fai@ncondition of a company it is
important to remember about the limitations andditions of its application:

1. The value of the index for the given year can bthefaccidental character therefore it
is worth observing its value within the years aatth the trend.

2.A single Z index describing the enterprise needddocompared with the average
values obtained by a given branch or the averagtnéogiven type of activity.

3.The Altman analysis can be only of the advisoryraber and it should be
complemented by multidimensional financial anaf{/sis
Besides while the assessment of the systems of warhing it is necessary to create

models which are based upon the local realities wahith take into account the
peculiarity of the market and the processes iarigs. In order the system was efficient it
is important to fulfill at least three requiremenks order such a system is efficient it
should allow for fast getting information abouethdangers and mainly it should be
adjusted to the Polish economic system.

While making a detailed analysis of the requiremméhis important to note that the
efficient system of the early warning should shdwe maximum number of the right
indication at the minimum number of mistakes. Ttarsefficient system of early warning
should:

« allow for an unambiguous and correct qualificatafnentrepreneurs into one of the
two groups: those entrepreneurs who are charaeteby the low risk of bankruptcy
and those with the high risk of bankruptcy. Onlglswa qualification will allow to
achieve the objectives toward the discriminativalygsis;

« should give a quick results i.e. to allow to quakin entrepreneur to the right group
with the time advance in order t make it possibléake the right steps focused on the
improvement of the financial condition of the epteneur;

« be adjusted in a maximum way to the peculiarityhef Polish economic system and at
the same time it should take into account in itastauction the peculiarity of its
operation, the changes and the type and the ckamfdhe institutions which function
in order to adjust to the market requirements anthe same time the proper and
efficient functioning?®
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UNDECLARED WORK AND INFORMAL ECONOMY
IN POLAND: IMPLICATIONS FOR CONSUMERS
AND HOUSEHOLDS

The basic aim of the paper is to shed some lighhemeasons underlying the existence
and expansion of the informal (shadow) econdmyPoland. Particular emphasis has been
put on the functioning of the informal labour markender new circumstances of the
market-driven economic system. To this end divatata sources were used including
findings of the author’'s own research and recetibnawide survey on unregistered work
in Poland conducted in 2009. The author has madeatsampt to indicate major
manifestations of the shadow economy observabléherlabour market and to point out
their implications for the economic agents (mo®iylish consumers and households) as
well as for the economy at large.

1. INTRODUCTION

The switchover from a centrally planned economghtofree-market system in Poland
has deeply changed various walks of social andauoanlife, and affected the behaviour
of economic agents (companies and consumers).ritied phase, sometimes referred to
as “systemic interregnum” or “systemic vacuum”, wagsducive to the emergence of new
forms of unregistered income-earning activity, poegly unknown in the socialist
“economy of shortage”. As the new economic ordéisndations and institutions grew
stronger, some shadow-economy forms characternidtithe pioneer stage of Polish
capitalism were disappearing, to be replaced bgrotimes, commensurate with the new
realities and taking advantage of, for exampleague regulatory environment, lack of
inspection mechanisms, economic policy mistakes, et

The sheer magnitude of unregistered economic ifctentails a host of adverse
consequences for the official sector, stifing rm@ronomic efficiency. The most
perceptible of these include lost or reduced regewiuthe Treasury, affecting the public
finances via budget deficit, and thus impeding fireancing of important social
programmes and important sectors of the contempostate (education, health care,
development of infrastructure).

Countering these consequences is therefore a majatlenge for economic
policymakers. Taking into account considerable g of the forms and manifestations
of the informal economy as well as innovativenelsthe economic agents operating “in
the shadow” coping successfully with this challesgems to be not an easy task.

! Bogdan Mréz, Ph.D., Professor at Warsaw SchodEadnomics, Collegium of Management and Finance,
Warsaw.

2 The notions “shadow economy” and “informal econdbmifl be used interchangeably in this paper
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2. THE NOTIONS OF INFORMAL ECONOMY, NON-OBSERVED EC ONOMY
AND UNDECLARED WORK

A great variety of terms referring to unregisteleiness, frequently colloquial, makes
it difficult to coin an explicit, synthetic and canonly accepted definition and leads to
terminological controversies and arguments [Mré202Z. Since the beginning of the
1990s the EU has launched several studies on steegil economic activities often
referred to as informal economy. The common denatoimof all unrecorded economic
activities embedded in the notion of informal eamyolies in the fact that they escape
social and tax regulations and statistical recaydivir6z, 2002; Adair, 2009].

Certain terms to describe informal economy empbasisne features that a relatively
cohesive definition of this phenomenon may be basedThe following features are
worth mentioning in the first place [Mréz, 2010]:

- running business unofficially and sometimes dlsgally;

- no opportunity to observe phenomena and processding up unofficial economy
(hence terms like shadow economy, hidden econoualynerged economy etc.);

- statistical intangibility of the size and effectsunofficial economy;

- no state supervision and regulation.

Findings of different comparative studies suggkat tleterminants of the activities in
the shadow economy do not result so much fromdax lor tax burden), but are to be
rather attributed to the costs of regulation relatethe functioning of small and medium
enterprises (SMEs) and more specifically to thelabmarket.

The term informal economy was initially coined amf6rmal sector” by the
International Labour Organisation (ILO) in 1972 afocused on employment in
unregistered enterprises of developing countried.993, the ILO resolution on statistics
referred to the employees in small-scale privat ot registered enterprises employing
less than five paid employees, which are engagedoimagricultural activities and
produce goods and services for sale or barter.

In 2003 the ILO adopted a harmonised definitionltbomn the 1993 guidelines and
distinguished employment in the official sector §bd on the enterprise as unit of
observation) from informal employment (based onsjals the unit of observation), in
order to take into account underdeclared work dadkbmarket work within registered
enterprises that have five or more paid employees.

Economic experts use also the term “non-observeday” (NOE) which is a useful
concept for measuring concealed GDP even if itdtase analytical drawbacks (e.g., it
does not highlight the various categories of infalremployment the ILO approach deals
with). However, there are some corresponding ppiasi between employment and output
that enable to bridge a gap between these diffe@mtepts [OECD, 2004; Feige, Urban,
2007; Adair, 2009].

According to the international principles of na@braccounting, GDP includes all
types of value added in the economy as evidenceddiyntary transactions where
payments are made, including illegal and barterstiations. GDP also encompasses some
production without transactions such as imputedsrand household production of goods
for own use. The first and most relevant distinetioust be drawn between market-related
and household-related activities. The second importdistinction concerns the
compliance with legal standards since illegal atitig have a criminal nature and as such
have to be distinguished firm legal activities. Tth&d important difference is related to
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the nature of the flow: activities either producecautput or entail a transfer, for example,
exchanges on the market or between households.rdingoto the output approach of
GDP, transfers such as non voluntary exchanges ifiegal) and voluntary in kind
exchanges are not taken into account [Adair, 2009].

Table 1. Major steps towards definition and scope ahformal and non observed economy

Year Steps/accomplishments

1972 ILO defines the informal sector

1990 Report for the European Commission

1993 ILO provides guidelines for statistics on itmfermal sector

1997 The Delphi group establishes an annual megfatigering experts
from ILO, OECD etc.

1999 Contributions of major expertsihe Economic Journal

2000 F. Schneider and D. Enste publish a referarttee inJournal of
Economic Literature

2002 ILO enlarges the scope and provides guidelfoesstatistics on

informal employment;
OECDHandbook for Measurement of the Non-Observed Ecgnom

2003 UNECENon-Observed Economy in National AccountSecond
Survey of National Practices

2004 OECDEmployment Outloglchapter 5

2005 UNECE Non-Observed Economy in National Accounthird

Survey of National Practices

Source: [Adair, 2009, p. 2]

In Poland in the light of the Polish Central Stited Office (GUS) interpretation, the
notion of unregistered (undeclared) work should b®lerstood as including the
following:

» hired work conducted without entering into a relaship of employment, i.e. without
regular employment contracts or various forms ofediterm contracts; with
unregistered work, the worker gets no social insceaand, consequently, no right to
social transfers) and the employer does not trarikée required contributions to the
ZUS National Insurance Authority and the Labour &Eumor does unregistered work
generate any payments of personal income taxes;

< work on one’s own account, where the taxpayers failmeet their financial
obligations to the state generated by their ecoo@iivities - e.g. tax evasion [Praca
nierejestrowana..., 2005, p. 8].

According to EU guidelines and recommendations Gi3ffmates are exhaustive when

they cover not only production, primary income angbenditure directly observable in

statistical research or in administrative data, ddsb the production, primary income and
expenditure which are not directly observable ahitivrelate to the following:

» absence of registered active economic agentstiststal databases;

« evasion of taxes and/or social insurance contolngti

- failure to provide information to tax authoritiesada social insurance agencies
[Janecka, 2006].
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For Poland’s Central Statistical Office (GUS), @moption of the system of national
accounts (SNA/ESA) meant a changeover of the esistem of statistical reporting,
towards obtaining a flow of data which are necgsdar introducing all of the new
method’s recommendations. As a result, the PolBP @stimates are compatible with the
national accounts systems used in EU member statdghey include the informal sector,
too.

The informal economy represents output which remainregistered, including its
illegal portion. The statistical procedures usethim European Union leave out the illegal
part, and so does the Polish statistical systenmhiihis approach, the hidden sector
represents the production of goods and serviceshwvaie not prohibited by law but
which, either wholly or in part, are hidden fromewi for state administrative bodies
(dealing with taxes, customs, social security,stiaal reporting).

These unregistered activities can be broadly ddvaefollows:

« Underreported activities in the group of registebbediness entities which includes all
microenterprises (employing up to 9 persons), mgas of their ownership form; and
private-sector businesses with workforces in the—480 range (excluding
cooperatives). What is estimated here is the ext#nproduction and income
underreported in official statistical returns and™fraud. With Eurostat increasingly
emphasising the required exhaustiveness of natianabunts, the Polish Central
Statistical Office has plans to widen the resedrth the unofficial economy in
Poland, to cover large entities with workforces6fand more.

« Unregistered business activities by private indiaild, notably in the services sector.

In estimating the extent of the informal sectog Bolish Central Statistical Office draws

on following methods [Rachunki..., 2008]:

1. A direct method to assess the scope of informalinless activity in registered
economic entities. Under this method, experts egBmormative average productivity
and average pay per person in employment. Thegeatime values are then used to
estimate the average income per person in emplayméich in turn provides a basis
from which to estimate gross output, intermediatescimption and gross value-added.

2. Labour market research, conducted to assess thenterf unregistered, mainly
services-related activities by individuals. It\saon the following sources of data:

- officials statistics of wages/salaries, peoplenmployment and registered joblessness;

- findings of a representative study of the popatds economic activeness (labour force
participation).

3. ESTIMATES OF UNDECLARED WORK IN POLAND

Over the more than 20 years of systemic transfaomaih Poland, the informal labour
market has cushioned frictions and tensions iroffieial sector, induced by privatisation,
company restructuring and other processes unfoldiogg the road to a market system.
The findings of research by the Polish Central iStaal Office (GUS) and of other
projects point to a major importance of undeclaneuk as a source of untaxed income,
supplementing the budgets of Polish consumers angdnolds.

As demonstrated by findings of a 2006—-2007 survweyhe Institute of Labour and
Social Affairs, conducted on a representative darop 9,038 Poles aged 15 and more,
the unregistered work contributes perceptibly toetimg Polish households’ consumer
needs. Performing unregistered work within 12 menfiieceding the survey (taken
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between May 2006 and April 2007) was declared By«of the population under review.
Among the working age population, the proportionswagher, at 5.7% [Bednarski,
Krynska, Pater, Walewski; 2008, p. 114].

A national survey of the informal labour marketndacted by the GUS in 2009,
indicates that the extent of the phenomenon coraifie narrowed compared to several
years previously, even if it still remains subsintOver the first nine months of 2009,
informal sector employment ran at 785,000, again8tL7,000 in January-September
2004, accounting for 4.9% and 9.6%, respectivefyalb people in employment. This
might indicate a tangible undeclared-employmentidedetween 2004 and 2009, but for
a number of reasons one should be very cautiofmriinulating far-reaching conclusions
[Kataska, 2010, p.2].

Table 2. People in undeclared employment in Polandccording to Central Statistical Office
(GUS) research

Year* Numbers ( ‘000)
1995 2199
1998 1431
2004 1317
2009 785

* January—September of a given year

Source: M. Kataskaylonitoring rynku pracy. Praca nierejestrowana w Pelseg 2009 r. Central
Statistical Office, Department of Labour. Mateffial a press conference on 23 December
2010, p. 2.

As shown by the data in Table 2, the number of feewpunregistered employment in
Poland was steadily declining since the first ssthdy in 1995, which should be
attributed to the country’s economic growth in gegiod of economic transformation and
the resulting increased activity of small and medgized enterprises (SMESs) in the
official sector. In times of prosperity, the SMEgralled lower demand for unregistered
work. A decisively steeper fall in “black” employeembers in 2009 can be attributed to
the financial and economic crisis which hit mostimiies (including Poland) in 2008—
2009 and which also resulted in subdued activitthaninformal economy. Very likely, in
such circumstances, businesses start with cuttifagrhal employment, while — in the
expectation of an improved economic climate — thegard sacking those formally
employed as the last resort. As for private indreild, they turn to “black” employees less
frequently, due to their households’ tighter finee@nd more uncertain prospects for the
future.

From the viewpoint of the actors concerned, itriportant whether undeclared work
is the main line for the person who performs itjust a sideline activity to supplement the
family budget. In 2009, it was the main job for 488, or 55.5% of those in unregistered
employment — down from 829,000, or 62.9%, in 20Q4taska, 2010, pp.7-8].

Covering various kinds of activity in the informséctor, undeclared work makes a
considerable contribution to the meeting of Polisimsumers and households’ needs. Its
widespread character led the Central Statisticht©{GUS), in 1995, to start monitoring
the informal labour market. The first comprehensstady of undeclared work was
conducted in that year within the regular surveytbf population’s economic activity,
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known as BAEL. The next surveys were held in 12984 and 2009. The findings of the
last one will be presented in greater detail ingresent paper.

The respondents were asked why they took undeclaoekl and the survey sought to
indentify its extent and intensity on the side opgly (performance of informal work by
those questioned and their households) and denemegistered employment of workers
by respondents and their households). The quesiiennovered the first nine months of
2009.

Given the problems with finding jobs on the officlabour market, the undeclared
work plays an important role in the everyday lifeRolish consumers and households.
The factors prodding Poles to engage in it incld@rtage of job openings in the official
sector (public and private), a difficult financituation and incomes not sufficing to meet
basic requirements, higher-pay opportunities in tineegistered sector, and excessive
fiscal burdens: taxes and social insurance corttobs.

In the 2009 survey, in the opinion of the whole ypod respondents (i.e., people aged
15 and more) the most frequent types of undeclamdt were construction/installation,
renovation and repair, construction/installationv&es, babysitting/elderly care, retailing
and household jobs (such as house clearing). Brit@aching [Putkiewicz, 2005]
gardening/agricultural jobs and tailoring were dtgmuently mentioned (Table 3).

Table 3. The most frequently performed types of undedared work in 2009 — respondents’

opinions
Type of undeclared work %
Construction/installation repairs 47.3
Construction/installation services 39.3
Babysitting and elderly care 26.8
Retailing 21.9
Household services (e.g. cleaning) 21.7
Private teaching 20.4
Gardening/agricultural jobs 16.1
Tailoring 10.7

* Figures do not add up to 100% because a respormiend indicate more than one type of
undeclared work.
Source: author's computations based on: M. Katadkmitoring..., op.cit.. p. 13.

4. THE IMPORTANCE OF UNDECLARED WORK FOR POLISH CON SUMERS
AND HOUSEHOLDS

Attention of economists is usually concentratedssnes related to tax evasion, black
labour, operation of unregistered businesses,Retiblems associated with the influence
of the existence and development of the shadowasugron consumers and households
become the subject of such analyses much lesseindgiu This also applies to Polish
households whose consumer needs are, in a sigrifieat, met by products and services
coming from the informal economy. Consumers andshbalds, sometimes deliberately
and sometimes unwittingly, enter the "shadow zdneéither making a demand for goods
produced in the informal economy or by offeringithabour and thus contributing to the
increase of supply of goods and services produtéuki shadow economy.
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Experts, who examine the problem of unofficial emwoic activities, draw attention to
the fact that some forms of the informal sectoate to tax evasion appear at the
borderline between companies and households. hsdaiions between companies, in
general, there are mechanisms safeguarding agaunsh practices, for example,
incorporated in the procedure of VAT refund in thebsequent phases of processing
(value-added chain). In transactions involving dirsale of goods and services by
companies to households, the continuity of econaegister is frequently broken. This is
due to the fact that households as the final renipin most cases do not need any
invoices or sales evidence for tax deduction puepowhich leads some companies to sell
their goods and services without any sales acomamt-invoiced sales). Consumers enter
“the shadow zone” buying goods and services gesgrdty informal sector and
subsequently offered in unofficial markets.

Consumers and households have also been forcedanfptive behaviours, in
response to the changed economic conditions. Ttagasition of registered employment
data with the findings of the Central Statisticdlfi€@’s research into the populace’s
economic activity (BAEL) confirms the claim thatetlshadow economy is like a buffer,
neutralising the consequences of the official arectisis.

In the economic crisis, in the deteriorating situaton the labour market and
shrinking earning opportunities in the formal sectd the economy, consumers and
households may use different strategies to adafite@hanging conditions of running a
household. They come in two basic varieties:

- consumers and households resign from satisfyingaicerneeds and reduce
consumption by tailoring it to more modest oppoittea of obtaining income;

- consumers try to maintain at all costs the “antsigr standard of living and
consumption by seeking new opportunities of obt@jnincome, including among
others, operations in the informal economy (theaked “ratchet effect”).

These strategies were confirmed by findings of joesaire research by the present
author. His survey, conducted at the end of April and begigrah May, 2009, aimed to
examine the extent to which Polish consumers andétwlds undertake various forms of
economic activity in the informal sector so aséduce the effects of economic crisis. It
included 361 respondents from seven, deliberatedlected cities of Masovian
Voivodeship [Mréz, 2009]. The findings of other pinical studies conducted in different
region of Poland are convergent with the basic kmiens of the author's research
[Kozyra-Cybulska, Molenda, Wojnar, Zidlski; 2010].

The study on consumers' attitudes towards the esimnerisis showed that the search
for work in the informal economy sector was one bahaviour options allowing a
confrontation with the hard economic realities;3P&.of respondents’ answers concerned
this very option. Men almost twice more often th@oamen were looking for “shadow
zone” work (14.8% and 7.7% of all respondents respaly); in terms of age, persons
aged 45-54 and 25-34 most frequently declaredtltiegtwere seeking work in the shadow
zone. Education was not a factor significantly efiéntiating attitudes of respondents
towards undertaking activity in the informal econoowever, the size of the household
measured by the number of adults (the number ddireln was less important) proved to
be a differentiating factor: respondents repreggrtiouseholds composed of 3, 4 or more
adults most frequently declared their search fopleyment in the shadow economy
(17.7% and 14.8% of all indications respectivelf)so, a monthly net income in the
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household had a differentiating importance as dofaalthough less than might be
assumed.

The shadow economy, especially in an economicsgrisian alternative to the official
market of consumer goods and services. Consumerhauseholds make purchases in
the unofficial market, generally, in order to ecompe. As for the range of purchased
goods and services, it is diverse and includeshiclgt footwear, household items, food,
renovation and construction services, etc. This vedkected in the conducted survey
(Table 4).

