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PREDHOVOR

LLudia niekedy pochybuju o tom o hovorite,
ale uveria tomu, o urobite.”
Tomds Bata

Predkladana vysokoskolska ucebnica reflektuje na otazky spolocenskej a podnikatelskej
praxe v oblasti medzinarodného manazmentu a podnikania.

Vysokoskolska ucebnica Tedria a prax medzindrodného manaZmentu a podnikania
v multikulturdlnom prostredi pisana v slovenskom a anglickom jazyku sa sklada z desiatich
kapitol, nasledne rozdelenych do jednotlivych podkapitol. V ucebnici sa nachadzaja pripa-
dové stadie a priklady, na zaklade ktorych sa da predpokladat mozné a tispesné etablovanie
sa spolo¢nosti v medzinarodnom podnikatelskom prostredi.

Je vystupom projektu KEGA ¢. 005SPU-4/2019 , Tedria a prax medzinarodného manaz-
mentu a podnikania v multikulturalnom prostredi®, rieSeného na Katedre manazmentu
v Poprade, Pedagogicka fakulta Katolickej univerzity v Ruzomberku, na Katedre manaz-
mentu, Fakulta ekonomiky a manazmentu Slovenskej polnohospodarskej univerzity v Nitre,
ktor4 bola koordinujticim pracoviskom a na Ustave medzindrodného podnikania, Fakulta
ekondémie a podnikania Paneurdpskej vysokej skoly v Bratislave.

Bilingvalna vysokoskolska ucebnica je urcena $tudentom studijnych odborov v akre-
ditovanych $tudijnych programoch s ekonomicko-manazérskym zameranim s aspektom
na domdace a medzinarodné podnikatelské prostredie, ako aj pracovnikom hospodarskej
praxe, ktori vykonavaju svoju ¢innost nielen v oblasti medzindrodného manazmentu
a podnikania.

V mene celého autorského kolektivu vyjadrujem Gprimné podakovanie recenzentkam
za vypracovanie posudkov, pani prof. Ing. Bohuslave Mihal¢ovej, PhD. & PhD., EUR Ing.
a pani prof. Ing. Adriane Csikdsovej, CSc. za cenné rady a pripomienky.

prof. Ing. Iveta UbreZiovd, CSc.
veduca autorského kolektivu
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TEORIA A PRAX
MEDZINARODNEHO
MANAZMENTU
A PODNIKANIA

Cinnost priamo suvisi s medzerami a nedokonalosfami trhu v jeho fungovani,
¢o md za ndsledok vznik rizika pri vykondvani podnikatelskej Cinnosti a vyzaduje
si ochotu podnikatela podstUpit takéto riziko. S rastucim tempom globalizécie,
stUpa aj pocet internaciondinych podnikov. Podniky vstupuju réznym spdsobom
na zahraniény trh a maju aj rézne dévody na prekrocenie hranic domdceho trhu.
SU pripady, kedy je pre podnik vstup na zahranicny trh jedind vychodiskovd situdcia,
z dévodu nasytenosti domdceho trhu, alebo prilis malého domdceho trhu na uzivenie
sa podniku, alebo dévodom mbdze byt qj to, Ze o vybrany druh podnikania nie je
na domdacom trhu az taky velky zdujem, pricom ovela vyssi zaujem sa nachddza
za hranicami domdacej krajiny. Z uvedenych ddévodov treba vyzdvihnit délezitost
tedrie a praxe medzindrodného manazmentu a podnikania, pretoze len na z&klade
skUsenosti podnikov, ktoré rozvijaju svoje podnikatelské aktivity sa rozvija medzindrodny
manazment so svojou neoddelitelnou sucastou — medzindrodnym podnikanim.

P odnikanie je jednym z kld€ovych prvkov trhovej ekonomiky. Rozvoj podnikatelskej

Ciele kapitoly
- pochopif podstatu a vyznam tedrie medzindrodného manazmentu a podnikania,
- charakterizovaf globalizaéné a internacionalizaéné procesy.

/13/
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Medzindrodna spolupraca je dnes podstatou nielen ekonomickej ¢innosti, ale aj samot-
nej existencie fudstva. V ¢asoch celosvetového ekonomického poklesu je dolezité poznat
a chapat motivy, postoje procesy a dosledky riadenia aktivit nadnarodnych spolo¢nosti vo
svetovom kontexte ako uvddza Strach (2009). Rozvoj teérie medzinidrodného manazmen-
tu a podnikania je uzko spojeny s procesom globalizacie, ktort definuje Pichani¢ (2004)
ako ,,svetovy proces, ktory tvori svet, jeho ekonomické systémy a jeho ndrodné spolocen-
stva viacej homogénnejsie, integrovanejsie a navzajom od seba zavislé.“ Zaroven sa tedria
medzinarodného manazmentu a podnikania ¢oraz viacej zacala formovat v obdobi, kedy
predstavitelia vSetkych krajin sveta rieSili problematiku udrzatelného rozvoja Iudstva
v Johannesburgu v Juhoafrickej republike v roku 2002, po zasadnuti Svetovej obchodnej
organizacie v Cancune v Mexiku v roku 2003 a Svetového obchodného féra v Bombaji v Indii
v roku 2004. V tom obdobi predstavitelia chudobnejsich krajin vytvorili v Mexiku prvykrat
blok 21 krajin, ktory sa zacal zjednocovat na jednoznacnejsich poziadavkach a postojoch
voci vyspelym krajindm sveta nastolil poziadavku spravodlivejsieho rozdelovania prinosov
globalizacie.