Table 4. Goods and services purchased in the shadesonomy*

Goods and services % of respondents’ indications
Clothing 64.1
Footwear 53.1
Household items 40.6
Food 39.1
Car repair 37.5
Cosmetics 34.4
Cigarettes 31.3
Renovation and construction services 31.3
Repair of household goods and radio and 21.9
television items
Computer software 20.3
Compact discs 17.2
Private tutorials 17.2
Computer equipment and accessories 14.1
Care services 14.1
Alcoholic beverages 6.3
Cleaning, washing windows 10.9

* responses do not add up to 100 because respam@ythave indicated more than one item/
service.

Source: Author’s survey called "Consumers in thelelnaeconomy - strategies and adaptive
behaviour in an era of economic crisis", conduatefipril and May 2009.

5. CONCLUSIONS AND IMPLICATIONS FOR FURTHER RESEARC H

For many Polish households, informal-sector emplayiris a significant source of
income to supplement family budgets. This is espigcirue where household members
lost jobs in the official sector or, as low-educhtnd professionally incompetent, have
problems finding a regular job. Without informakt® income, making a living would
for many prove all but impossible. As demonstrdigch 2007 research conducted by the
Institute for Labour and Social Affairs, more ttehalf of the respondents (50.4%) regard
informal-sector income as an important complementheir household budgets: 36.4%
say they can make ends meet thanks to undeclarad, oot for 14% even the
undeclared-work income does not suffice to meebftheir households’ current needs
[Bednarski et al., 2008, p. 11].

The additional income earned in the second econoralges it possible for many
consumers and households to survive during a tdugh on the labour market, and for
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some others it is a condition for keeping the prasly achieved standards of living and
consumption levels. In crisis time, moral dilemnaae put further aside, giving way to
pragmatism and hard-headed economic calculus.

The relatively great weight of the informal seciarthe Polish economy is also
influenced by a high (even if decreasing) levelpoblic acceptance. As revealed in a
report by CASE think-tank and SMG/KRC Millward Braywery many Poles approve of
informal-sector activities. Some 45% of the respornd would readily take undeclared
work themselves if such an opportunity presentsdlfitf CASE, SMG/KRC; Millward
Brown, 2008]. It seems that future research prejsbibuld focus not only on economic
determinants conducive to the involvement in théorimal economy but also on
psychological and sociological factors underpinrtimg propensity of economic agents to
enter “the shadow zone”.
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THE HUMAN RIGHTSPROTECTION ASMAIN
PRINCIPLE OF A DEMOCRATIC STATE

In the article the author explain the sense ane oblhuman rights protection as main
principle of a democratic state. She also emphagize fact that fundamental rights are not
absolute and the possibility of temporary denyimgcbanging in each case should be
considered on the basis of their social functione @lso tries to prove that firstly, the
degree of human rights™ protection depends ondpal Isystem in the country. Secondly,
the principle of human rights protection resultingm the UN Charter is a fundamental
principle in all Western democracies. She puts dteo thesis that in Europe since the
adoption of the Universal Declaration the interoaéil community has made a tremendous
progress in setting standards for human rightsfandamental freedoms. At the same time
we are witnessing a continuous process of expantimgatalog of human rights.

1. HISTORY OF HUMAN RIGHTSPROTECTION

The history othuman rights protection started from the codification of human rights
and the Magna Carta Libertatum adopted by King lbknLackland in 1215. Changing
the perceptions and protection of human rightsitsasistorical background in the Habeas
Corpus Act of 1619, and Bill of Rights in Englanahereas in France in the Declaration
of the Rights of Man and the Citizen and in the telhiStates of America in the first
amendments introduced in the years 1789-1791 toCiwstitution from 1787, which
were nothing more than the citizenship rights. lrsthia, this amendment was represented
by a Code known as Josephine from 1787.

2. THE DEFINITION OF HUMAN RIGHTS

Human rights are comprehended as a real relatipnsttiich in various fields of
human activity including enacted law are understooa@ variety of ways. In a simple
language in some terminology human rights equadioen. Freedom of the individual
does not arise from the legal acts but from suljedaw. The law does not give the
freedoms, but only sets the limits of their appglma. It is the task of the state to protect
and guarantee human rights. A freedom charactsigithat the state and its authorities
are obligated to refrain from actions in the arieatided in a certain freedom.

Human rights are all the individual entities resulting from the fact of being
human. We came into them by birth and human rights arétled to each person
regardless of gender, nationality or citizenshithri€ity, race, color or religion are not
important. Human rights are granted to everybodgardless of their educational
background, the position occupied in society ardviddue of their wealth.

However, besides the fundamental rights so-caliglots and civil liberties are
granted to any human. Civil rights arise from taetfof citizenship of a country and serve

! |zabela Oleksiewicz, Ph.D., Faculty of ManagemBazeszow University of Technology.



84 I. Oleksiewicz

to protect the citizen’s interests. Foremost, amitiege are the right to work, the right to
education or passive and active right to vote. \Waercivil liberties are entitlements
relating to the fact of having citizenship of a ntry, but here the law does not confer a
right, but designate certain limits to exercise abfil liberties such as freedom of
expression, freedom of conscience and religion.

The experts in human rights issues became convitieadthere are so-called three
generations of human rights:

- the first generation i.e. the fundamental rigptsijtical and civil liberties,

- the second generation are: the social, economiccatidral rights (eg. the right to
education, the right to decent work, the rightaoecfor a family)

— the third generation there are so-called solidaights (the right to the environment,
the right to development, the right to humanitadéd or the right to peace).

The individual's rights must be based on the ctugih or acts, so there is no
subjective law without legal norm. The task of #tate in this case consists in providing
the individuals implementation of their rights aofection.

You can find the view saying that a fundamentahtrig characterized by the fact that
it concerns "the most important social relationsigiven stage of development." Others
believe that fundamental rights are those that |"eéth positioning individual in the
country, because they are vital for the implemémiaand guarantee the other laws." You
can also find the view that the fundamental rightal freedoms are those "that are
provided by acts of international law" and thosehith are of greatest importance from
the point of view of citizen and state interests."

Human rights protection are twofold activities. @@ one hand, the introduction of
the international human rights agendas to a ndtiegal system, on the other one, the
establishment of international control measurestlmm observance of human rights,
adopted both in the international and in natioasl. |

3. RELATIONSHIP OF HUMAN RIGHTS PROTECTION FROM THE STATE
POLITICAL SYSTEM

In the legal literature by the state political gystare understood the basic legislator's
political ideas under which a public authority enstructed and is developed in the text of
the Constitution or by ordinary legislation.

Depending on the continent and political systemetare various models of human
rights guarantee which | would like to discuss. lewer, it is important to emphasise that
democracy does not guarantee the truth of peaceniproves security by promoting
democratic institutions. Democratic moral model megealed gradually over the last
several years. However, the beginnings of the Deaticcmoral model as a coherent and
comprehensive program should be linked with the ESEC 1974, when the Western
countries have put in to their priorities permahehuman rights respectation so-called
"third basket".

In Asia prevails the classical model the basis/bich are deep and often antagonistic
cultural and religious differences, while it is aoganied by a sharp deficit of
democracy, and what is connected with it in interegstem prevails elements of
authoritarianism. In Asian systems, we have to eoditwith a focus on the Confucius
values as to represent the whole Asian values.eTaes deep religiosity, enterprise, hard
work, self-control, respect for nature, respect dothority, loyalty and patriotism. In
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analyzing the specific characteristics of Confucusues Fukuyama argued that the
pressure for political authoritarianism is in askesextent the result of Confucius societies
self-discipline than consequence of a less sosiaigftivity and anxiety of lawlessness in
the situation of absence of a strong executiveaityh

Another model is the ethno-tribal model, which a@uainates everything narrowly
defined interests of national or ethnic group. Eheguntries have liberated from colonial
reign, have a relatively low level of economic depenent, adopt diverse range of rights
and civil liberties, have poorly developed politiciructure. The basic regional human
rights instruments are: the Convention of Africanity Organization of 1963 (OAU) on
specific aspects of refugees in Africa and the @&fni Charter on Human Rights and
Peoples.

Australian model is a dangerous mixture based oapgmeciation of the community
and the evolution of Australian cultural valuesatesl through cultural interaction of all
Australians, regardless of ethnicity. Australia hast been so open promotor of
universality of human rights idea and relied more"quiet diplomacy" by politicians
speaking on their own behalf. Australian univastapproach to democracy and human
rights, in particular the cult of individual rights in strong contradiction with the
Malaysian and Singaporean leaders views.

Another separate model is a revolutionary modelctvhproclaims the primacy of
religion or ideology on the state's sovereign anthén rights. This model dates back to
the roots of medieval religious wars, and in thesel past to the Soviet Union's foreign
policy, now it is being applied in Afghanistan, kdg Cuba or North Korea. The range
and the importance of the latter model is indeeditdid, but in the region are strong
threats to international security.

4. EXAMPLES

The current Polish Constitution of 1997 in Artiflestates that "the State shall ensure
freedom and human rights and civil rights and gafeft citizens". In this way, the
Constitution clearly states that securing freedamd andividual rights is a fundamental
task of the state. Thus, the principle of freedord andividual rights was regarded as a
chief principle of the political system of the Rlistate. It should be noted that none of
the Republic of Poland Constitution contained sactomprehensive treatment of this
issue. For the first time legislator regulates lggal position of the units in the country
and society, referring not only to the citizen, tuhumanity in general.

The continuation of this thought and its developtrean be found in art. 30, which
states that "the natural and inalienable dignitynain is a source of freedom and human
rights as well as civil rights. It is inviolablena its respect for it and its protection is the
duty of public authorities ". In this statement fired confirmation that Poland considers
the law as the basic unit of the power of drawisgbrder with the moral justification for
a universal dimension. In Article 32. there is theord of recognizing the equality of all
before the law and equal treatment by public aitiber It ensures that no one will be
discriminated for any reason in political, sociale@onomic aspect. In a direct connection
with the Convention on Human Rights Protection &uwhdamental Freedoms remains
article 119 of Penal Code., which states the agfitin of criminal violence or threats
against persons because of their national, ethniaagal origin. The Constitution not only
declares freedom and the rights of the individudlibalso contains an extensive system
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of legal protection, which points to the institutad guarantees for its use with emphasis
on the role of the law.

Now let us move to the universal system of humghtsi which is included in various
treaties or acts. The most important internati@gaeements are: the Convention on the
Prevention and Punishment of the Crime of Genoclte Convention on Combating and
Punishment of the Crime of Apartheid, the Conventigainst Torture and Other Cruel,
Inhuman or Degrading Treatment and Punishment, Gbavention on Protection of
Refugees. Distinguishing between universal andoretdi systems in the human rights
protection cannot lead to perdition of protectiamplexity. Complexity allows to grasp
the actual situation of a particular person attihee and in a particular territory. The
questions will be always revived about the prioofyindividual rights, their importance
for peace. No less complex is the relationship betwthe rights of the individual and
collective rights and the rights and duties of fleeson. The high level of protection of
individual rights cannot paralyze society in thghti against threats such as natural
disasters and organized crime.

The European Convention on Human Rights is limitegrinciple to the personal and
political rights. Its development is the Europeami8l Charter adopted on 16th October
1961 in Turin. It has been supplemented by thre¢opols, including this from 3rd May
1996 which was signed in Strasbourg. Currently, fasty consists of forty three
countries. At present within the Council of Eurojpere are two Social Charters. The
mechanism controlling the Charter is not the cauits nature. It amounts transmiting the
biennial State of the Secretary General of the Cibuaf Europe concerning the
application of the provisions.

Another system of human rights protection in Eurgpéhe Charter of Fundamental
Rights of the European Union. Already in the artw2 read that the Union is founded on
the values of respect for human dignity, freedoemdcracy, rule of law and respect for
human rights. The Charter has its efficiency amfiopmance as an expression of common
values and principles of the law of the Member étahdependent from them. It points
out that the European Union makes it the unionatiboms.

The fundamental rights contained in the CharterFohdamental freedoms are
complementary and are addressed to the MembersSiatebjects related to a different
duration of them. As the Community is growing sgen power, their validity is
becoming more significant and it is designed tagubindividual liberty.

Charter of the Organization of African Unity adaghia 1963 in the preamble refers to
the UN Charter and the Universal Declaration, dsd apeaks of the inalienable right of
every man and the people to decide their own febe doctrine is estimated that the
provisions of the Charter regarding human righéssditl very modest. Indeed, the Charter
poses art. 1 obligation on states parties to ldislative or other measures to implement
and safeguard the rights and freedoms enshringgti€harter. It is certainly an important
shortcoming is the lack of the Charter of humarhtdgtribunal competent to hear
individual complaints and petitions.

African Charter in many respects is similar to general treaties, while preserving
some specific features. This is a treaty whichbdistaes not only human rights but the
rights of nations. Some its title indicates tha¢ #uthors' intention was to highlight the
interdependence between the rights of the individma collective rights. It recognizes
that rights are linked to the characteristics ofman nature, on the other hand, human
rights can be guaranteed only by respecting thegigf peoples.
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Yet, another example of human rights protectiontesysis the Arab Regional
Commission for Human Rights founded in 1968, it®psc of competence varies
substantially from those which the European Comimisand the U.S.. The European
Commission since its creation is the internatiaritrol body. The U.S. Committee has
been established with the aim of promoting humghts, and sometimes has the power
control. Today it fulfills both functions to prone@and protect human rights, whereas to
the tasks of the Arab Committee is protecting humights through the spread of the
problem among the Arab societies.

5. APPLICATIONS AND CONCLUSIONS

International protection of human rights as well iss peaceful coexistence have
therefore legal and political basis and conditiolis. expression is next to binding
international agreements also non-binding resatstiand declarations expressing their
political will and the individual members of thaénnational community.

Also in the general human rights protection systera long time has been apparent
the tendency to look for a way to improve the degseprotection of particular groups of
people such as refugees, prisoners or children.

Based on its analysis the following theses can tesegmted: firstly, the degree of
human rights protection depends on the systemrogefm the country. Human rights are
regarded as a special which case meets the legadast feature ancillary value terms,
which are regarded as particularly valuable. Thelémentation of these rights is not an
end in itself, but means to achieving those valliberefore, each catalog of human rights
should be judged by its prism.

Secondly, the principle of human rights protectiesulting from the UN Charter is a
fundamental principle in all Western democraciess true that regardless of the progress
of international protection of human rights it tdemestic remains the first and most
important protective front. Since the domestic ectibn is a basic guarantee of human
rights, therefore obviously the important thingtigt constitutions and internal laws
optimally standardized such protection. Thus, deatox states are trying to show
goodwill towards the international order, or byaguizing the primacy of international
law over national by constitutionally regulatingettstatus of treaties in the national
agenda. It should be noted that in the pragmatiofgan system will often come into
play balancing the requirements of an equitabler@st units with the general interest, i.e.
pro humanitate principle.

Thirdly, in the European system standards have ldpgd gradually. Since the
adoption of the Universal Declaration the interoaél community has made a
tremendous progress in setting standards for huigats and fundamental freedoms. At
the same time we are witnessing a continuous psaaesxpanding the catalog of human
rights. This happens under the influence of newasareeds and international acts to go
the opposite trend. The importance of the Declamalies in the fact that respect for the
principles contained in it has a positive influemeethe implementation of other parts of
the CSCE Final Act.

Fourthly, the fundamental rights are not absolthe, possibility of their temporary
repeal or change in any case must be considerd¢itedmasis of their social function. Any
restrictions imposed on their implementation bydhéhorities of the European Union and
the Member States can only exist in order to entfwreoverall interest of the European
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Union with regard to the principle of necessity grdportionality. In any event, these
restrictions cannot constitute infringement of #haoghts and are interpreted in the light
of the European Convention. It recognizes the rigtttates to limit the freedom to move
and settle in accordance with national law and lgmgitimate public interest in a
democratic society.

Fifthly, there are too great differences in the lan a world in the cultural and
geopolitical development, to be able to give araedefinition of what is common to all
people in the sphere of their rights, which couldabsweeping statement, to determine,
ensure and guard against violations. On the bésieese assumptions there are developed
regional systems of human rights. There is no dthditit is necessary to cooperate and
harmonize these two trends and form on there lsispecific systems for the human
rights protection.
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BORDER GUARD ASA PART OF NATIONAL
SECURITY SYSTEM

The article describes the role and tasks of Bordear (Stra Graniczna) and its
methods and ways of transformation. It points that Border Guard is a formation, which
has high importance in national security system simall provided with any conditions
required to properly fulfill the entrusted taskisisl not only important to the EU countries
on which external borders it takes place, butiinportant to every EU country which gave
up the control on its internal borders.

Border Guard Acfrom October 12th 1990, gave foundations for ¢osabf new type
of formation protecting Polish borders. This Actsdeébes the tasks of Border Guard
(Straz Graniczna) as well as its methods and ways ofltoamation. Currently, Poland
became a country which is being seen by immigrastsa temporary or illegal stay
destination. Therefore it is important to effeclivenanage the borders allowing for
fighting with illegal immigration and preventing yathreats to internal security, public
order and international relationships. In additidre Act depicts a relation between the
effective managing of the borders and fighting witlegal immigration and human
trafficking as well as preventing any threats tteinal security, public order, public
health and international relationships of Europdaion countries.

The fall of communism in Europe and governmentesysthanges in Poland that were
initiated in 1989, led to significant modificationf border protection system. As an
outcome of the above mentioned changes, on Octt#fed 990, Border Guard Acthas
been passed. This act obligated the Minister dadrivatl Affairs to put together a Border
Guard, within six months form the issuance datat i& until November 191990, at the
same time dismiss Borderland’s Security Afmy

Up until full organization of Border Guard, thatustil April 12" 1991, border patrol
was supposed to be carried out by Borderland’s r@gcirmy. Unfortunately it turned
out that statutory time deadline put on the tasis uoo short. Establishing of new
formation has been completed in the middle of 199fat was then, that the border was
finally transferred to Boarder Guard at the sameetBorderland’s Security Army, after
46 years of protecting Polish borders has beeniss&tl. There has been 45 years total of
soldiers (approximately 400 thousand people) notluding officers and non-
commissioned officers who served in BSduring those years.

1 Brig. Gen. Jan Rajchel, Ph.D., Rector-CommandaRiotish Air Force Academy, instructor pilot irgliin.

2 Art. 148 par. 1 i 3Jstawy z 12 palziernika 1990 r. o Stey Granicznefi.e LawBook 2005 no 234, pos. 1997
(hereafter referred to &mrder guardact).

3 For more information see Z. Jackiewid¥pjska Ochrony Pogranicza (1945-1991): krétki imfattor histo-
ryczny,Centrum Szkolenia Stmg Granicznej, Ktrzyn 1998; Z.B. Kum§ Granice Rzeczpospolitej Polskiej
(na przestrzeni dziejéwpublished by Comandor, Warszawa 2005.
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Implemented reform of boarder guard service ¢ &as been explained in justification
presented in Sejm seating) was created to fulfilleast two goals. First of all, it was
planned that it shall give the newly created foiorat police like character, it means that
the border security system shall be demilitarizdtctv would resemble similar Western
European formations. Second of all, it would lrefarence to — one of which by giving it
its name “Stra Graniczna” — to Il Republic of Poland times, dgriwhich it was Stra
Graniczna, who secured Polish North, West and Soorttiers.

.Boarder Guard despite its structure changes aadatt that it became more civil, it
still is highly militarized formation®. The Act predicts that the Border Guard, in case o
mobilization, becomes part of Polish Army ForceheTofficers, non-commissioned
officers and full time soldiers wear military unifos identical with uniforms of
Borderland’s Security Army.

In addition, “newly created Border Guard includedBorderland’s Security Army’s
soldiers, who underwent the adequate verificatiwhijle all of the higher command
positions were filled with outside people, mostwdfich did not have any experience in
border patrol servic&”

Looking from the side, it is worth mentioning thde “Border Guard Actcan be
looked into in two ways characterizing its essesg@ part of government administration:
- objectively — as a kind of activity which can letadidentification of Border Guard as

homogenous, uniformed and armed formation creategrdtect national borders on

land and sea as well as to control the border igrg'sstraffic.

- Subjectively — by identifying an authority, whichther subject are focused around
creating a closed organizational body, performihgred tasks, that is assigning to
Head Chief of Border Guard status of governmentsiaistration central authority
along with determination of field authorities’, pemsible for protection of border and
control of border crossing traffic, structufe”

It is written inBorder Guard Acthat “in order to identify, prevent and detecthoes
and violations as identified in scope of articleséction 2, point 2, and in section 2a, on
duty border guards perform tasks entrusted thewh s border activates, operational-
reconnaissance activities and administrative d&vialong with preparatory proceeding
based on the regulations of penal code, at the ganee performing tasks which are
official orders of court or any other applicablevgmment’s institution. In scope which
they have been entrusted with, which had been ifdmhin separate set of regulations.
[...] Border Guard in order to fulfill its given tasknay use personal detailed information
obtained by appropriate government’'s authoritied @rstitutions during operational-
reconnaissance activities and process those infamman accordance wittpersonal
information protectioh®.

Moreover, in accordance to legislator’'s resolutitBorder Guard may, in scope
necessary to perform its obligatory activities, asainal information located in National

4 M. Lisiecki, Obrona i ochrona granicy pastwowej Polski jako element bezpieistera paistwa.Materiaty do
raportu o stanie bezpiedm#wa narodowego, PISM, Warszawa 1993, s. 7.

® Tamze, s. 77.

® H. Dominiczak Granice pastwa Granice péstwai ich obrona na przestrzeni dziejow 966-1988arszawa
1997, s. 75.

7 J. Panik, Straz Graniczna: prawne podstawy dziatania i uprawhi&odeks, Warszawa 2003, s. 12.
8 Art. 9 par. 1 and 1Border Guard Act
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Criminal Information Center. [...] Border Guard torfeem its tasks can be using help

from people who are not part of the Border Guasdditation. It is prohibited to disclose

any information about a person helping Border Guardoperational-reconnaissance

activities™.
Border Guard Actlearly and precisely determines the basic scdBomer Guard’'s

duties, which among others include:

= “securing of national borders,

= organization and control of border’s traffic,

= issuance of border crossing permits, includingssisa

= identification, prevention and detection of cringssdefined irborder security act and
other applicable regulations,

= securing a public order on border crossings arbair vicinity,

= providing and maintaining border signs on land;atiom, updating and storing of
border’s cartographic documentation,

= securing of signs and equipment used to proteaimaltborders,

= implementation of international legal resolutionr@ational borders,

= collecting and storing of data related to secuityational borders, traffic control and
if required, providing this data to appropriatereuities,

= supervision of usage of Polish maritime territorpdasupervision of vessels’
compliance with rules applicable to those areas,

= securing of Polish airspace by constantly momtpaircrafts and other flying objects
crossing Polish border on low altitudes and inforgnadequate Air Force base about
such activities,

= preventing the transportation, through border, aistes, harmful chemical and
radioactive substances as well as preventing dfitoah of border rivers,

= preventing of transportation of narcotics and psyeipic substances,

= fulfillment of duties described in other act$”

In accordance with unary resolution of article 1ffdm the Border Security Act,
“border guards in relation to order number 863/280FEuropean Union countries which
borders are EU outside borders, in relation to 8ghe’s Border Code, perform tasks as a
fast response teams in accordance to local régudabpplying to border guards in the
scope defined in order number 863/2007.][Chief Boarder Guard in the scope
applicable to border fast response teams: perfdasiss as a national contact point in
communication with European Operational Cooperatidianagement Agency on
external borders of EU members; coordinates omeraltiplan describing the detailed
conditions of providing fast response teams on REpof Poland’s territory border$”

On the other hand Minister's of Internal Affaireda Administration decree, from
December 1% 2006, regarding the border control conducted bgdé@o guard¥ had
precisely determined the way of conducting borded personal control as well as
inspecting the contents of personal baggage amyb ¢arall of the transportation means.

9 Art. 9 par. 1e, art. 9b par.Border Guard Act
0 Art. 1 par. 2 pt 1-18order Guard Act

1 Art. 17e rel. to art. 17df act, dated October 12th, 199€garding the protection of national bordét.j. Law
Book 2009 no. 12 pos. 67.).

2See Law Book 2006 no. 238 pos. 1729.
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This decree also describes that the “conditiotated to border control, including
forms of control, the way of conduction, confirnatiin documentation allowing to cross
the border along with specific symbols and dataeapipg on border control stamps, are
determined by (WE) decree no. 562/2006 of Eurofatiament dated March $2006
which has been a foundation for Schengen Bordere®ofEU code which includes all
the rules that apply to border crossing of peoplEW)™*.

Paragraph 12 of the quoted decree, mentions tieat regulations of the decree
regarding the control method on the external ba'denossings which are described in
article 2, point 2 of the Schengen Border Code atse being followed during the control
on the internal borders’ crossings, which are belagcribed in article 2, point 1 of the
Schengen Border Code, until the day described gy Gouncil in which the full
compliance with Schengen Code will be met by thpuRéc of Poland®.

In addition, it shall be pointed out, that new &ear Guard, in relation to former
formation differs in a way that it includes The MABorder Vessels Brigade (divisions of
the vessels had been spread throughout the whaole dime). This brigade is being
commanded by Border Guard Unit in Gdl, which is responsible for safety of the whole
shoreline, from the border with Russia all the wagulf of Szczecin. “The Naval Unit of
Border Guard (MOSG) includes [...] three divisionsadkubian in Gdesk, Baltic in
Kofobrzeg and Pomeranian §winoujscie. Creation of MOSG completed first and very
difficult phase in transformation of Polish bordsscurity system and creation of Border
Guard. On August ®1 1991 in Kashubian division of Border Guard in Gslg
Westerplatte, a historic event took place: withspree of Navy Headquarter Chief, rear
admiral Ryszard tukasik, Chief Commanding OfficérBorder Guard colonel Marek
Lisicki, representative guard of Polish Navy andhéagroup of guests and staff, cmdr
dypl. Ludwik Siwek announced completion of NavalrBer Vessel Brigade's service
and cmdr dypl. Stanistaw Lisak announced creatioth® Naval Unit of Border Guard.
This was the beginning of new, quality-wise differestep in protection of Republic of
Poland’s naval border§.

Moreover in relation to instruction article 1, pgraph 2a oBorder Guard Actthis
formation also conducts the proceedings relateddétermination, prevention and
detection of crimes described in articles 228, 238231 of penal code, and committed by
border guards during the duty related taSks

In order to fulfill the entrusted duties, borderagds perform the border duties; border
activities; operational-reconnaissance activitiadministrational activates; preparatory

13 Journal UE L 105 from 13.04.2006 .

14 Minister of Internal Affairs and Administration Peee , dated December 15th 2006, regarding theebord
control conducted by Border Guard officers.

5 Therein.

% See. G. Gonyski, Ochrona polskich granic w latach 1945-198tp://www.morski.strazgraniczna.pl/

historia2.htm (accessed on 3.01.20011).

™ In order to accurately fulfill the tasks resultedm art.1, par. 2 and 2a &order Guard Act Commanding
Officer of Border Guard, on November™3007, signed an agreement with Chief of Anti Cptian Bureau
regarding the details of cooperation of BG and ACBw Book CBA no.2, pos. 70). In accordance to that
agreement, cooperation between BG and ACB coverscedly: activities related to providing of safetpd
public order; fighting and preventing crime; prdtex of national border; constant improvement ofthods
of work; conduction of training activities; logistisupport; providing and processing of obtainednicral
records, including personal information.
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proceedings based on the regulations of penal aodeonduct activities ordered by court

of public prosecutor’s office in scope which haghelescribed in separate regulatiéns
Taking in to consideration a fact that Poland im@mber of EU and the Schengen

Yresolutions, Border Guard has to undergo a tramsftion (which has already begun)

and become practically new, definitely strongerration. In accordance with approved

on February 18 2009 “long-term assumptions for functioning of Ber Guard (2009 —

2015)", this formation will be transformed into mevd (XXI century type) border-

migration service with police-like characteristics.
The demands and assumptions are already being tateconsideration, so in 2015

the Border Guard will be responsible for the folingvtasks related to national security:

1. border traffic control along with securing the Bhbliborders which at the same time
are external EU/Schengen borders,

2. preventing and fighting with illegal immigrationrttughout the Polish territory,

3. reconnaissance, preventing and fighting with chofemms of crime related to
foreigners or crimes that have trans-border charastics,

4. fulfillment of duties, resulting from Poland’s mesriship in EU/Schengen and from
bilateral agreements (i.e. shared patrols and dosperation),

5. administering national border of Republic of Poland
In addition it is being anticipated that the adiésd conducted by BG inside the

country will also change significantly. Therefotési being predicted that in 2015 BG will

be responsible for the following tasks on Polighitigry:

1. control of foreigners in regards to legal mattgrgheir stay and work permits;

2. application of administrative and penal fees omteifyners in regards to illegal stay,
work or other commercial activity;

3. conduction of technical activities related to deation;

4. participation in activities regarding foreignergbjing for protection in Poland;

5. conduction of activities related to verification fofreigners’ applications for stay on
Republic of Poland’s territory;

6. conduction of activities related to applications ¥&sas including permits necessary to
cross the border;

7. reconnaissance, prevention and detection of cramesviolation along with pursuing

of criminals responsible for those acts:

in scope given to an existing Border Guard

extended to crimes related to human trafficking

. protection of important international communicatronites, from crime which fighting

with is a responsibility of Border Guard, includipgoviding protection onboard of
aircrafts;

9. providing and maintaining border signs on land;atimn, updating and storing of

border’s cartographic documentation for internal&thengen border;

wo

18 Art. 9 par. 1Border Guard Act

' Agreement regarding the gradual elimination oftamiron shared borders, signed In Schengen on 14986.
(Law Book L 239 from 22.9.2000, pg. 19).
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10. compliance with agreements related to people'fidcranformation exchange and
shared patrols with border guard officers of sunding countries, including internal
borders of EU/Schengéf.

Due to changing of priorities and tasks of Bordewafdl, it has been decided that changes

in number of officers and their equipment will benducted. There will be approximately

2,000 officers and Border Guard employees lessr€ntly there are ~20,000). Around

70% of all border guards will be assigned to protactexternal borders, while the rest —

30% will be assigned to duties on Polish territory.

Organizational structure of Border Guard will albe changed. Based on the
preparation work and already approved plans, irb20&hall look like this: Headquarter,
9 branch offices (currently there are?}Qincluding; 5 branch offices (which will be
responsible for protection and conduction of immigm services on Polish territory);
4 branch offices (its main duties will be conduntiof immigration services on Polish
territory and protection of external borders of Etiiengen); 95 Border Guard stations
(79 stations located on external borders and Xstaconducting immigration services);
3 Border Guard training facilities; 7 guarder fdigk for foreigners and 9 prisons for
awaiting for deportatic.

Based on the above, it is clearly seen that tiepedence and organizational structure
of Border Guard is very wide. It shall be noticéattthis formation adjusts its action to
the requirements resulting from Poland’s presencEuropean Union. Therefore Polish
Border Guard transforms its character and its @manice to be more effective in service,
which will allow to more precisely fulfill the olgations related to Schengen agreement.

In sum, as stated by Jacek Lipski, “Border Guatehtically to other services has
strong foundations to its actions. Legislator madee that besides the vast tasks it shall
be equipped with legal rights necessary to propeslyduct those entrusted tasks. Tasks
which a‘gg important to safety of citizens, whichame that it is important to Republic of
Poland.

It does not have to justified, as written by ArgjrPakutd’, that one of the major and
at the same time the oldest [...] nation’s activitydaesponsibility domain, despite its
government system is a security of its nationatlbrs. [...] Safety of the national border
is, without a doubt, one of the areas widely uned as external as well as internal
public safety, providing of which is a constitutambligation of Council of Ministers®

Joanna Radwanowicz-Wanczewska, states that “foeesgmore often choose Poland
as a permanent, temporary or illegal stay destinafi...] Therefore the adequate border
protection, which helps in fighting with illegal migrations and preventing of any threats
to internal safety, public order and internatioredhtions is so important in relation to the

25ee J. LipskiUstréj Strazy Granicznej,Rzeszéw Technical University’s Journal Books — Mgemaent and
Marketing, quarterly, book 17, no. 4/2010, pg. @&3-6

2 Based on Minister's of Internal Affairs and Adnstration decree, datek December 11th, 2001, raggttie
creation of Border Guard units (Law Book no. 15@5.01733 w/changes).

22 7alazenia wieloletniej koncepcji funkcjonowania Syrasranicznej (2009-2015pg. 2—6.
23 J. Lipski,Ustréj Stray Granicznej...pg. 6566 .

24 A. Pakuta,Pozycja Komendanta Gltéwnego SiraGranicznej w strukturze gdowej administracji publicznej
[w:] Sheby i formacje mundurowe w systemie bezpiestae wewatrznego Rzeczypospolitej Polskisgd.
E. Ura, S. Pieprzny, Rzeszow 2010, pg. 241.

% See art. 146 par. 4 pt 7 and 8 of Republic of baConstitution.
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above. [...] The actions related to protection ofava! border are within the boundaries
of public safety , and one from the main subjelett ire important to safety in Poland is
Border Guard®.

Quoted author points out that there is a relatimtween the proper management of
external borders and fighting with illegal immigoat and human trafficking, as well as
preventing any threats to internal safety, publideo and health and international
relations between the membership countries. Cuyetorder control is not only
important to the EU countries on which externaldasos it takes place, but it is important
to every EU country which gave up the control eririternal borderg”.

The above speculations unequivocally point ouht Border Guard is a formation,
which has high importance in national security eystand shall be, no matter what,
provided with any conditions required to propergnd more importantly effectively)
fulfill the entrusted tasks.

% J. Radwanowicz-Wanczewskaespoly szybkiej interwencji na granipy:] Bezpieczéstwo wewstrzne we
wspétczesnym gatwie red. E. Ura, K. Rajchel, M. Pomykata, S. PieprdRyeszow 2008, pg. 260.

2" Therein, pg. 264.
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BRAND IDENTITY - IT'S ALL ABOUT TRUST,
RECOGNITION AND BEING DIFFERENT

The aim of the article is to show how to build Bsg brand in unconventional way: by
building trust, recognition and the most importhetng different. The case study of Dove
brand was presented to reflect on on PCDL modglitaimportance in conveying the one
message: Beauty hasn't got a size.

1. INTRODUCTION

The American Marketing Association defined a bramthe early 1960s as:

A name, term, sign symbol or design, or a combination of these, intended to identify the
goods or services of one seller or group of sellers and to differentiate them from those of
competitors.

To show how the definition has evolved Wood offeradre distinctive one saying
that:

[...] abrand is a mechanism for achieving competitive advantage for firms, through
differentiation (purpose). The attributes that differentiate a brand provide the customer
with satisfaction and benefits for which they are willing to pay (mechanism)®.

Nevertheless building a brand driven culture isfeldng commitment to a mindset
and a way of life that takes time, planning andspeerance by producing intangible
outputs which include greater customer satisfactimaluced price sensitivity, and a
higher percentage of repeat busiriess

The brand is the ultimate masking device in thedsaof managers. Even the more
science-oriented approaches to branding cannot ttengymbolic nature of the brand.
Regardless of whether the brand is seen from theagess' or the consumers' perspective,
it is construed as a set of added values thatbsilprocessed and evaluated by a rational
and utility seeking buyer. In this perspective, sigembolic aspects of for instance offering
a box of chocolate to a beloved one are reducedutiity in terms of relationship quality
optimization. Companies need to have thorough wtdeding of customer beliefs,
behaviors, product or service attributes, and caitqgps.

This paper presents a conceptual framework inah@ bf PCDL model for building
brands that is based on literature review and staghes of international brand like Dove.

! Celina Sofek, Ph. D., Collegium of Management Bim&ince, Warsaw School of Economics.
2 Agata Gierczak, Ph.D., Faculty of Management, RzaedJniversity of Technology.

3 Wood, L.,Brandsand brand equity: definition and management, Management Decision, Vol. 38 N0.9,2000.
4D. E. Knapp, D.EThe Brand Mindset, McGraw-Hill, New York, 2007.
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Brands — meaning and definition

A brand is a distinguishing name and/or symbolended to identify the goods of
either one seller or a group of sellers, and tdeddhtiate those goods from those of
competitors. A successful brand is an identifiapteduct, service, person or place,
augmented in such a way that the buyer or useepes relevant, unique added values
which match their needs most closely

Powerful brands provide long-term security and dhpwigher sustainable profits, and
increased asset value because they achieve comgetlitferentiation, premium prices,
higher sales volumes, economies of scale and rddoosts, and greater security of
demand. The Brand “promise” is the essence of the bemdfiioth functional and
emotional) that customers can expect to receivem frexperiencing a brand's
products/services, which reflects the heart, sant| spirit of the brand. Successful brands
are those brands which adapt well to the environiraad thus survive and flourish in the
long term in-spite of competition they fdce

An important factor influencing the selection obend concept is consumer needs.
According to Park many brands offer a mixture of symbolic, functigrand experiential
benefits. Functional needs are defined as thogenibtivate the search for products that
solve consumption-related problems (e.g. solve aeatl problem, resolve conflict,
restructure a frustrating situation). A brand wétHunctional concept is defined as one
designed to solve externally generated consumpigaals. Symbolic needs are defined as
desires for products that fulfill internally gentxé needs for self-enhancement, role
position, group membership, or ego identificatidrbrand with a symbolic concept is one
designed to associate the individual with a desyredip, role, or self-image. Experiential
needs are defined as desires for products thatde@@ensory pleasure, variety, and/or
cognitive stimulation. A brand with an experient@ncept is designed to fulfill these
internally generated needs for stimulation andéoiety.

Brands evolve over time. The first level pertaimgxpress the identity of the producer
(i.e. label). The second level is known as funalmuperiority (perceived by customer as
differentiation). While the third level is referred as emotional touch, fourth level
pertains to the Power of self-expression. At tige dbthe pyramid, the highest level (i.e.
fifth level) is known as cult.

2. ESTABLISHING BRAND IDENTITY

Brand identity is a unique set of brand associatiomplying a promise to customers
and includes a core and extended identity. To lectfe, a brand identity needs to
resonate with customers, differentiate the branthfcompetitors, and represent what the
organization can and will do over tifiélo excel, a brand image must be well planned,

® L. Chernatony, L., M. McDonald, MGreating Powerful Brands, 2nd ed., Butterworth-Heinemann, Oxford,
1998.

¢ P. TemporalBranding in Asia, John Wiley & Sons, Singapore, 2000.
"D. E. Knapp, op. cit...

8 C. W. Park, B. J., Jaworski, D. J. Macinni§trategic brand concept-image management, Journal of
Marketing, Vol. 50 No. October, 1986.

9 Aaker, D.A., Joachimsthaler, Btand Leadership, The Free Press, New York, NY, 2000 .
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nurtured, supported, and vigilantly guartfedA brand is a distinctive identity that
differentiates a relevant, enduring, and credibtenpise of value associated with a
product, service, or organization and indicatessthece of that promisk

When brand faces aggressive competition in mar&etpl brand personality and
reputation of the brand help it distinguish frommgaeting offerings. This can result in
gaining customer loyalty and achieve growth. A mtrobrand identity that is well
understood and experienced by the customers helpgveloping trust which, in turn,
results in differentiating the brand from competiti A company needs to establish a clear
and consistent brand identity by linking brand ilttres with the way they are
communicated which can be easily understood bgdistomers.

3. BRAND ASSOCIATION

Associations come in all forms and may reflect abteristics of the product or
aspects independent of the product itself. Theeeaavariety of ways brand associations
can provide value. Among the ways in which assmmatcreate value to the firm and its
customers are: helping to process/retrieve infaomat differentiating the brand,
generating a reason to buy, creating positiveudtis/feelings, and providing a basis for
extension.