Medzindrodny manazment, tak ako uvadza Ubreziova a kol. (2018), Ubreziova a kol.
(2013), Simo a Mura (2015), Ubreziova (2008) a Pichani¢ (2004):

» je proces planovania, organizovania, vedenia a kontroly fudi pracujicich v medzinarod-
nych organizaciach. To znamena, ze zakladné manazérske funkcie pldnovanie, organi-
zovanie, vedenie a kontrola ludi sa vykonavaji nie v jednoduchom narodnom prostredi,
ale v prostredi medzinarodnom;

» je proces aplikovania manazérskych konceptov a technik v medzinarodnom prostredi
a prispdsobenie postupov riadenia v ekonomickom, politickom, socialnom prostredi;

» je odlisny od ostatnych foriem manazmentu tym, Ze vedomosti a poznatky o globalnych
problémoch a $pecifickych kultirach s predpokladom k tspechu, dopliiajti Luthans
a Doh (2009).

Pri vysvetlovani medzinarodného manazmentu a podnikania vyuzivame dal$ie nasle-
dujtce charakteristiky a pojmy:

» Medzinarodny manazment je uskuto¢novanie manazérskych aktivit za hranicami
statu. Rozsiruje podnikové ciele o ciele, ktoré chce podnikovy manazment dosiahnut
v podmienkach druhych krajin a rozdielnymi formami, ¢im sa prechddza od jednodu-
chych kooperacnych vztahov k vytvoreniu oficialnych zmluvnych vztahov.

» Medzinarodny manazment predstavuje organizicie a spolo¢nosti, ktoré vykonavaju
podnikatelské aktivity vo viacerych krajinach.

» Medzinarodny manaZzment sa spdja s vlastnictvom a riadenim aktivit a inych obchod-
nych operacii za hranicami jednej krajiny. Manazéri su zodpovedni za planovanie,
organizovanie, vedenie a kontrolovanie v podnikatelskych subjektoch, ale zodpovedaju
aj za tie ¢innosti, ktoré mozu komplikovat, resp. zmenit vstup tychto subjektov do me-
dzinarodného prostredia.

/14/ UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL
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TEORIA A PRAX MEDZINARODNEHO MANAZMENTU A PODNIKANIA

Svetové hospodarske prostredie je termin, ktory pouzivame preto, aby sa zvyraznila
jeho stvztaznost k medzinarodnému podnikaniu.

Medzinarodné podnikanie v zmysle International Business nie je novou ekonomic-
kou disciplinou. Svojimi prejavmi, ale aj konkrétnym praktickym pouzitim sa s nim
stretavame viacej ako tisic rokov. Pdsobenie nadnarodnych podnikov, ich spravanie sa
je v centre pozornosti narodnych vlad, regionalnych zoskupeni a ostatnych nadnarod-
nych institucii, ¢o vyrazne ovplyvnuje formovanie teérie medzinarodného podnikania
(Balaz a kol., 2005).

Globalizacia je ako proces, v dosledku ktorého trhy a vyroba v rozli¢nych krajinach sa
od seba stavaju ¢oraz zavislej$imi vdaka dynamike obchodu s tovarom, sluzbami a mo-
bilitnosti kapitalu a technoldgii podla Horskej a kol. (2018). Zaroven uvadza, ze podla
viacerych odbornikov a ekonémov ,zlata éra“ globalizacie prejde do tstupu a bude ju
nahradzat deglobalizdcia, ktora sa vytvorila po svetovej krize v roku 2008 a priniesla
nielen pokles hrubého domaceho produktu (HDP), menové vojny ako aj viaceré prob-
1émy v ekonomike, ale aj silnti expoziciu v Azii a v Eurépe ako aj obchodné vojny medzi
USA, Eurdpou na jednej strane a na druhej strane BRIC (Brazilia, Rusko, India a Cina)
a MENA (Blizky vychod a Severnd Afrika). V podstate deglobalizacia znamena trans-
formaciu globalnej ekonomiky z jednej integrovanej nadnarodnej korporacii na jednu
integrovanu ako smerovanie od masového exportu k lokdlnej produkcii.
Internacionalizacia prebieha v priestore svetového hospodarstva predovsetkym
ako nasledok medzinarodnej ekonomickej interdependecie - teda zavislosti medzi
jeho jednotlivymi Castami a v kone¢nom dosledku medzi narodnymi ekonomikami.
Ekonomicka aktivita jednej krajiny spojenim s vonkaj$im svetom sa premieta do po-
stavenia a aktivit inych ekonomik a zdroven je sama ovplyviiovana tym, ¢o sa deje
za jej hranicami.