Building brand associations requires a companyrtdetstand its brand as well as
competitors' brands through customer research.o@st research should study existing
and prospective customers, former customers, ingesperts, and intermediaries. Brand
strengths associated with beliefs and values arerthst powerful and most difficult to
imitate. Brand image is the perception in the mofidhe customers about the brand and
its associations.

Giving life to a brand can be enjoyably creativet the message is serious. It can take
an awful long time to build up brand identity, ae@aess and trust, but trust is something
that can be damaged quite quickly. That's why corgsaare so protective of their
trademark brands, especially those that have besorfemiliar to customers that they are
not thought of as brands at all, but in generiener Wedel, Zywiec, Kleenex for
instance. If a portable building on a constructsite falls victim to theft or arson and the
local newspaper refers to it as a portakabin, thitoeshould expect a strongly-worded
letter from the company's PR people reminding tlefnthe need for a capital “P,” if
indeed it was one of their products.

Judith Lynne ZaichkowsKY, Professor of Marketing and Communications at
Copenhagen Business School, says: “A brand thatswanbe perceived as innovative
would never use grey and orange to identify itSEffese colors are mundane and cheap.
She says color should be congruent throughout hel itdentity and marketing mix
variables: “Color combinations are superior to Engplors for brand identification. No
more than three colors, and two dominant colorste®t, otherwise no distinction is
created. Furthermore, the protection of color caorations in the courtroom is much
easieer than protection of a single color.” She aays that a brand that wants to be

% Knapp, op.cit...

'S, Ward, L. Larry, J. GoldstindVhat high-tech managers need to know about brands, Harvard Business
Review, No. July-August, 1999.

12 7aichowsky, J.L. Strategies for distinctive brands, The Journal of Brand Management, Vol. 17 No.8, 2010.
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perceived as reliable may write their brand name ibold box-like font rather than a
flowing italic script. “The bold would convey strgth, whereas the flowing script may
convey lightness. The vision is the abstract padtthe identity elements are the concrete
parts that are used to tell the consumer what thiedomeans.”

4. PCDL™ MODEL: A CONCEPTUAL MODEL FOR BUILDING BRANDS
THE PCDL MODEL

Models that help us understand our complex workdadways useful. They provide a
way of seeing things and gaining understanding. Géteer ones position decision-makers
to take action, effective action, often in the fadecompetition. Developed in an Indian
context, the PCDL model can be outlined as follows:

1. Positioning the brand:
« features;
e tangible attributes;
« intangible attributes;
e product functions;
*  benefits; and
e operational aspects.
2. Communicating the brand message:
e advertising campaigns;

* themes;
» celebrities;
* events;

* shows; and
e consumer interaction.
3. Deélivering the brand performance:
e product performance;
e service performance;
* customer care;
* customer satisfaction; and
e customer delight.
4. Leveraging the brand equity:
* line extension;
* brand extension;
* ingredient branding;
* co-branding;
* brand alliances; and
e social integration.

Ghodeswar's model is a holistic one. Every linemitsits above a wealth of
experiences and debates. The inclusion of somesitgithin the brand management mix

13 B. M. GhodeswarBuilding brand identity in competitive market: a conceptual model, Journal of Product and
Brand Management, 2008.
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may not suit everyone — celebrity endorsement nwysuit all for example, whereas for
others it is vital. It is also an evidence-based and reflects.

Based on the literature review and case study o¥/BQhe conceptual model for
brand building in competitive markets, known as RQWodel, has been proposed. The
four elements of this model, namely, positioning thrand, communicating the brand
message, delivering the brand performance, anddgirgy the brand equity are discussed
below.

Positioning the brand

Positioning is related with creating the perceptidra brand in the customer's mind
and of achieving differentiation that it standsraf@m competitors' brands/offerings and
that it meets the consumer's needs/expectatiomsidBmarketer's major objective should
be to create the desired perception in the ta@etuamer's mind.

According to Temporaf, the branding focus should be on adding psychcibgialue
to products, services, and companies in the forrmtaingible benefits — the emotional
associations, beliefs, values and feelings thapleerelate to the brand. By strategically
positioning it in the minds of the target audientte company can build a strong identity
or personality for the brand. Additionally an afyilito endow a product, service or
corporation with an emotional significance over amgbve its functional value is a
substantial source of value creation. A succedsfahd aims to develop a high-quality
relationship, in which customers feel a sense ofirm@dment and belonging, even to the
point almost of passidh Emotional associations can strongly distinguish tihend in
customer's mind in comparison to competitors' @ffgs. Branding enables the process of
transforming functional assets into relationshigess.

Communicating the brand message

A brand needs to carve a vision of how that bramalikl be perceived by its target
audience. The brand positioning helps in prioniggihe focus of the brand identity and
resultant communication themes which enable the pemyn to set forth the
communication objectives such as the type of onesage, brand differentiation to be
achieved, and themes that appeal to the targeiroess.

The challenges faced by companies in building saack: to be noticed, to be
remembered, to change perceptions, to reinforégiggs, and to create deep customer
relationship®. Successful brands are built through creative tiéipe of one message in
various types of media. It is necessary to develog implement long-term integrated
communication strategies demonstrating the bravalise to the target customers. The
message should be consistent with the brand val@ad personality and other brand
identity dimensions.

Delivering the brand performance

Companies need to continuously track their brargdsnat the effect of competition,
especially in the face of aggressive competitioneyl should track their progress as to

14 p. TemporalBranding in Asia, John Wiley & Sons, Singapore, 2000.
5. Chernatony, M. McDonaldreating Powerful Brands, 2nd ed., Butterworth-Heinemann, Oxford,1998.
16 D. A. Aaker, E. Joachimsthaler, Brand Leadership, The Free Press, New York, NY, 2000.
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assess how their brands are doing in the marketpked what impact certain market
interventions will have on the brand equity. Pregrean be monitored in terms of: the
level of purchasing, consumption, brand recognjtlanand recall, advertising awareness,
etc.

Brand loyalty represents a favorable attitude tawarbrand resulting in consistent
purchase of the brand over time and it is the texfutonsumers' learning that one brand
can satisfy their neetls Brand loyalty reflects the commitment of a custéorio rebuy the
company's products consistently in future. Customeention can be achieved only
through fostering premium loyalty by establishing emotional as well as a normative
attachment between the brand and the constiin®uch loyal buyers can contribute to the
positive word-of-mouth communication for the brand.

Leveraging the brand equity

Keller'? defined leveraging process as linking the branddme other entity that
creates a new set of associations from the brarttetentity as well as affect existing
brand associations. Companies employ differenttegfi@s in leveraging their brands
namely through line extensions, brand extensiamgedient branding and co-branding,
etc.

In ingredient branding, key attributes of one branel incorporated into another brand as
ingredient is gaining increasing popularity in n&t&k The ingredient branding enhances
the differentiation of the host brand from competitby characterizing the ingredient
attribute in the host brand more specifically. Trasults in establishing brand alliances
between number of firms as they link through thgioducts/services or marketing
activities.

5. DOVE — CASE STUDY

Case study of Unilever brand called Dove brand watertaken to delineate the approach
for brand building. The action points suggestedoulgh case studies reinforced the
proposed PCDL model for brand building.

The principle behind the campaign (which was ld@acin 2004 worlwide) is to
celebrate the natural physical variation embodig@lbwomen and inspire them to have
the confidence to be comfortable with themselve=alBy hasn't got a size. Dove's “Real
Beauty" ad campaign has received praise for buckiegtrend of waif-thin models in
favor of curvy, natural, “real women." Dove hasnsBrmed from a traditional product
label into a brand with a social message that metipt — even passionately so — all
because of a brilliant example of integrative bratiihking underpinned by the
courageous goal to change prevailing conceptiomaitabeauty. It has grown into an
international phenomenon with women of differeaesi shapes and ages appearing in its
Campaign for Real Beauty.

7 Assael, H. (2001)Consumer Behavior and Marketing Action, 6th ed., Thomson Learning, Boston,

185, Gaunaris, V. Stathakopoulos, (2004), "Antectsiand consequences of brand loyalty: an empistcaly”,
Journal of Brand Management, Vol. 11 No.4, 2004.

9 Keller, K.L. (2003b),Srategic Brand Management: Building, Measuring, and Managing Brand Equity, 2nd
ed., Pearson Education, Harlow
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Women were recruited in a number of ways; one wasaached in the street, another
answered an ad which was placed in a local Soutill&o newspaper.

By challenging the accepted industry approach,ianke space of just a few years, Dove
became a brand talked about and written about ¢ftraut the world. The various stages
of change included:

1. the creation of an inspiring vision that unites $ef;

2. the design and implementation of a bold commurdcatistrategy; and

3. the creation and the emergence of a profitabletatipn.

The first step was to clarify the visions and valud the brand built around positive
associations, with the idea that Dove could evoim® a brand that had cultural
significance — in other words its impact on societyuld extend beyond its products. In
the discussions, which followed, the brand teamstnad whom were women) took a
skeptical view of the flawless beauty images usgdother brands in their marketing
communications. They saw an opportunity to takeifeierént route and build a brand
which would not take advantage of women's insegimiit, on the contrary, help to build
their self-esteem. The brand team, suspecting aldaertising images of physically
flawless women actually made women feel less biehutesearched the subject well and
concluded that constant exposure to images of palgiperfect women was indeed liable
to undermine their own self-esteem.

As part of this campaign, in 2006, Dove started Breve Self-Esteem Fund that
claims to change the Western concept of beauty fubina-thin models with perfect
features to making every girl (and woman) feel pesiabout her looks, no matter what
they are. In an effort to promote the Fund, Dovdeoed a series of highly-successful
online-based short films promoting the self-esteemcept.

The research included consulting with psychothstaBusi Orbach, a Professor at the
London School of Economics, who has made a studwashen's relationships to their

body since the 1970s. Dove then proposed its ovatpetheory, which has since been
adopted as the vision that guides the brand andaimpany's whole operation.

One of the key aims of the internal marketing caigypavas to make sure that all
parties involved were fully committed to the newsimess concept. Most importantly, it
was paramount to stress that this was not jushdividual campaign, but a whole new
way of doing business.

The women who appeared in Dove's advertising werebé ordinary women,
represented realistically — editing and airbrushives strictly forbidden. Until then the
company had used professional models so its brangnzinications did not really differ
very much from its competitors.

The campaign was shot by the British portrait/fashphotographer Rankin who has made
a career out of subverting fashion photographywshd has also produced several books
featuring ordinary-looking people.

Ogilvy's London office chose Rankin because hedsriout the character and personality
of his subjects and he likes working with non-pssfenal models. Dove wanted to

celebrate women by using a photographer who alsotstsupermodels, giving them the

same star treatment. Rankin shot the follow up @gmpfor Dove as well. So radical was

the departure from industry conventions that, rat,fimost product managers in countries
other than the UK, Germany and Holland were rehicta use the campaign materials.

But bravery paid off and the campaign attractedmoos worldwide attention.
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Dove brand was associated with beauty which lookgomen body with no size, all the
woman looked happy.

6. DISCUSSION

The suggested PCDL model can serve as a guidelimeanhagers and executives in
building identity of their brands in their targetirkets. As competition gets more intense,
managers face challenges to adjust their brands wlianged expectations of their
customers. Among different alternatives that arailaigle to managers, positioning their
brands on the attributes that happen to be theommast priorities can help in building
superiority of their brands in the minds of theiistomers. Such attribute positioning or
benefit positioning can enable companies to leveragrrent resources to the extent
possible. If existing product configuration/progasi becomes obsolete, the brand has to
move to higher or expected levels of performanceghits to sustain itself in dynamic
markets.

7. CONCLUSION

Paper discusses the PCDL model for building brayatsed on the literature review
and Dove case study. Consistency of integrated aamuations and message along the
brand identity and case study of Dove dimensiorgetad towards customers is critical to
the success of brand-building efforts by deliveragonsistent, self-reinforcing brand
image. Companies need to ensure that the brandngstaong even during difficult times
and offers uniqueness that is consistent with thad promise. The four stages suggested
in PCDL model namely, positioning the brand, comioating the brand message,
delivering the brand performance, and leveragimghttand equity can enable companies
to build strong brands.
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3AJTAYHBIN TMTOIXO0/ K TIPOBJIEME
®OPMUPOBAHUS IPODPECCHOHAIBHBIX
KOMITETEHTHOCTE B IMPOLIECCE OBYUYEHMUSI

APPROACH TO PROBLEM OF FORMING OF PROFESSIONAL
COMPETENCE IN THE LEANING PROCESS

In the article a competence is examined as capaaifi subject for the decision of class
of tasks; readiness - as the psychological statendi¥idual; nesrensroctras ability is
determined by not only the state of individual @iso presence for him of necessary
psychological resources or level of psychologicquipped. The model of forming of
competence is worked out. At such approach eveigestt gets possibility to realize itself
as a subject of the vocational training and owrigasional development.

Wnen KOMIIETEHTHOCTHOTO TMOJXOJa OOCYXXIAIOTCS YXKE JOBOJBHO JOIT0 — IO
KpaifHel Mepe MOCICeIHUE NECSTh JIET, OJHAKO MX pealiu3allysi OCTaeTcs KpaiHe ciaboil.
Tax, ujest KOMIETEHTHOCTH ObLIa 3aJI0’KCHA yKE B KOHIICIIIHIO IIKOJLHOIO 00pa30BaHus,
OJIHAKO JTO TMpPAKTUYECKHM HE TMOBIUIO HA INPOLECC M pe3yibTaThl MIKOJILHOI'O
oOpa3zoBanus. [IpuunHa TakOW CHTYyalMM 3aKIOYAeTCs, C HAIICH TOYKH 3PCHHS, B TOM,
YTO mejaroruka (M Hayka, W NPAKTHKa) B OCHOBHOM IMBITAETCS aCCUMHJIMPOBATH UJICH
KOMIIETEHTHOCTHOTO TIOAXOJa M TPEICTaBUTh WX KAaK PAa3HOBHUAHOCTH TPAIUIIMOHHOM
MeIaTrOTUKH. DTO TIPUBENO K TOMY, YTO KOMIIETEHTHOCTHBIN TIOAX0/] KaK 00pazoBaTeIbHAs
WHHOBAITHS ITPOCTO HE PadOTaeT — MHHOBAIUS HE OCYIIECTBISCTCS.

Jtst Toro 9T0OBI OCYIIECTBISUICS WHHOBAIIMOHHBIN MPOIIECC MBI JOJDKHBI HE TOJHKO
MOHUMATh HEKWH Ha0Op MHHOBALIMOHHBIX HIEH, HO W MPHHATH KakK (DaKT TO, YTO OHH
MPOTHBOTIOIOXHEI W TIPOTUBOCTOAT TPEXKHEH CIOKMBIICHCS TEOPUH W TIPAKTHKE.
ITosTOMY KOHEUHas e TAHHOW CTAThH 3aKJII0YACTCS B TOM, YTOOBI II0KA3aTh, YTO B CBOEM
TICUXOJIOTUUECKOM COZEPKaHUU KOMIIETEHTHOCTHBIM TOAXO0J HE JIOTOJHAET WK YJIydllaeT
CJIOXKMBLIYIOCS TIEIarOTMYECKYIO TIPAKTUKY, a MPEIoJaraeT ee KapAMHAIbHOE H3MEHEHHUE.

B KOMNETEHTHOCTHOM MOJXOJE KIIIOUEBBIMHU SBJISIOTCS TOHSATUSL «KOMIIETEHLIMS»
U «KOMIIETCHTHOCTH». B Hacrosimee BpeMs CYIIECTBYeT OOIIUpHAs JIMTEpaTypa,
MOCBAIICHHAS WX aHAJIW3y, MOATOMY s Ha 3TOM OCTAHABIMBATHCS HE OYIy M TOJBKO
yKaXy, YTO B JajJbHEHmeM OyAy WCHONB30BaTh JTH IIOHATUS B JOCTAaTOYHO
PaCIpPOCTPAHEHHOM TOJKOBAHWH (XOTS M MOHMMAI0, YTO CYMIECTBYIOT W JPYTHE, TaK XKe
obocHoBaHHBIC TPAKTOBKH). C HAIICH TOYKH 3PCHUS TIOHATHE «KOMITCTCHITHUY» OTPaXKaeT
M0 TPEUMYIIECTBY COLHANBHYIO CTOPOHY AEATENbHOCTH CyOBeKTa W (PUKCHpYeT Kpyr
H3BHe 3aJaHHBIX W NpPeANUCAHHBIX HeJell M cnoco0oB JeATenbHOCTH. Tak B

 Jurij Szwalb, D.Sc.,Ph.D., Professor at Departnaér@ocial Works at Taras Shevchenko National Ussitgr
of Kyiv, Ukraine
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npodeccnoHaIbHOM e TETBHOCTH KOMIICTEeHIIHS cyObeKTa oTIpeesaeTcs
JIOJDKHOCTHBIMH ~ OOSI3aHHOCTSIMH M JTOJDKHOCTHOW WHCTPYKIMEH, a B CHCTEME
oOpa3zoBaHusl — IEMSIMHU Y4eOHOH NeATENhbHOCTH CYObeKTa 00pa3oBaHUS W YUSOHBIM
mwaHoM. TakuM 00pa3oM, KOMIIETEHIHS OTPaXKaeT IENEeBYI0 CTOPOHY COLHMAIBHOM
NCSATENBHOCTH CyOBeKTa, Jenas ee¢ Ooyiee ONpEACICHHOW U, B TO JKE BpeMs,
orpanndeHHONH. C 3TOH TOYKM 3PEHUS IICHUXOJIOTUYCCKUAM COJACPKAHHEM TOHSITHS
KOMIICTCHIIMY CTAHOBSITCS:

*  NpomecCHI NPHHSITHS CYyOHEKTOM H3BHE 31aHHBIX HeJIeii,

* mpomecchl TpaHchopMANMU W3BHE 3aJaHHBIX IleJieil B HedIH H 33724

cOoOCTBeHHOI1 1eATeJbLHOCTH,

* mpomecchl caMoompeseJeHHsl CYObeKTa MO0 OTHOLIEHMI0 K 3aJaHHBIM IeJasM

JIeATeJbHOCTH.

[loHATHE <«KOMIIETEHTHOCTH» OTPa)KaeT BHYTPEHHIOIO CTOPOHY JESITEIHHOCTH
CcyOBeKTa 1Mo peajm3aluyd TeX IIeNieil, KOTOphle 3aJaHbl B MOHATHH KOMIICTCHIINH.
[TosTomy Hamboree 060CHOBAHHBIM MOHATHEM KOMIIETEHTHOCTH HaM TIPENCTABIICTCS €€
OIpEICIICHUE KaK CIIOCOOHOCTH CYObeKTa K PelleHHI0 KJIacca 3a/1a4.

DTo ompeneicHUe KOMIIETCHTHOCTH BBIBOJUT HAC B TPU BO3MOXKHBIC IDIOCKOCTH
aHalu3a. MepBas YacTh OMPECIICHHUSI — CIIOCOOHOCTh CYyOBEKTa — SIBJISACTCS COOCTBEHHO
MICUXOJIOTMYECKON XapaKTCPUCTUKOW KOMICTCHTHOCTH; BTOPas YacTh OIPCICICHHUS —
pellieHre 3a/1a4 — BBIBOJUT HA MPAKCEOJOTMYECKYIO (IeATeTbHOCTHYIO) COCTABIISIOIIUE;
TPEThsl YacTh OMNPEICICHUS — KIACC 3aJady — BBIBOJUT HA KYJIBTYPOJIOTHUCCKYIO
COCTaBIISIOMIYIO.

B cooTBeTCTBHE € TEMOH, 51 OCTAHOBJIIOCH HA NIEPBOM U3 YKa3aHHBIX COCTABIISAIOLIUX.

[TorsTHe CcHOCOOHOCTH SBISIETCS OJHUM W3 HamOoJee CIOXKHBIX W, K COXAJICHHIO,
MaJio pa3paboTaHHBIX B TICHXOJIOTHH. TpaguIInOHHOE TOHUMAaHHE CIIOCOOHOCTH KakK TOTO,
YTO JaeT OJHOMY MHIWBUAY NMPEHMYIIECTBO B JACSITEIHHOCTH II0 OTHOIICHHUIO K IPYTOMY
WHIUBUAY MPH TPOYMX PABHBIX YCJIOBHSAX, B TOM WYHCIE, NPH PABHOM YpPOBHE
obyuennoctu (mo onpeaeneHuo b.M.TeruioBa), Majio 4ToO AaeT Ui 00CYXKICHUS HAIIETO
BOIIPOCA, IOTOMY YTO PEUb UJIET UMCHHO 00 00yYCHUH.

OnmHa W3 TpPyHHOCTEH TpPU aHajdW3€¢ TMOHATHUSA CHOCOOHOCTH CBsS3aHAa C
JIBYCMBICIICHHOCTBIO CaMOTO TEPMHHA B PYCCKOM S3bIKC. YKPAWHCKHU SI3BIK B 3TOM
OTHOILICHUM 00JI€e TOYHBIH U B HEM YCTKO PA3IMYAIOTCSA MOHATHS <GIIOHICTH», Kak
COBOKYITHOCTh ~HEKOTOPBIX BPOXKICHHBIX XapaKTEPHCTHK dYeloBeka (COOCTBEHHO
«CIOCOOHOCTH») W <GIATHICTH», KaK COBOKYIIHOCTh IIPUOOPETEHHBIX B MPOLECCE
o0y4eHHs ¥ JAEATENBHOCTH JMYHOCTHBIX BO3MOXHOCTEH. bmpkalimnMm moHATHEM B
PYCCKOM  s3BIKE  SIBISIETCS  TMOHATHE  «IESTEIBHOCTHAs — CIHOCOOHOCTH»  (MHOTZIA
YIIOTPEONAETCS TEPMUH «OCIIOCOOIEHHOCTH»). OUEBHIHO, YTO 110 OTHOIIEHHIO K
npobieMe KOMIETEHTHOCTH MBI IMEEM JeJI0 IMEHHO CO BTOPBIM TOJIKOBAaHHEM, TO €CTh C
KaTeropUeH «3AaTHICTh» WITH <«JIEATSIILHOCTHON CIIOCOOHOCTH.

B oTecuecTBeHHOW HAY4HOI TUTEpaType TaKOEe NOHUMAHHUE CHOCOOHOCTH Yalle BCETO
PACKpBIBACTCS 4epe3 MOHITHE «TOTOBHOCTH» K JCATEIBHOCTH, KOTOPOE B CBOK OYepelb
mupdepeHupyeTcs Ha  CIMYHOCTHYIO»,  ICHXOJOTHYCCKYHO»,  WICUXO(PH3HOIO-
THYCCKYIO» H T.J. B 1r000M ciiyuyac MOHATHE TOTOBHOCTH (PUKCHPYET HEKOTOPOE

2 TIcHXONOrMYECKHEe MEXAaHM3MbI MPHHSTHS yU4eOHBIX Ieieil M 3agad JOCTATOYHO XOPOIIO HCCIIEHOBAHBI
u onucansl B paborax I'.A.bamna, B.T.[JlopoxuHoii, B.B.Penkuna, E.J1.Mambuna, }0.M.11IBan6a u ap.
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COCTOSIHME WHIMBHAA, KOTOPOEC Ha OOBIACHHOM YPOBHE OCO3HACTCsA Kak. «S Oymy 31O
nenaTth». [IpudeM, NPUHIMIHAILHO BaKHO TO, YTO HAIe CYOBEKTHBHOE <OYmy», XOTS
1 CBSI3aHO, HO HC COBIIAJACT C HAIIMM CYOBEKTHBHBIM «MOTY» — &MOrY, HO HE Oymy»,
«Oymy, XOTb M HE MOTY», SIBIITIOTCSI HE MEHEE PacCIpOCTPaHECHHBIMU (DEHOMEHAMHM HAIIICH
KHU3HU, YEM «MOTY H OyIy».

B 1CHXOMOrMYECKHX WCCIICJOBAHUSIX HAJMYUE 3TOrO paspbiBa U MPOTUBOPEUHS
MBITAIOTCS HE 3aMeyaTh U MOATOMY 0a30BYHO CTPYKTYPY TOTOBHOCTH OINKCBHIBAIOT 4Yepe3
TPEXKOMIIOHEHTHYIO MOJIe]b, KOTOpas BKJIIOYA€T MOTHBAI[MOHHBINA, KOTHUTHUBHBIH
U OTEepalMOHATIbHBIN (KOHATUBHBIN) Oi0ku. Takoe ympoinenue (peayKiust) sBISETCS,
0e3yCIIOBHO, OYCHb yIOOHBIM, HO JAJIEKO He Bcerda 3(pQEeKTHBHBIM METOIOM HAay4HOTO
aHamu3a. B 9acTHOCTH, MMEHHO TaKOH IOAXOA IO3BOJIIET B ICHAroruke mpoodiemy
KOMIIETCHTHOCTH «CBEPHYTH» B IPHBBIYHOC TPAAWIIMOHHOC PYyCIO MEepeaadd 3HAHUM,
YMEHHH W HABBIKOB — «KOTHHTHBHYIO M OICPAI[HOHAIBGHYIO CTOPOHBI MbI (hOPMHPOBATH
MOJKEM, & MOTHBAIIMOHHAS KaK-HUOYIb CJOXKHUTCS cama.

ITosToMy, MBI CYMTAaEeM, YTO TOTOBHOCTH HAI0 PACCMATPHUBATh TOJIBKO KaK OMIHY
CTOPOHY CHOCOOHOCTH, a HMEHHO KAK TICHXOJOTHYECKOe COCTOSTHHE WHIHBH/A.
T'OTOBHOCTH Kak ICHUXOJIOTUYECKOC COCTOSHUC HWHAWBUIA OIPEICNSICTCS HE TOJBKO
HAJIMYAEM COOTBETCTBYIOIIMX MOTHBOB, HO U OCOOBIM 3MOIIMOHAJBHBEIM OTHOIICHHEM
K OPEACTOSIIIEH NEesITeIbHOCTH. DTO OTHOIICHUE 3aWHTCPCCOBAHHOCTH B IMPEACTOSIICH
JIeIATEIbHOCTH W TPUBIICKATENLHOCTH ee mnpeamera. OMHAKO, MOMJIMHHAS TOTOBHOCTH
OpeJoiaraeT HaJWu4due eIle OIHOTO ICUXOJOTHYECKOr0 KOMIIOHCHTA — BOJICHUS.
Ilpuuem, 31eCh pedb HACT HE O MPOM3BOIILHOCTH KaK TAKOBOH, a HMCHHO O BOJIC Kak
0Cc000#l TICHXOJIOTHYECKON KATerOpHM, O BOJEC KaK CIOCOOHOCTH pa3BEepPTHIBATD H
MOICP/KUBATh IEATCIBHOCTh, HECMOTpPS Ha TPErpamsl W MPEHSTCTBUS KOTOPHIC MOTYT
BO3HUKHYTH (M BO3HHUKAIOT) HAa 3TOM IIyTH.

TakuMm 00pazoMm, JAeATEIBHOCTHAS CIOCOOHOCTh, <BIATHICTH», KaK COCTOSHHE
MCUXOJOTHYECKOW  TOTOBHOCTH  CyOBEKTAa K  ONPEAOCICHHON  JICATEIbHOCTH
XapaKTEepU3yeTCsl TUIIOM MOTHBAIMH, CTENCHBIO IMOIMOHAIBLHON MPUBICKATEIbHOCTH
IpeJMeTa IeATSILHOCTH U BOJICBOW HACTPOSHHOCTH HAa BEHIMIOJIHCHUE JCSITEIBHOCTH.

B To e BpeMs, IeATCIBHOCTHASL CIIOCOOHOCTh OMPENCIISICTCS. HE TOJNBKO COCTOSTHHEM
WHMBHJA, HO M HAIHYHEM Y HEr0 HEOOXOJMMBIX TICUXOJIOTHYECKUX PECYPCOB WU
YPOBHEM TMCHXOJIOTHYECKON OCHAIEHHOCTH. [IPUHIMIHAIBLHO BaXHBIM SIBISIETCS TO,
MICUXOJOTHYECKUM PECYPCOM KaK TAKOBBIM SIBJISIFOTCS TOJIBKO OIPEICICHHBIC KadyecTBa
MICUXOJOTMYECKUX MPOLECCOB M (YHKIMIH, B TOM YHCJIC W KadeCTB CaMOil JMYHOCTH, a
pa3IMnYHbIC 3HAHWSA M YMCHHS TAaKOBBIMH HE SBJISIOTCS. IIpH 3TOM HAI0 yYHTHIBATH, YTO
peCypcoM SBJISIETCS. HE MPOCTO TO WM Ka4eCTBO, a KadeCTBEHHAS OIPEACIICHHOCTD
nporiecca wik (yHKIIMH, COOTHECEHHAS C IEIbI0 U YCIOBUSAMHE ACSTEIbHOCTH. [IoaTOMY,
KOHKPETHOE ONKMCaHHEe HaOOpa IICHXOJIOTHYCCKUX (GYHKIHHA HM HMX KAuyeCTBEHHOE
OMpeNieIICHUE KaK IICHTPaJbHOTO KOMIIOHCHTAa KOMIICTCHTHOCTH, BO3MOXKHO TOJIEKO IMPH
OIpENICIICHUH KJIacca 3ajiad, MPEICTOSANINX CYOBEKTY ACATEIBHOCTH.

OpHako B 00mEM BHJC MOXHO YTBEpXKIATh, YTO CYIICCTBYeT TpH THIIA
MCUXOJIOTHYECKUX  (DYHKIUH, KOTOPBIE COCTABISIIOT — OOSI3aTENIbHBI ~ KOMIIOHEHT
MICUXOJIOTMYECKOW OCHAIIICHHOCTH MO OTHOIICHHUIO K JH0O0H JesTeNbHOCTH. Bo-nepBsix,
9TO BBICHINE IICUXOJIOTUYCCKUE (PYHKIUHU, 00CCIICUNBAIOIINEC OPTaHU3AIMIO H YIIPABJICHUC
OpOIIECCOM  AEATENbHOCTH. K~ HHM ~ OTHOCATCS  NPOIECCH  ILIEJICroJaraHus,
POTPAaMMHUPOBAHKS U IJIAHUPOBAHUS, KOHTPOJIS, OLECHKH U pediiekcuu. Bo-BTOPBIX, 3TO
BBICIIIME MCHXWUYECKHE (YHKIHMH, OOCCICUMBAIOIINE HEMOCPEACTBCHHOS BOCIPHUATHE



108 J. Szwalb

MaTepuana, rnepepadoTky WHGPOpManuu M 00O0OIIeHHE PE3yJbTaTOB JEATEIHHOCTH. B-
TPETbHUX, 3TO TaKHe CBOWCTBA JIMYHOCTH, KOTOPHIC CBSI3aHbI HE C BPOXKICHHBIMH
0COOEHHOCTSIMHU, 8 CHOPMUPOBAHHBIMHU B TPEIBIAYILEM KU3HEHHOM OIBITE YCTOHIMBBIMU
crmoco0aMu eATENFHOCTH (THMA: BHUMATENBHOCTh, YCHAYMBOCTH M T.I.), TO €CTh TE
CBOWCTBA, KOTOPBIC MOTYT (DOPMUPOBATHCS M U3MCHATHCS B MPOLIECCE OOYUCHHUS.

Takum o00pa3oM, NCHXOJOTHYECKas MOJCIb JCSITEIBPHOCTHON CIOCOOHOCTH Kak
KJIFOYEBOTO KOMIIOHEHTa KOMIIETEHTHOCTH, COAEPKHUT JBE MOJCUCTEMBI (MOJACTPYKTYPHI)
— MCHUXOJIOTHYECKAsi TOTOBHOCTh M MCHXOJOTHYECKAst OCHAIIIEHHOCTh (OCIOCOOIEHHOCTS),
Ka)ast U3 KOTOPBIX COCTOUT U3 TPEX CTPYKTYPHBIX KOMIIOHEHTOB (CM. puc.l).

JesiTreiIbHOCTHAS
CIOCOOHOCTH
A 4 v
Ocnoco0JICHHOCTh Kak
T'0TOBHOCTE KaK COCTOSIHHE IICUXO0JIOTHYECCKas
OCHAIlICHHOCTDb
A A 4 A
lcuxon -1 [cuxuueckue [cuxonoruyeck
ToTuBamus MOLIMOHAJTH 0JIeEBOE praHuzaiiy u 'YHKITHH U € KauecTBa
oe anpsHKEHUE IpaBJICHUS A-TH: poueCChl: HIWBHJA KaK
THOLICHHE enerosaratue; OCIIpUSTHE, yObeKTa A-TH
porpaMMHUpPOBaHU epepaboTka
U IJIaHUPOBAHHE; HopMarLmH,
OHTPOJIb U BobreHne
eHKa; peduiekcus

Puc. 1. Monenb CUXOJOTHIECKON CTPYKTYPHI NeATEIHHOCTHON CITOCOOHOCTH
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Temepr  HEOOXOOMMO  OCTAaHOBHUTBCA  Ha  BONpPOCE O  BO3MOXKHOCTH
passutust//HGOPMHUPOBAHUS EATEIHHOCTHBIX CIIOCOOHOCTEH WM, YTO TO JKE Camoe,
dbopMupoBaHUE TICHXOJOTHYSCKOM COCTABJIAIONICH KOMIIETEHTHOCTH. JlocTaTodHO
OYEBHU/IHO, YTO YaCTh CTPYKTYPHBIX KOMIIOHEHTOB CHOCOOHOCTEH BOOOIIE HE MOIIAcTCS
npsMOMY (OPMHUPOBaHHIO, 4 YacTh HE MOXET OBITh CPOPMHPOBAHA TPATUIIMOHHBIMH
MeToAaMu  megaroruku. OJHAKO  HEBO3MOXKHOCTh  MPSIMOTO  IMEJarorHYecKOro
(hopMUpOBaHUS OTHCIBHBIX CTPYKTYPHBIX KOMITIOHGHTOB CIOCOOHOCTCH HE O3HAYacT
MPUHIUITHATEHON HEBO3MOXHOCTH ()OPMHUPOBAHUS KOMIICTCHTHOCTEH.

Jemo B TOM, YTO KOMIICTCHTHOCTHBIH MOX0A (OPMYITHpPYeT TPEOOBaHHS TOJBKO
K pe3y/ibTaTy OOydYeHHs B BHJIC 3aJaHusi Ha (OPMHUPOBAHHE CHOCOOHOCTH JIMYHOCTH
K PELICHUIO OTPEACICHHBIX IPAKTUIECKUX, B TOM YHCIIE U MPO(PECCHOHAIBHBIX 3a1ad, HO
B HEM HET HHKAaKMX VyKa3aHWA OTHOCHUTEIHHO CIIOCOOOB peIIeHHus 3TOH 3amadq.
VYcTosBIIasACS TpakTHKa ITOATOTOBKH CIENHAIMCTOB OPHEHTHPOBAHA HA TPAHCISIIUIO
HAayYHBIX 3HAHUH W HMX YCBOCHHE KaK KOHEYHYIO IIeNib oOydeHus. Takod IMoaxon
OTHpaeTcsi Ha MPEICTaBICHHE O TOM, YTO OOJBIIMHCTBO BHIOB NPO(ECCHOHATEHON
JIEATEIbHOCTH MMEIOT CHCTeMY 0a30BbIX TEOPETHYECKUX Mojesell (MOHSATHH), KOTOpbIE
SIBIISTIOTCSI OCHOBAHUEM JUTS Pa3BepPTHIBAHHS COOTBETCTBYIOIIMX MpakTHK. Ho mpoGiema
COCTOHT B TOM, YTO TEOPETUYECKOC MOHSATUE HE MOXKET OBITh MPSAMO U HEIOCPEICTBEHHO
Pa3BEPHYTO B MPAKTUYECCKYIO JEATCIBHOCTh, a IOTOMY BO3HHKAaET HEOOXOAMMOCTH
B aKTyaJIM3allMd  MPOMEKYTOYHOTO, OIOCPEAYIONIEr0 3BeHa — MPO(ecCHOHAIBHO
OpPUCHTUPOBAHHON yueOHOU 3anauu. TpaluIlMOHHAS MTEAArOTHKA BBICIICH IIKOJIBI pelraia
3Ty MpoOJIeMy 3a CUET BBEACHUS B CTPYKTYPY YUE€OHOTO IpoIiecca TaKMX BHIOB 3aHITHH,
Kak TMpakThieckue u Jabopatopubie. Ho okaszamock, 49TOo Takoe (QOpMaIbHO-
OpPTraHM3AIIOHHOE PEIICHNE HE JaeT BO3MOXHOCTH (POPMHPOBATH KOMIIETCHTHOCTH, TaK
KaK COAEp)KaTeNlbHOE HAMONHEHHE OJTHX (OPM OCTAIOCh  WIPHUBS3aHHBIM» K
aKaJeMHUYeCKOMY THITy 3HAHHHA W TPAAWIIMOHHOTO METOAa WX TPAaHCIALWH B IIpOIEcCe
0o0y4JeHus.

IIpoBencHHBIN aHATH3 MCUXOJOTHYCCKOTO COACPIKAHMS MOHSATUS KOMIICTCHTHOCTH W
€ro COIOCTAaBJICHUE C COJCPKAHUEM U METOAaMU MPOECCHOHATBHON MOJArOTOBKY B BY3€
MOKA3bIBACT WX CYIIECTBCHHYK) HECOBMECTHMOCTH, T.C. HEBO3MOXKHOCTh peallu3alliu
Uy W MPHUHIUIOB KOMIICTCHTHOCTHOTO MOJXOJa 03 3HAYMTENBHOW TpaHchopMarmu
MENarOrMYeCKUX CPEACTB OpraHM3allid M OCYHIECTBICHHE mpoliecca OOydcHHS
CTYACHTOB. MOXXHO yTBEP)KAATh, UTO PeaM3aNid KOMIIETCHTHOCTHOTO ITOAX0a TpedyeT
pa3paboTKH HOBOW TICUXOJIOTO-TIETarOTHIECKON TEXHOJIOTHH 00Y4YeHHSI, KOTOopast ObL1a ObI
COPHCHTHPOBAHHAS Ha pa3BUTHE MACSTEIBHOCTHBIX CIIOCOOHOCTEH JMYHOCTH Kak
KOHEYHYI0 IIeb  NpO(EeCcCCHOHATHHOH IOATOTOBKH, a HE Ha  TPAHCIIIHIO
npodeccnoHaTbHBIX 3HAHUK ¥ YMEHUH. DTO HE 03HAYAeT, YTO BOOOIIE CHUMAETCS 3aada
TPAHCIAINU 3HAHUKA — UMEETCsl B BHIY, YTO B IpoIecce 00yICHUS AOJDKHA M3MEHSATHCS
MPUOPUTETHOCTH PEIIACMBIX 33]1ay.

Ha naHHBI MOMEHT 51 MOT'Y ONEPETHCS TOJBKO HA COOCTBEHHBIN OMBIT (HOPMUPOBAHHUS
npoQeCCUOHATIBHBIX KOMIIETCHTHOCTEH MNPH TOJTOTOBKE CIECHUAIUCTOB, K COXKAICHUIO,
Y MEHsSI HET COOTBETCTBYIOILIETO OIBITA PA0OTHI B cpenHe 1miKoie. EAMHCTBEHHOE HA YTO
ST MOTY COCJIaThCsl, 3TO HA BEJIMKOJICIHBIC pa3paborku B.P.JnpueHko, KoTOpas, Kak MHE
Ka)XXeTCs, y)KE JaBHO M OYCHB YCIEUIHO (DOPMHUPYET IKOJIOTHYECKYI) KOMIIETCHTHOCTh
y’ke B Ha4aJIbHBIX KJlaccax 001eo0pa3oBaTeIbHOM MTKOJIBI.

IIpu dopmupoBanny npohecCHOHATBHBIX KOMIIETEHTHOCTEH MBI HCXOAWIH U3 BYX
TPEIoNoKeHNH. Bo-TIepBhIX, 3TOT mpomecc MOKEH pPa3BepTHIBATHCS IIOJTAITHO H
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o0ecrieunBaTh HEMPEPBHIBHOCTh MEPEXoAa OT y4eOHOW MAeATENFHOCTH, KOTOPOH YiKe

BJaJeeT CTYACHT, K y4eOHO-Ipo(heCCHOHAIBHOM, KaK OCHOBHOMY THITY IESTEIHHOCTH

B IIpOIIeCCe MOATOTOBKH, W OT Hee K NMPO(EeCcCHOHATBHON MEeSATeTHHOCTH, KaK O0ImeMy

pe3ynpTaTy mpormecca o0ydeHus. Bo-BTOPHIX, HCXOOS W3 TOTO, YTO BTOPBIM KITFOYEBBIM

KOMIIOHEHTOM KOMIICTEHTHOCTH SBJISIETCS HOHITHE <3ajaya», TO MpH pa3padoTke

yu4eOHON TEXHOJIOTMH MBI OIHMpaliCh Ha TEOPHI0 Y4eOHBIX 3a7ad, pa3paboTaHHYIO

B.B.PenkunuM B pamkax Teopun yueOHo#t gestensHocti (Y) B.B.JlaBeimoBa —

J.b.OnbkonnHa. 3amauHelii moaxox Obul pa3pabOTaH B paMKax JesTEIbHOCTHOM

napagirmbl B IICUXOJIOTHH, I/Ie YTBEPIKAAETCS, YTO 3a7a4a sBIseTCs BeAyLIed CHCTEMHON

CJIMHMLCH OpraHu3alliM KOHKPETHOTO aKTa M NPAKTHYECKOH, M I03HaBaTEIbHOU

JIesITeNbHOCTH CcyOBexTa. I TCHXOJOTMHM 3ajada, Kak [elb [eSTeIbHOCTH B

OTIPEeNICNIEHHBIX CYOBEKTOM YCIIOBHAX, OOBEAMHAET B ILEIOCTHYIO CHCTEMY. IJIMYHBIC

MOTHBBI TIO3HABAaTENFHOW WM IPAKTUYECKOH aKTUBHOCTH, HHTEIUIEKTYaJIbHYIO

CHOCOOHOCTH K aHANM3Y CUTYAIlMH U ONPEAeIICHHI0O KOHKPETHBIX YCIOBHU NESTEIHLHOCTH;

WHTEHIINH JIHYHOCTA M CIIOCOOHOCTH K OCO3HAHHIO IpEeAMEeTa M CPEACTB ACATEIFHOCTH.

OnHako TakoW, CyOBEKTHBIH, MOJX0] NMPUHIMIHAIGHO HE COBIAAACT C TPAAUIMOHHBIM

NeJarorvdyeckuM B3MUISIIOM HA TOHATHE 33/1a4d W NOTOMY HE Halled MOAJCPXKKH B

cucreMe o00pa3oBaHus. EJNUHCTBEHHOE WCKIIIOUEHHE IIPEICTaBIISIET OYEHb yJayHas

cucreMa «Pa3BuBaromiero o0y4eHus», KOTopasi IOCTPOEHa Ha YK€ YHOMSHYTOH Teopun
yueOHON JEesATEIbHOCTH, HO, K COXKAJICHHWIO, aKTHBHO BHEIPSAETCS TOJBKO Ha YpPOBHE

HAYaITBHON IIKOJIBI.

B.B.Penkun pa3paboTasl MOJIeJIb CTAHOBJICHHS TICUXOJIOTHIECKOH CTPpYKTyphl Y /1, e
YKa3pIBa€TCsl, HAa HAJIWYHE dYeThIpeX OOsS3aTeNbHBIX 53TaloB, CHCTEMOOOPAa3yIOIIUM
MPHU3HAKOM KOTOPBIX SIBIIICTCS] THI PEIIaeMON 3aJadun: MpaKTH4ecKas 3ajada — yaeOHo-
MpakTHdeckass — ydyeOHas — ydOeHo-TeopeTHdecKas 3ajada. YdUeOHble JEeHCTBUSA
(nenemonaranye,  aHanM3,  MOJEJIMPOBaHWE, KOHTPOIb,  OIICHKA), a  TaKKke
TICHXOJIOTHYECKHE KOHCTPYKTHI (MOTHBALMsI, MBIIUICHHC W peIIeKCHs) BKIIOYCHBI B
MPOIIECCH] PELLICHN 3ajay, @ UX KaueCTBEHHAs! XapaKTEPUCTUKA 3aBUCUT OT BO3MOXKHOCTH
MOCJE0BATEILHOTO Iepexoja OT PELIeHUs OAHOTO THMA 3ajadd K Apyromy. AHanu3
MHOTOYMCJIEHHBIX, B TOM 4YHCJIE€ M HallMX, OKCICPUMEHTAJbHBIX HCCIEeI0BAHUN
MOKAa3bIBACT, YTO LENOCTHBIN akT Y/ B C:KaTOM U CBEPHYTOM BHJE BOCHPOH3BOIUT BCIO
YKa3aHHYIO ITI0CIIEJIOBATEIbHOCTh PEIIaeMbIX 33jad, TO €CTh OCYLIECTBISIETCS B (hopme
3aaqyHol TeTpakTuabl YJ[. DTo oO3HayaeT, YTO NpHU MEepPeBOJie KOMIETEHTHOCTHOTO
noaxoma B 00pa3oBaTenbHYHO —(IICHXOJIOTO-TICIarOTHUecKyi0) TEXHOJOTHIO, OOIIeH
METOAMKOH OOY4YeHHS CTaHOBHUTCS METOAWKA pPa3BEPTHIBAHUS IIOCICAOBATEILHOCTH
y4eOHBIX 3aJad, a chenupuKa pa3BEepTHIBAHMSA 3aaYdl KaXKIAOTO THIA CTAHOBUTCS
COZIEpKAHWEM YACTHBIX METOAWK. YKa3aHHbIC METOAWKH (TEXHOJOTHH) NOJIKHBI CTaTh
OCHOBHBIM TIPEIMETOM NMPO(HECCHOHATHHON ITOATOTOBKH CTYICHTOB.

Hcxonst n3 yka3aHHBIX TEOPETHYECKHX COOOpakeHMH HamHu Obula paspaboraHa
MoJieTb (OPMHUPOBAHUS KOMIIETCHTHOCTH COCTOSIAsh M3 BOCBMH IOCIIEAOBATEIBHBIX
9TAIOB, HA KaXKI0M U3 KOTOPBIX pelaercs crenuduieckas 3amada;

1. Axryanusauusi cepbl )KU3HEHHOTO ONBITA, BHYTPH KOTOPOTO CYIIECTBYET JAaHHBIH
KJacC 3aJad — I[OCTAHOBKA M PpEIIEHHE KOHKPETHON €AMHUYHOI MpaKTHUECKOH
3a1aun (MpakTUUecKas 3a1ava);

2. JlemoHcTpauusi pa3HOOOpa3Hss BO3MOXHBIX CIIOCOOOB pEIICHHS MPAKTUYECKON
3aJa4d — IMOCTAHOBKA W pEIICHWE 3aJayd Ha BBIABICHHE pasnnuuii (yueGHO-
NpaKTHYECKAs 3a/]a4a);
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3. CpaBHeHHE BO3MOXHBIX CIOCOOOB JEHCTBUSI — IIOCTAHOBKA M PELICHHE 3a1adyl Ha
0600menne (yueOHas 3a1a4a);

4. Ananmu3 mpeaMmera JOEHCTBUS KaK CaMOCTOSITENIBHOTO (PEHOMEHAa — IOCTaHOBKA H
pellieHre 3a/1a4i Ha TIOCTPOCHKE TCOPHH TIpeaMeTa (TeopeTrdecKas 3amada)

5. Akryanusaius conuanbHO//mpodeccuoHanbHON MPAKTHKY, T PELIAETCs TAKOM ke

KIacc 3a1a4 — IMOCTAaHOBKA M pElIeHHE 33Jaud  Ha TNPO(PECCHOHATBHYIO
onpeneneHHocTr//cnenuduKy mpakTHIeckoi 3amaun  (yueOHO-IpOodecCHOHANBHASL
3aja4a);

6. Jlemonctpamusi 00pa3ioB MpPo(eCCHOHATBHBIX CIHOCOOOB PELICHHS MPAKTUYECKON
3a3Jaud — [OCTAHOBKA W pELICHHE 3aJa4d Ha OCBOEHHE NPOQPECCHOHATBHBIX
CIOCOOOB  pEelIeHHMs NpaKTHYECKOM 3amaud  (mpodeccCHOHANbHO-TPAKTHYECKAs
3aJaya);

7. Awnamu3 npuurH 5(GeKTHBHOCTH//HEIDDEKTUBHOCTH COOCTBEHHBIX IPOPECCHO-
HaJbHBIX JIEHCTBUI — ITOCTAHOBKA M PEIICHHE 3a/ladd HA BBISIBICHHE COOCTBEHHBIX
pecypcoB 1 orpanndeHui (mpodeccroHanbHO-pedIeKCHBHAS 3a1a4a);

8. Akryanuzanus omnbITa pa3BUTHs NPO(ECCHOHAIBHBIX CIIOCOOHOCTEH — MOCTAHOBKA 1
pelieHre 3aja4u Ha pa3pabOTKy IMPOrpaMMbl COOCTBEHHOTO IMPOQECCHOHAIBHOTO
pasBuTHs (3a1a4a Ha OPOHECCHOTEHE3).

Takass mocienoBaTeJLHOCT IO3BOJIIET pa3BoOpayMBaTh Hpouecc (GOpMHUPOBAHMS
KOMIICTEHTHOCTH Ha KaXIOM Yy4eOHOM IpeaMeTe M JaXe M0 KaKXIoMy ydeOHOMY
MOJyJI0. B ncuxonornyeckoM ruiaHe 4pe3BbUaiiHO BaXKHBIM SIBJISIETCS TO, YTO IPH TaKOM
MOAXOAE KaXIblii CTYyJCHT MOIy4aeT BO3MOXKHOCTh pEan30BaTh ce0s KaKk CyOBEKTa
npodeccnoHaTLHOTO 00yUIeHHS B COOCTBEHHOTO MPOPECCHOHATBHOTO Pa3BUTHSI.

B T0 e Bpems, HEOOXOIMMO YUYHUTHIBATH, YTO pealM3alus 3aJadHOTO IOAXOAA
IpEAINoaraeT, He TOJBKO AKTHBHOCTh yYEHHKAa IO PEIICHHIO 3a7ad, HO U OcOoObIe
JEWCTBMSA TMexarora IO TIIOCTAHOBKE Yy4ueOHBbIX 3ajad. [lostomy mpum paspaboTke
o0yyatommeit MICUXOJIOTO-TIEJATOTUYECKOH  TEXHOJIOTHH HEOOX0aMMO 3Tambl
(bopmupoBanus npohecCHOHATBHBIX KOMICTCHTHOCTEH pacKiaapiBaTh Ha 3aqadqu (Lesin)
JedcTBuid megarora u 3agaqd (Lesiu) AeHCTBHN ydvaruerocs. Takas «pacKiiamka» MOXKET
OBITh MPECTaBIICHA B BH/C 3a0a4HOl (1eeBOi) MaTpuLbl (cM. Tabm.. 1).

Ta6mmua 1. [eneBast marpuna GpopmMupoBaHus PophecCHOHATBLHON KOMIIETEHTHOCTH

Tansl ean megarora eau yyamerocs Twun 3agaun

1 AxTtyanuzanus IToctanoBka wu pemenue | [IpakTuueckas 3amaya
chepbl KHU3HEHHOTO | KOHKPETHOW  €IMHUYHON
OIIBITA, BHYTPU | MPAKTUYECKOU 3a1a4u
KOTOpOTO

CYILLECTBYET JaHHBIN
KJIacc 3ama4y

2 JemoHncTpamus ITocTtanoBka w pemnieHne | Y4eOHO-TIpaKTHIECKAs
pa3HooOpasust 3amaud  Ha  BBISBICHHE | 3aj1ada
BO3MOKHBIX paznuuui
CIOCOOOB  pENICHUs
MPaKTHYECKON

3a7a4n
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CpaBHeHue ITocTanoBka w penieHue | ydeOHas 3amada
BO3MOYKHBIX 3a1a49u Ha 0000meHne
CI0CO00B JAEHCTBUSA
Ananu3 npenMera | [ToctaHoBka W pelreHre | Y4eOHO-TeopeTHIecKast
JIercTBUs KaK | 3aa4yd Ha IIOCTPOCHHUE | 3ajmada
CaMOCTOSITEIILHOTO TEOPUH MPEMETa
(heHoMeHa
AxTyanusanus IlocranoBka u pemenue | YuebHO-
corpanbHoi//mpodec | 3amaun Ha | mpodecCHOHANbHAS
CHOHAJIIbHOU npoQeCCUOHANTBHYIO 3aada
MPaKTUKY, rae | ompeneneHHOCTh//crienud
pemiaeTcss TaKOW Ke | MKy MPaKTHYECKOH 3a1adu
KJIacc 3ama4y
JemoHncTpamus IToctanoBka wu pemenne | [IpodeccrnonanbHO-
o0pa3moB 3amaud  Ha ~ OCBOGHHE | IpaKTHYecKas 3ajada
npodeccrnoHaIbHBIX npodeccrnoHaIbHBIX
CIOCOOOB  pemieHus | crmocoboB penieHus
MPaKTHUYECKON MPaKTUYECKOU 3aa4n
3aa4u
Amnanus npuunH | [locranoBka wu pemenue | [Ipodeccronanbho-
s dexTuBHOCTU//HED | 3amauM  Ha  BbIsIBICHHE | pedieKCHBHAs 3a/1a4a
¢ddexruBHOCTH COOCTBEHHBIX PECYpPCOB M
COOCTBEHHBIX OTpaHUYCHUM
npo¢heCCHOHATBHBIX
JIeHCTBUI
Axrtyanmusanus onbiTa | [loctaHoBka W perieHue | 3amava Ha
pa3BHUTHSA 3a7la4d  Ha  Ppa3paboTKy | mpodeccroreHes
npodeccrnoHaTbHBIX MPOrpaMMbl COOCTBEHHOTO
CIOCOOHOCTEH npodeccnoHaTLHOTO

pa3BUTHA

B 3aBepuieHne ykaxxeM Ha JBe creuuduueckue OCOOCHHOCTH —peaau3aluu

MPEIOKEHHOTO TMoaAXona. Bo-mepBbiX, oOydeHHe Hamboiee YCHEIIHO MPOXOJHUT B
(hopMax TpyNIIOBOW, KOJUICKTUBHO-PACHPEICICHHON AEATEIBHOCTH, a JTambl 2, 5u 6
BOOOIIE HEBO3MOXKHO OCYHICCTBIATh B WHIWBUAyaAIbHOW ydeOHOU pabote. Bo-BTOpHIX,
Pe3yIbTaThl PEIICHUsS KKION 3alauyd JOJDKHBI (DUKCHUPOBATHCS JIMOO B BUAC MOJEICH
00BEKTOB, MO0 B BHJC CXCM IOHMMAaHHs. [IpUYeM OMNBIT MOKA3bIBACT, 4YTO MPHU
MOJICIIMPOBAHUKA  O4YCeHb  3()()EKTUBHBIMU  OKa3bIBAIOTCS  PA3IUYHBIC  METOJBI
KiIaccu(UKAMM U THUIOJOTH3AIMY, a TPU CXEMaTHU3alUl — METOJbI, pa3pabOTaHHEIC B
crcTeMo-MbicneaesTeapHoi Metogonoruu (CMJI-tioaxone) I'.IT.11eapoBumnkoro.

HaBepHoe mpemioxkeHHBIH CHOCO0 MOCTPOSHUS CTPYKTYphl y4eOHOTO Ipoiiecca B
3aIa9HOM TOAXO0jA€ MpH (HOPMHUPOBAHUHM TPOPECCHOHATBHBIX KOMIIETEHTHOCTEH HE
SIBIIIETCSL €MHCTBEHHO BO3MOXKHBIM, HO MBI YyBEpPEHBI, YTO JajbHEHIee pa3BUTHE
CHUCTEMBI BBICIIETO O0pa30BaHUs JICKUT WMEHHO Ha TYTH pa3paOOTKH M BHEIPECHUE
HOBEHIINX IICUXOJIOTO-TIEJarOTHUYECKUX TEXHOJIOTUH 00ydeHUSI.
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The article presents metallurgy as one of the bdygi@mically developing industries of
Ukraine, and shows other industry sectors whichstaily need its products. The mining
and metallurgical industry in Ukraine encompassesillaset of enterprises involved in
mining and smelting of raw iron ore, the productidrby-product coke and ferroalloys, iron
and steel casting, as well as rolled productiomnfthe article we can see the positive
tendencies of the development but also steps vdfiohld be taken by government.

1. INTRODUCTION

Metallurgy is one of the basic dynamically devetapindustries of Ukraine, and other
industry sectors constantly need its products. Wedallurgical industry of Ukraine
produces around 30% of all the products manufadtiuréhe country and secures 40% of
all currency receipt to the state budget. The ngraind metallurgical industry in Ukraine
encompasses a full set of enterprises involvedimng and smelting of raw iron ore, the
production of by-product coke and ferroalloys, irand steel casting, as well as rolled
production. It includes:

15 iron and steel works and plants
3 ferroalloy plants

14 mining enterprises

12 by-product coke plants

13 refractory production plants

20 metal ware plants

15 tube producing enterprises

Before discussing future implications of the globimancial crisis for Ukraine’s
economy, let us consider if it has already affeated The national economic system is
integrated into the world economy closely enougbdanvolved in the global processes.
The eroded macro-stability of international markewmuld not but impact internal
developments in Ukraine. The global financial arigf 2007-2008, as any other, has been
unfolding in several waves. We have survived thst fwo without big losses, although
not without mistakes.

! Anatoliy Tkacz, Ph.D., Professor at Faculty of Mgement, Rzeszow University of Technology.
2 Tamara Tkach, Ph.D., Professor at Classic Privateersity, Ukraina.
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2. RESULTS

The first wave rose in 2007, when stock indiceghef world’'s leading banks and
financial institutions went down. Under the circuarxes, risk capital looking for stable
yet high-profitability markets moved from developed emerging markets, which
continued to show high growth rates and profitapilAccording to financial experts, the
risk to profitability ratio in those emerging matkevas fairly attractive. As a result, stock
markets in respective countries grew in 2007, Claind Ukraine being leaders of such
growth.

The inflow of credits was also substantial: in 20Q@krainian economy borrowed
USD 24.3 hillion in middle- and long-term credits.

The second wave started in early 2008, when theinggfall in the world stock
markets re-directed cash flows from one class cktasto another, in particular to
commodities and energy resources. These assetsméecaore marketable, and
commodity prices soared up. In January-July, aweragtal prices in eight regions of the
world rose by 81%; “Brent” oil price rose by 32%y Be time first favourable forecasts
appeared as to the global gross grain harvest /2009 marketing year, wheat prices
(USA, FOB) for 2007/2008 marketing year had growrvB%, on average [1].

All the major steel-producing countries and regish®wed double-digit growth in
2010. The EU and North America had higher growtlegalue to the lower base effect
from 2009 while Asia and the CIS recorded relativelver growth.

In December 2010, world crude steel productiontli@ 66 countries reporting to the
World Steel Association (worldsteel) was 116.2 mant,increase of 7.8% compared to
December 2009. The crude steel capacity utilisatio of the 66 countries in December
2010 declined slightly to 73.8% compared to 75.204November 2010. Compared to
December 2009, the utilisation ratio in Decembetr®i3 1.1 percentage point higher [3].
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Figure 1: Annual crude steel production
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Figure 2: Crude steel production annual growth trend

Annual production for Asia was 897.9 mmt of crudees in 2010, an increase of
11.6% compared to 2009. Its share of world steedlpetion decreased to 63.5% in 2010
from 65.5% in 2009. China's crude steel produciior?010 reached 626.7 mmt, an
increase of 9.3% on 2009. China's share of wondiersteel production declined from
46.7% in 2009 to 44.3% in 2010. Japan produced6l®@®nt in 2010, 25.2% higher than
2009. In 2010, South Korea's crude steel productias 58.5 mmt, a 20.3% growth
compared to 2009.

The EU recorded an increase of 24.5% compared ®9,2froducing 172.9 mmt of
crude steel in 2010. However, crude steel prodadticthe UK and Greece continued to
decline in 2010.

In 2010, crude steel production in North Americaswil1.8 mmt, an increase of
35.7% on 2009. The US produced 80.6 mmt of cruelel,s88.5% higher than 2009.

The CIS showed an increase of 11.2% in 2010, piadut08.5 mmt of crude steel.
Russia produced 67 mmt of crude steel, an 11.7%ase on 2009 and Ukraine recorded
an increase of 12.4% with a year-end figure of 38n6t. [3].

Table 1. Top 10 steel-producing countries

Rank Country 2010 2009 % 2010/2009
1 China 626.7 573.6 9.3
2 Japan 109.6 87.5 25.2
3 us 80.6 58.2 38.5
4 Russia 67.0 60.0 11.7
5 India 66.8 62.8 6.4
6 South Korea 58.5 48.6 20.3
7 Germany 43.8 32.7 34.1
8 Ukraine 33.6 29.9 12.4
9 Brazil 32.8 26.5 23.8

10 Turkey 29.0 25.3 14.6
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Figure 3: Steel capacity utilisation ratio

The stocks wear of the mining-metallurgical complE¥C) of Ukraine accounts for
65%, the industry uses out-of-date techniquesesfl simelting, and the cost of products is
too high. Metallurgy is the main donor of the butlgae main supplier of currency to
Ukraine. In the pre-crisis times the share of thel®in the gross domestic product of
Ukraine accounted for 27%. Metallurgists suppli@drod0% of currency to the state. The
activities of the MMC are directly connected to mgyeindustry, coal mining, machine-
building, construction, financial industry, etc.€8® and many other industries rely on and
work for the metallurgical industry. Today the isthy employs around 500 thousand
people in the major populated regions of Ukrainatilltecently Ukrainian metal output
has been the 7th largest in the world [3].

The current world economic crisis has revealedwhakness of the Ukrainian MMC
companies, most of which came to the brink of esttim. During the independence years
of Ukraine, metal companies have greatly decredisedjrade and size ranges of their
products, output of high-technology products andtched to manufacturing semi-
products to expand their exports. The product ramgkquality drop behind of Ukrainian
metal works from, say, Russian works, is such ithabuld take dozens of years of work,
provided the modernization is carried out, to cateith them. Most probably the
Ukrainian metal industry would forever remain behin

The main raw materials for metallurgy are iron argl coking coal. Not mentioning
Brazil and the South African Republic, the betteniore raw materials base (in terms of
quality and extraction costs) than Ukraine's ig tfe€Russia, despite all the advantages of
Krivbass. The Lebedinsky, Mikhailovsky and Stoykysmining-extracting complexes
provide the metal industry of Russia with iron geav materials and even supply to
Ukraine from time to time, for example, to the Mgl llyich Iron and Steel Works. It
should also be stressed that the deposits of cakiabin Ukraine are running low and the
extraction becomes more complex and expensive. rdaapto some experts, cost of raw
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materials while making square billets of convestierel in Ukraine is 7-30% higher than in
Russia [2].

Ukraine even has excessive capacities of by-prodoké plants for its own metal
industry, but most of them use outdated energy-esige techniques and equipment.
Ukraine doesn't have enough coking coal to loadytproduct coke plants neither in
terms of quantity, nor in terms of quality. Thuspimduce around 40 million tons of steel
per year the country has to import 3.5-5 milliongmf coking coal from Russia, Poland
and other countries, and that's a lot in termdrafricial expenditures. Power input, total
energy expenses to produce pig iron, steel anddatietal at Ukrainian metal works are
about 30% higher, than at the modern companieBeoEtropean Union, as well as India
and China. Power input of steel making at Ukraimaatal works is 840 kg of conditional
fuel, at the metal works of the EU it is 1.9 timewer (450 kg). The share of costs of
energy-fuel resources in the cost of rolled metdUkraine is 50%, while in industrially
developed countries it is 20% [4].

The metal products market is divided into the ddmmemne and the foreign one. The
MMC of Ukraine supplies only 20% of metal produttighe domestic market and exports
80%. In Russia, Ukraine's both closest neighbor emapetitor in metal sphere, the
shares are roughly 50:50. You can count on Rusgigivwing away its domestic market of
rolled steel to foreign manufacturers, while at $hene time increasing its own exports, to
Ukraine as well. This is supported by the fact that export volumes of Ukrainian metal
products to the CIS countries are constantly deamgalt was due to developed domestic
market of metal products that Russian metal workd less losses under the world
economic crisis than the Ukrainian ones. Ukrainiaetallurgists can only hope that the
plate, which traditionally accounts for the firsiles (25%) in Ukrainian rolled metal
exports, stays on the same high level, since thatcp utilizes 3 up-to-date plate-rolling
mills (mill-3000 at the Mariupol Ilyich and Alchekdron and Steel Works and mill-3600
at Azovstal).

The major consumers of metal products are the bahestries: machine-building,
automotive, construction, etc. For the time beimgrdus metals products have no
competitors and substitutes. The requirements t@mlnpeoducts (in terms of mechanical
characteristics, corrosion-resistance, flawlessnetss) would only increase and expand.
Purchasing power of metal product consumers coelyléepends on the world economy
conditions.

Even with the powerful metal industry Ukraine haseb lately importing over
1 million tons of metal per year. On one hand 8tisws that the Ukrainian market of
metal products is unprotected. On the other, tlmsme is Ukraine has decreased the
output of high-technology metal products, i.e. lifyed, stainless and special steel [5].

The main competitors of Ukrainian rolling plants Europe are metal works of
Germany, France, ltaly, the Netherlands, and Slayadnd in the East those of Japan,
China, India and South Korea. It should be expedtest in the near future the
metallurgists of China and India, due to quick depment, would drive foreign metal
products from their markets and would increase tigares in the Near East countries and
Indochina. There would be no place on those marketsell Ukrainian metal at world
prices. And dumping is out of question for Ukramimetallurgists because of outdated
techniques and equipment of companies the prodstt af which is much higher than
that of modern companies. The main reason is thatecent years the mining-
metallurgical companies of Ukraine, while keepingremely high prices for metal
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products, have increased the output volumes, nghgattention and not investing into

re-equipment, modernization and reconstruction lodirt capacities. The financial-

industrial groups that owned metal works in Ukradl@n't see the need to reequip their
companies and develop up-to-date techniques anchingag. This resulted in the

Ukrainian MMC stock wear reaching 65%, industryngsbutdated steel-manufacturing
techniques and the product cost being too high. #edchange is not expected in the
nearest future [3].

During all the years of independence the biggesblpm of reforming the Ukrainian
MMC were the excess capacities. The country sskksusome of the uncompetitive
outdated metal works that can only exist becausextfemely high prices for metal
products or large preferences, i. e. cheap (becalustate subsidies) gas, coal, electric
energy, privileges for railroad carrying etc.

In previous years some Ukrainian metal holdingsested a lot into buying metal
capacities abroad. Taking into account that Ukrairgorted some 8-12 million tons of
semi-products, it seemed advantageous to buy d@saabroad to process them into
finished products. But the purchased metal workd$# and Europe were not up-to-date,
that is why the profitable semi-products processinghem is economically advantageous
only provided the prices are low, or Ukrainian slamd billets are cheap, and under the
crisis, as well as in the future it should not murded on. Some owners of metal
companies have already started selling their assets

We should not speak about a major development efdbmestic metal products
market as a prerequisite of a constant functiordfigthe Ukrainian MMC and the
weakening of its dependence on the world marketdktions. There are no prerequisites
in the country for a good increase in the domestetal market for the nearest 10-15
years. What should be done immediately is stop itgort of metal products, that
Ukrainian metal works can produce themselves [6].

Because of the low technological level of manufegtWkraine uses 52.8 man-hours
to produce one ton of steel, while Russia uses &dlGermany - 16.8 man-hours. At full
loading of metal works in Ukraine with full metailjical cycle the productivity of labor is
around 200-250 tons of steel per 1 worker per yedrile the modern electric-
metallurgical mini-mills with capacity of 1.5-2 ridn tons of steel per year yield 3000-
4000 tons.

Putting outdated capacities out of operation anttedesing the number of employed,
switching them to other industries would requir@siderable financial expenses. France,
during 10 years, has decreased its metal capafitiss30 million to 16 million tons per
year, and the number of employees from 200 thousan®0 thousand. That cost $3
billion per year. To carry this out Ukraine needspl economic calculations, evaluation
of possible outcomes and the political will of thevernment. As well as understanding
that sooner or later industry priorities would heformatted and not in the favor of
outdated metal companies and their owners.

It is reported that Ukrainian galvanized steel pt Unisteel in 2011 plans to
increase its share in the Ukrainian domestic matkd5% and to start exports to Russia,
Georgia, Armenia and to Middle Eastern countriashsas Syria and Lebannon [3].

In January to February Unisteel produced 5,300 tdrgalvanized steel products, its
share in the Ukrainian domestic market reached 1@ite the share of exports in its total
sales amounted to 5%. Unisteel products were exgotd Belarus, Moldova and
Azerbaijan.
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In March Unisteel plans to increase its galvanigtstl product sales to 7,200 tons.
(SteelOrbis).

3. CONCLUSION

From the article we can see the positive tendestlmut to our min it steel a lot of
work to do. For exemplas:

What can the government do?

Given the risks of reduction in export-oriented gurction due to weakening global
demand and problems with payments under exporsadions, the government should
work to stimulate domestic demand for the grougxgdort goods and, thus, enhance the
role of domestic production. It can start with labimg new infrastructure and residential
construction projects funded from the state budget.

What can NBU do?

In order to prevent a banking crisis, NBU shoulthebsh principles of refinancing
commercial banks that have short-term liquidity htemns for the period of financial
crisis. A currency crisis can be averted with aeseof measures precluding the exchange
rate destabilization by speculators. NBU should tiooe to pursue the policy of
increasing the rate volatility in order to reduisks to the balance of payments.

What can businesses and investors do?

Given the limited financial resources inside theurtoy and shrinking access to
foreign loans, businesses face a difficult chokigher to suspend production and lose
markets, maintaining high prices in expectatiometter times, or to reduce prices trying
to restore demand and keep consumers. The lattiendp for those manufacturers who
care about their future, expansion and economyaiesthe former is for profiteers who
make large money quickly and drop the production.

The government can undertake to hold consultatméng to sign memoranda with
investors and large businesses on reducing pricegobds and services.

Only the concerted efforts of the government andiddal Bank, supported by
Parliament and the business community will enabé Wkrainian economy to pass the
maturity test in times of global financial crisis.

RESOURCES:

[1] www.alloy.mz.ua

[2] www.infocompany.biz

[3] www.metalukraine2010.blogspot.com
[4] www.worldsteel.org

[5] www.jobportal.com.ua

[6] www.tempus.org.ua
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MOTIVES AS MEANS OF CUSTOMER LOYALTY
EXPLANATION

The authors of the paper try to introduce a conegptpproach based on customers’ motives
to explain loyalty. The main aim of this studydgarovide basic explanation of customers loyalty
behaviours towards a loyalty object. Authors tafi® iaccount customers’ loyalty motives
towards various loyalty objects. The study attentptslescribe and evaluate many different
loyalty motives divided into four groups: (1) cusier — company loyalty motives, (2) social
loyalty motives, (3) loyalty motives related to béhevaluation and (4) extrinsic obligation-
triggered loyalty motives. Further directions angplications in loyalty motives research have
been proposed as well.

1. INTRODUCTION

In the increasing competition among companies th#enof clients’ loyalty becomes
a very important problem. There are many obsermatiof the increasing companies’
interest in receiving much more loyal clients adlvileo respond to this matter researchers
have proposed many models and sets of indicatibas dan help to understand the
loyalty. But customers’ motives are not taken iatcount.

In the literature one can often find the usageust@mers’ motives for the explanation
of people’s shopping behaviours. Many researchesrithe their proposals of customers’
motives, but they do not distinguish which motipesvide customers’ loyalty.

The main aim of this paper is to deliver the comgapapproach based on customers’
motives as a way of the customers’ loyalty explemat Customers’ loyalty towards
different loyalty objects will be taken into accaoune.: brand name, product’s category,
company’s personnel or a company as a whole. Lypyalitives have been defined as
intrinsic factors directing customers’ loyalty be&lwurs. The study attempted to examine
and describe various loyalty motives divided intfedent groups. These motives have
the significant influence in the process of arisingaintaining and finishing the
customers’ loyalty.

Certain examples of customers and companies hage bsed to show the matter
more clearly. The presented types of loyalty matiaee not a complete list, so additional
aspects may be added, especially in the contexpaoficular business situations. In
majority of business situations, companies willfit difficult to recognise primary and
secondary motives influencing customer’s actiongstiy due to high complexity of this
phenomenon.

! Wiestaw Urban, Ph.D., Faculty of Management, BialigdJniversity of Technology.
2 Dariusz Siemieniako, Ph.D., Faculty of ManagemBigtystok University of Technology.
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2. MOTIVES AND LOYALTY — LITERATURE BACKGROUND

The problem of motives of human activity, whichmainly examined by psychologists, is
also regarded as important by market researchienasibeen some time since motives and
motivation are seen as means of explaining custdrbaviour. First, it was related to
advertising research; motives facilitate understapavhy a customer is doing what he is
doing (McGregor 1940). Nowadays, motivational fereee commonly accepted to have a key
influencing role in the explanation of shopping &&bur (Foscht, Morchett, Swoboda 2005).
Customers’ motives are a subject of research otoroes behaviour — retail trade but also
while shopping online, using available services iwaahy other situations. It is interesting how
differently researchers understand motives.

Authors do not intend to discuss what has beertenrio far on the topic, but rather
concentrate on few distinct aspects of the matieich will justify their approach. Motives are
most frequently used in research on reasons fqpitg (Morchett, Swoboda, Foscht 2005;
Stone, Horne, Hibbert 1996; Buttle 1992; DawsowcB| Ridgway 1990). The researchers in
question used different meanings of motives, dt#guently as alternative shopping needs or
shopping orientations, even shopping drivers.

To quote other researchers, Westbrook and Bla@5jlifi their study on retail trade have
singled out the following consumers’ motives: (hjigpated utility of perspective purchase,
(2) enactment of an economic shopping role, (3ptigipn to obtain price concessions from
the seller, (4) optimization of merchandise chaicéerms of matching shoppers’ needs and
desires, (5) exercise of power and authority inketptace exchange, and (6) sensory
stimulation from the marketplace itself. Buttle a&bolates quote eleven shopping motives after
Tauber. The motives are divided into two subsestipersonal motives (e.g. learning about
new trends and sensory stimulation) and social vesti(e.g. communication with others
having similar interest, status and authority, gl of bargaining) (Black, Westbrook 1985).

Motives are also employed successfully to expl#ieromarketing phenomena. They were
used to discuss customer behaviour when purchasirigin goods, e.g. newspapers (as in
Hibber, Hogg, Quinn 2005). Robinson and Gammon4p@ad other authors concentrated on
motives of customers who use tourist services. dbeementioned researchers quote after
Maclntosh and Goeldner the following four motivatadriving customers using tourist
services: physical motivators, cultural motivatamggrpersonal motivators, status and prestige
motivators (Gammon, Robinson 2004). Customers who dnline are also in the field of
interest as well as their motives and in particulaeir behaviour when searching for new
internet products (Yang 2004).

Among many psychological theories regarding mantivation towards customers’
shopping behaviour, one is most favoured by acarelibis McClelland’s model. It was used
by Schmidt and Frieze (1997) to explain customdrabd@ur when choosing a product.
McClelland’'s model uses three types of motivesuariting behaviour: power, affiliation and
achievement (Frieze, Schmidt 1997).

There are many authors to whom the notion of methas a broad meaning, i.e. they go
beyond the psychological definition. Walsh, Grotia &/iedmann (2005) took this approach
when examining motives to switch energy suppli&sthors have managed to explain
customer loyalty towards energy suppliers thank®teentrating on switching motives.

However, there are also those in marketing liteeatvho claim that, although they accept
certain discrepancies in understanding motivesy, (the motives) should be perceived only in
their strict psychological sense (Mahatoo 1989% $ignificant from the methodological point
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of view. Many later researches show that therear@in benefits in applying the broad sense
of customer behaviour motives in a given psychekigheory.

The authors of this article accept the definitibmotivation as a term used in psychology
to describe any mechanisms responsible for triggeriirecting, sustaining and ending a
behaviour. A term which refers to both complex aimple behaviour mechanisms, intrinsic
and extrinsic, affective and cognitive (LukaszewgRi00). This broad understanding of
motivation is useful in analysing motives of loyaliehaviours, because it takes behaviours
controlled by numerous reasons into account. Mstivecustomers’ loyalty behaviours or
loyalty motives in other words, can be defined asnes intrinsic psychological and
physiological factors, conscious or unconsciouggéring and directing, sustaining and
ending loyalty behaviours.

In the literature authors rather agree as to what lwe named as customers’ loyalty
behaviours. Amongst this kind of behaviours one eammerate: repetitive purchase of the
same product, purchase of other products, passiegive opinion on a company, giving
advice for a company, low susceptibility on conmtis actions, acceptance and
understanding any minor difficulties of a compa@yuen, Gentry 1995; Stum, Thiry 1991).
Soderlund (1998) mentions another way of showinygltg — through intention of another
purchase.

Extrinsic stimuli indirectly influence loyalty mets through basic intrinsic conditioning of
a consumer i.e. affective and cognitive conditigrand previous experience. Extrinsic stimuli
can be described as motivating factors or motisaémd these are e.g. certain actions of the
loyalty object (company’s marketing), actions ofmpetition, general sources of information,
informal data (friends’ opinion on the loyalty otfle As loyalty objects customers may see a
product category, a brand name, shop assistant{s} ahole organization.

3. LOYALTY MOTIVES CHARACTERISTICS

Customer’s loyalty behaviour is influenced by adfehterdependent motives. Hence we
can speak of a motivation system. There can beypas of motives which sustain customer’s
relation with loyalty objects: customer — companyalty motives, social loyalty maotives,
benefits evaluation loyalty motives, loyalty mosvieiggered by extrinsic obligation (Urban,
Siemieniako 2008) It needs to be mentioned that the list of loyatigtives is not complete,
especially with regard to certain companies.

3.1. Customer — company loyalty motives

Basing on already existing psychological knowledge marketing research on customers’
behaviour, several social and personal customempany loyalty motives can be singled out.

3.1.1. Avoiding cognitive effort

Due to satiety with advertisements and informatinagdern consumers defend themselves
against commercial messages sent by companies. Reguently they avoid any
psychological effort in analysing products, esdbcithe new ones. This is where brand
bonding derives from, according to automatic behavimodel (Fazio 1990) in which an
elicited attitude creates bias of perception cauisiyalty behaviour.

3 In the paper characteristics of customer loyalojives were developed based on different typesistotner
loyalty motives distinguished by Urban, SiemienigR005).
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Kwarciak (1999) claims that the influence of redutiof cognitive effort regarding brand
loyalty depends on whether or not a company is tabteach its potential customer relatively
early, meaning when his consumer habits are bawgloped (even in childhood, but most of
all in the first years of maturity) (Kwarciak 1999n example of such action is a special
interest-bearing current account offered by sonmkdée.g. Kredyt Bank S.A. in Poland) to
young people: students, even the under-aged. Bamekaware that these accounts are not
profitable, yet they hope that in the future, whiegir once young clients begin earning and
investing, they will become profitable to the bank.

3.1.2. Personal positive customer — personnel bond

Positive customer — personnel bond enhances rsto(oar’s) loyalty. It takes place as a
result of growing trust which, in turn, leads torghase risk reduction and positive
commitment. According to Rotter's (1967) definitiolnust is an expectancy held by an
individual or group that the word, promise, verbalvritten statement of another individual or
group can be relied upon. Morgan and Hunt (199 ghat trust occurs when one party has
confidence in an exchange partner's reliability gmelgrity. Authors of this article recognize
customer trust when there is faith that care fergibod of a customer showed by a company is
“unconditional” and when this care is motivated firsonnel’s attitude, regardless of any
profit a customer is bringing this company. Thessmuence of a customer’s own loyal trust in
a company is a presumption of good intentions tdsvéttis company’s actions. This motive is
used by contractors who provide frequent purchaséces and services requiring customer’s
involvement (e.g. hairdresser, corner shop, banlsaryices, direct marketing used by
cosmetics companies like Avon, Oriflame or Amway).

3.1.3. Participating in brand offer creation

Conviction that one can influence the way thingsiara significant motivation factor in
sustaining relation. According to Locke and Latha®ople with high feeling of influence
engage more energy and far better tolerate infawmatf failures. Customer engagement,
which derives from the feeling of influence, entesiccustomer loyalty. Consumer's
participation in creating brand offer (e.g. newdurct assessment within a focus group), his
involvement in designing and making a new offeceiéng feedback from a company
regarding his influence — all this makes a custofeer obliged. Quite frequently thanks to
such relation a customer may feel proud. Theséngitr attitudes lead to loyalty — both
repetitive purchase and passing positive opinion.

Participation in creating relation and/or brandeoffneans spending some energy by a
customer. His conviction of effort put into hisatebn with a company induces him to loyalty
because of his need to justify the effort. The nekdohesion and reduction of cognitive
dissonance is a vital psychological mechanism yaltg motives discussed here (Festinger
1957). The first assumption of the dissonance thisothat when a given individual has two
cognitive elements (information, beliefs, opiniondjich are incoherent or in conflict with one
another, they become a source of dissatisfactiontiaa individual will try to eliminate or
reduce this incoherence. Customer involvementapisly relations with a company gives rise
to conditions in which cognitive dissonance appaafifsen a regular customer of a corner shop
who experienced good service there and is ablefiteence what is in store, hears from his
friends about dreadful service there, then he fkdrstate of cognitive dissonance. Customer’s
motivation to continue relation depends on the ele@f incoherence, his own experience and
external information. The degree of incoherenae fisnction of difference between cognitive
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data, degree of importance of incoherent data @gued of erasability of this incoherence
(easily erasable to non-erasable) (LukaszewskinEldl2000). An assumption is needed that
both consumer’s own experience regarding servickfiaends’ opinions are two elements

vital for the customer, which remain in the stafeir@oherence. If it was not so, the

incoherence would be erased at the very beginringhe degree of incoherence is

considerable, one can expect certain steps tak#érelyustomer to ameliorate the situation. In
the above case — mostly by providing reasons feisattitude. In practise this means trying to
influence the source of information. When it doeswiork, the feeling exacerbates. The need
for compromise and modifying one’s beliefs aridasrther incoherence increase will only

enhance the need for coherence, which may leagbtwissiveness to friends’ beliefs and in

consequence to blunt or end loyalty to this coshep.

3.1.4. A customer who identifies with supplier’s values

A customer becomes loyal when he feels that his eales are shared by a company,
which is expressed in organization culture or imageated by the brand or PR. When a
customer cares for environment he/she will be lagah company which offers ecological
products or uses environmentally friendly productrocesses. Identifying with supplier's
values is even more important when a customer l@agband altruistic attitude in everyday
life, because it allows to assume that he will tmesistent when shopping. Customers who feel
the need to help others begin, once the valuetatjus is finished, to respond to company’s
action to gain their loyalty. They want to help ttmenpany reach its goal.

3.1.5. The feeling of being important to the company

A mechanism which sustains customer’s activity peieverance in remaining loyal to a
company is its feedback on results (Locke, Lata®0)L.9Customers which remain long in
relation with a company expect proper feedbackheir bwn loyalty and appropriate reaction
of appreciation for their effort. For example, if caistomer collects points in a loyalty
programme, then the fact that he is informed orphigjress is a sustaining factor; one that
enhances motivation. Apart from feedback theretapeother ways of enhancing customer’s
feel that he is important for a company. The fipgtup is actions aiming at meeting or even
exceeding customer’s needs. Customers are intériestewarding their loyalty with prizes,
prices reduction, solving a problem quickly andesshbonuses. The second group is actions
aiming at customer service personalization, ergling cards on a name day.

3.1.6. Customer’s hope for the future

Another factor which enhances customer’s loyaltynaking a customer believe that he
will have some benefits in the future as a rew@ustomer’s trust in the supplier is essential.
The described motive does not have to lead to peeshbut may engage the customer in
passing positive opinion on the supplier.

3.1.7. The feeling of free choice

Customer’s conviction that he can freely choosefter and/or relation made available by
a company influences positively on customer ratgtierseverance increase. Brem (1966) has
proven that any forms of limiting free choice ceeaesistance (reactance), which in
consequence means leaving when the opportunigsai$ie described motive relates mostly
to services market. In case of a strongly competitharket, where suppliers use many forms
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of influence, some customers will choose this sapplho can create a feeling of freedom of
choice.

3.1.8. The feeling of obedience to people in authority

In case of a company with authority (a person \ittlegree e.g. professor, lawyer, tax
adviser, or properly dressed, e.g. a doctor) ciet®mwill be more likely to obey and thus
remain in relation with a company, especially ie fall cycle of its realization. When the
customer is feeling uncertainty, he reduces itHiffiisg part of responsibility on the person in
authority. A customer using a legal advice compaily have a tendency to continue
cooperation until a case has been closed. The toetdist an authority in a situation of
uncertainty will make the customer obey the lawydo will suggest a line of defence.

3.2. Social loyalty motives

There are three social loyalty motives regardingiamer’s relation with society or other
customers.

3.2.1. The need to be noticed and appreciated by others

Customer’s loyalty towards some companies maypupdertain degree, derive from the
need of social approval. Intensity of this loyaltptive depends on the degree of behaviour
and purchase, but not only because of them. Iesess means of making others notice us,
value, respect, help, like and love (Zimbardo 19%8rgeant and Jay (2004) present such
loyalty motives like sympathy, empathy and desitectv determine a customer’s ability to
adapt to social norms. The need to be noticed ahged by others is a vital brand loyalty
motive. A customer may buy goods and services gealvby particular suppliers because of
the approval of the society in which he lives, egcustomer who values prestige. The
presented loyalty motive relates also to anxietucgon. According to Kwarciak (1999),
purchase of carefully chosen products allows toifsigntly reduce anxiety; that is why it is
the only safe strategy, especially in case of dygrorelated with group prestige. An example
of a product which places its user in a particataial group in which he/she lives may be a
car.

3.2.2. The need to be original

The need for social comparisons in purchase belrawi®ans knowing where one is in
relation to others. A customer uses others as aureeaf his own originality. He may remain
loyal to these companies which give him the feetifidgpeing unique, different than others.
This may result in subsequent purchase of a givashupt or brand. For example tuning one’s
cars in the same garage, or buying expensive Drelafootwear — black calf-length studded
boots.

3.2.3. The need to share passion with others

The need to belong to a particular group of custerimeorder to share the same interest,
which is related to the need to socialize, oriaffdn in other words (Atkinson 1985), has
different degrees depending on customers. In stimen¢ed to socialize is bigger than in
others. They are members of more clubs (includagglar customer clubs), they exchange
opinions with others, engage in relations with pengl, behave in a more friendly manner in
general. Companies with an image aimed at a plati¢arget market are more likely to
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succeed in gaining customer’s loyalty. Harley Own@roup is a good example of a brand
community in which sharing interest is most crucial

3.3. Loyalty motives related to benefit evaluation

Purchase decisions are related to value assessrhenprovided value from a marketing
perspective is understood as difference betweewalne for the customer and costs incurred
by him. Kotler and Keller (2006) enumerate a feMu@acomponents related to purchase:
product value, service value, staff value and briamahe value. Apart from that, they also
mention some cost components: financial cost, tspent, energy cost, psychological
involvement. Benefit evaluation is sine qua nondastomer’s choice. In some cases it may
the motive for repetitive purchase and passingtipesbpinion on a product and company.
Karake-Shalhoub (2002) uses e-commerce to showb#refit evaluation motive is clearly
egocentric.

3.3.1. The need for more utility

This motive relates to product benefits evaluafidre need for more utility may then be a
loyalty motive when competition is unable to praviduch value or when the customer
remains unaware of such offer. The conviction dmy one particular company can provide
the customer with the exceptional product can tedoyalty behaviour not only in the form of
repetitive purchase, but also in passing posifpirions.

Companies using mass individualization strategwliich a consumer may customise a
product the way he wishes to, succeed when thereustomers who want more utility from
particular products. An example is a German comwiger which offers its clients tailored
suits made of different materials, colours, acaissand styles. All specified by the buyer at
around €150. The company is a huge success betanseare more and more customers for
whom a tailored suit means more value than anargione.

3.3.2. The need for the best price

Buyers who are mostly interested in purchase ae$o\price tend to compare offers of
different manufacturers in many shops. Then pedbe most important criterion of purchase
and even slight differences in prices can influetheefinal decision. Choosing the best offer
makes the customer feel it was a good purchasgtustion when a product remains at a low
price a customer will tend to purchase it agaisustomer with a strong need for the best price
becomes a regular buyer of many products perceisdide cheapest on the market.

3.3.3. The need for additional benefits at subsequent putase

This motive refers to a situation when the supptieates his offer in such a way that
subsequent purchases, besides usual benefits,soathing extra. These may be financial or
material benefits like discounts or points which ba exchanged for goods and in some cases
prestigious prizes. According to Bagdorieand JakStait (2006) privileges in loyalty
programmes are important in new customer attracfling possibility of losing potential
benefits is a barrier to switch the supplier. Bats on the customer’'s motivation towards
prospect benefits. This motive will occur in cusesswho are highly susceptible to extrinsic
bonuses.
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Benefits at subsequent purchases work as enhansemaich are presented by motive
theoreticians from a behaviouristic point of viadillingness to act depends on the character
of enhancements. It rises with: (1) prize valug, ft@quency of receiving a prize and (3)
regularity of receiving (Lukaszewski 2000). Loyaltyecause of benefits from subsequent
purchases, is a type of extrinsic motivation whegton is carried out regarding its extrinsic
factors, which are to be the consequence of itsptsion or an effective ending
(Lukaszewski, Dolinski 2000). For example, everynpeollected in a loyalty programme
brings the customer closer to winning a desiratile. tin case of special prestigious prizes,
target motives appear in customer’s motivation raeidms. Target motivation can be defined
as the occurrence of positive emotions which faeeple to act in situations when a task is
perceived as a kind of challenge.

3.4. Extrinsic obligation-triggered loyalty motives

It is known that ideal free market exists only medretical models. In reality consumers
face many various constraints related to produatlahility and easy supplier switching. It
triggers some compulsory situations which forcessghent purchases.

3.4.1. Market conditions-triggered obligation

This motive is related to complete monopolies ergh-called local monopolies. A good
example of a monopoly is infrastructural servidks Water, electricity and gas supply. Local
monopolies occur where there are various supp{i@enufacturers) in a region but in a
geographically narrow market there are limits img®ther sources. Customers of companies
which are local monopolists continue using thermagor suppliers because benefits of using
other sources are smaller than additional costsint@ef or journey) which would incur when
purchasing somewhere else. A local hairdressesiadl town having its regular customers is
an example. Its customers remain loyal becausbeohdditional costs of travelling to the
nearest city and being serviced there. When thee ampossibility of having one’s hair cut
somewhere else in town, lots of customers woultbgbe alternative supplier.

The existence of market obligation which leadsuiosequent purchases brings to mind a
lot of doubt whether it is right to use the notafrmotive in relation to a situation where there
is no free choice. One needs to see that obligasamction motive is analysed by researchers
as means of exercising power in motivation in tleekplace and in pedagogy. This type of
obligation is mainly triggered by fear of negatisensequences occurrence like reprimand,
admonition or being fired. In monopoly problem dissed here, obligation is slightly different
in its character — in practice, in purchase behaaccustomer has no alternative. His cognition
tells him that he has only one purchase possibilfiich makes him feel obliged to purchase
from this particular supplier. The same motive béihg obliged” appears unconsciously
during the next purchase which, in turn, leadsiisequent purchases.

A similar situation occurs when a customer doespaoteive an alternative supplier. It
means that there are other possibilities on th&engdout a customer remains unaware of them.
The customer will keep buying from the same sowttgieh is within his perception.

3.4.2. The need for comfort

A consumer is driven by a very practical rule ofisg his free time, involvement and
costs. Action is based on the same rule as in chsbligation motive caused by local
monopoly, meaning regardless of satisfaction, hdirnges his purchases just because it is
convenient for him in some way. Such phenomenorbeaseen in small corner shops where
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customers continue their regular convenient pueshaaving time and effort. They continue
purchasing even when dissatisfied with serviceange of goods offered. This motive is used
in service sector when choosing the best locatioa fjiven target group.

3.4.3. The feeling of inability to switch suppliers due tchigh barriers to exit

Barriers to exit are related to costs of switctsngpliers. Both on industrial and consumer
goods market switching suppliers may be cost-comgyunBarriers to exit understood as
mobility barriers are frequently examined in sigatenarketing, e.g. Caves, Ghemawat (1992)
and Mascarenhas, Aaker (1989). Changing supplieransthat gathered experience of
cooperation to date loses its value. High switctéogts occur frequently on B2B market,
where suppliers provide special services or offpecilized investment goods. On
consumption markets switching costs are not thgth, Hbut as well occur. What counts is
customer’s subjective assessment of these cosation to prospective benefits. If switching
costs are higher than expected benefits, the cestmains a loyal consumer and does not
switch. Switching costs may be other than justrioid: the need to spare some time and
energy on gathering and analysis of competitioffer®) the need to get acquainted with new
employers of a supplier, explaining them one’s etgi®dns, uncertainty as to new supplier's
solidity, the need to learn how to operate a neodyxt (e.g. a mobile phone). Besides
switching costs there may be other barriers for¢hrey customer to subsequent purchases.
Barriers to exit are created when a new prodygtiishased (e.g. a new domestic appliance),
which requires systematic purchase of maintenaraterials from the same supplier; for
instance, buying a printer means consent to otiggner/ink purchase. Quite often a customer
bases his decision on sunk costs assessment d@sdessilt he becomes a loyal client. In case
of some services resignation process is so congaliGnd time consuming that it creates an
efficient barrier to exit as a result of which tbestomer stays in relation. Some loyalty
programmes can create barriers to exit — they foustomers to subsequent purchases under
pressure of losing expected benefits.

Falkowski and Tyszka (2003) enumerate two mainoreasegarding the phenomenon of
subsequent purchases: reluctance to put much &ffora purchase decision and eliminating
risk of the purchase decision. The higher the &aro exit between the customer and his
supplier, the more effort is needed for purchasgsi® from a new supplier. Purchase
decision risk is mostly related to anxiety whetirer new product is going to provide its buyer
with expected benefits. Both psychological factme barriers to exit preventing a customer
from switching his supplier.

3.4.4. Legal requirements-triggered obligation

There are situations whose legal or administragolations directly condition customer’s
purchase decision. Official guidelines order prangda product sold by only one supplier. An
example is a situation where all the taxi drivergehto provide their cars with cash registers.

4. IMPLICATIONS, CONCLUSIONS AND FURTHER RESEARCH

Loyalty purchase behaviour of a customer ariseseurde influence of a set of
motives. In case of some forms of company actiong can precisely distinguish the
types of motives which influence customer’s loyddghaviour. However, in majority of
business situations, companies may have diffiailtie recognising primary and
secondary motives influencing customer’s action® da high complexity of this
phenomenon.
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Recognising customers’ loyalty motives requires thfer analysis of certain
characteristics of these motives like:

loyalty motives intensity different intensity of certain motives whichlirdnce a
customer; some motives dominate as causative fadiecause of their high
intensity and others are barely felt and do noehsignificant influence on loyalty
behaviour; low intensity of some motives may disege a customer from
continuing loyalty behaviour;
loyalty motives dynamics during the customer-company relation loyalty irext’
intensity degree should be examined in a dynamnstesy; that is the reason why
customer loyalty is discussed with reference toagigular moment — motives’
intensity changes with time;
motives interdependence probably some motives can enhance each other; th
existence of a different set may weaken generaleiecy towards loyalty;
customers’ attitudes towards prizes for loyaltylegalty motives- customers who
are intrinsically motivated to continue their r@at with a company attach less
importance to prizes for loyalty, as opposed totamers whose basic loyalty
behaviour motive, and especially subsequent pueshasotive, is the need for
additional benefits during the next purchase; Kivé003) has carried out an
interesting analysis of effort and intrinsic motiea influence on a risky purchase
within loyalty programmes; in his research he retsgd people’s preferences as
to their requirement for switching between prohibiind value of prizes which
they could receive for their effort; the authoryed that:
o when there is a need for effort, it enhances peefezs for small (but certain)
prizes rather than big ones (uncertain),
o preference of a certain prize falls when actiohatee to effort are intrinsically
motivated,;
o the constantly growing effort leads to preferenoéssmall (certain) prizes
rather than big ones (uncertain);
customers’ awareness of loyalty motiveghinking of loyalty motives requires
certain effort from the customer, which will not lze deterrent in favourable
conditions; but in other situations a customer rbahave impulsively, without
thinking about his own loyalty behaviour motivelscan be stated that customers
may be aware of some loyalty motives and unawaranother; amongst others,
Kehr (2004) examined open and hidden action motWescompany employee.

All this shows field for future research on loyaltyotives. Some possible research
fields may be created, as well as an empiricalfication of a model describing loyalty
behaviours under the influence of loyalty motivesd aexamining the application of
loyalty motives knowledge in company managementefpirical verification is crucial
for assessment whether the presented approachasigtive and to what degree universal.

Today’s social psychology and marketing researéér afarious methods to motives’
identification and measurement. However, if knowlkeaf loyalty motives was to be used
by marketing practitioners, one question needstarswered: are the currently available
methods applicable in everyday use in companies?

Managers will surely pose a question of how totaetards customers’ loyalty motives
diversity and if it can be a criterion for custonsegmentation. They would also want to
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know if influencing customer motives is going to éeonomically effective. Loyalty and
its stability in relation to different motives alseeds to be subject to research.

Loyalty motives relate mostly to individual custasie explaining their decisive
model. In case of institutional customers, motiaes used in personal sphere. Theoretical
implications can be related to the role of loyattytives in the model of consumers’
loyalty behaviours, both automatic and premeditateeks.

Further understanding of loyalty behaviour motisheuld give companies a chance to
sustain and enhance loyalty and win new “righteiats, i.e. potentially loyal. A company
will have precise guidelines necessary for elalimgatan appropriate offer,
communicating with customers and other marketirigas.
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