Internacionalizacia znamena proces, pomocou ktorého si firmy zvysuji hodnotu pria-
meho aj nepriameho vplyvu medzinarodného obchodu na buducnost firmy a zakladaji
a riadia obchod s ostatnymi krajinami (Elo, 2005).

Intelektualny kapital sa stava v novej ekonomike najdélezitejsim kapitdlom. Kon-
kuren¢nou vyhodou podnikania v starej ekonomike bola schopnost rychlo zareago-
vat na rast dopytu rastom rozsahu vyroby, a to bez vyraznejsieho zvysenia nakladov.
V novej ekonomike nie su rozhodujice vyrobné prostriedky, ale kvalitné informacie.
Na zaciatku 3. tisicrocia sa ludskd spolo¢nost nachadza vo vyvojovej faze nazyvanej
informaénd, resp. znalostna spolo¢nost, v ktorej kvalita Zivota, perspektiva socialnych
zmien a ekonomického rozvoja v rastiicej miere zavisi od informdcii, ich vyuZitia, t. j.
od intelektudlneho kapitalu. Potom, najelementarnej$im stavebnym kamenom v celom
hodnotovom informa¢nom retazci su data (Diacikova a Lach, 2019).

Domovska krajina (home country), ktorou je krajina, v ktorej ma podnikatelsky sub-
jekt domovsku, oficidlnu adresu, adresu pre danové povinnosti.

Hostitelska krajina (host country), ktorou je cudzia krajina v ktorej podnikatelsky
subjekt vykonéva svoje operacie. V hostitelskej krajine je za celt ¢innost spravidla zod-
povedny country manazér, ktory reaguje na lokalny trh, lokdlnu vladu a transformuje
kultdru domovskej krajiny a hostitelskej krajiny.
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- “\2» Funk<ny manaZér sa zameriava na transfer vedomosti v celom medzinarodnom spek-
' tre organizicie.
N » Expatriate je pracovnik vyslany domovskou organizaciou pracovat do cudzej kraji-
4;!" , ny. Inpatriate je pracovnik prichadzajuici z hostitelskej krajiny do centraly domovskej
: krajiny.
» Third Country Nationals (TCN) st zamestnanci tretej krajiny (narodnostne prislus-
nici ani domovskej, ani hostitelskej krajiny), predstavuju velky potencial odbornikov
nenachadzajicich uplatnenie vo vlastnej krajine.

Pripadova studia 1
Informacna ekonomika (The Economist, 26. februar 2020)
»Novy pristup k hodnote jedného z najvzacnejsich zdrojov sveta — datam”

Pokial ide o ddta, kazdy si je vedomi ich ceny, vrdtane najvacsich spolo¢nosti na svete.
Vdaka vyuzivaniu algoritmov umelej inteligencie ich neustdle pribUda. Aviak ddta nie su
ako typické tovary a sluzby, pretoze mdzu byt pouzivané neustdle, ako verejny statok.
Aviak ocenovanie ddt nie je také jednoduché, kedzZe so sebou prindsaju pozitivne UCinky,
napriklad vo forme zlep3ovania zdravotnej starostlivosti, ale aj negativne UCinky, akymi sU
napriklad porusovania v pripade poskytovania osobnych informdcii.

Tymto sa vo svojej novej §tudii zaoberd aj Diane Coyle, ekondmka z Univerzity
v Cambridgi, ktord skima hodnotu ddt a tych, ktori z nich maju UZitok. Hovori, Ze trhové
ceny casto neodrdzaju ich pravi hodnotu, lebo obchodovanie s nimi je zriedkavé. Zatial
co vdacsina spolocnosti kladie déraz na nebezpecenstvo zneuzitia osobnych Udajov,
predlozend sprdva zddraznuje prinos Udajov k ,,vieobecnému ekonomickému blahobytu
celej spolo¢nosti." To im ddva ovela hibsiu hodnotu ako jednoduchd penaznd hodnota.

Dalej popisuje aj rézne typy ddt a ich vyuZitie. Niektoré mézu byt uzitonejsie na
skupinové a niektoré na individudine Ucely. Napriklad, lekdrske z&dznamy pacienta maju
vacsiu hodnotu pokial sU kombinované s ostatnymi. Zatial co Udaje, zachytdvajice historiu
prehladdvania na internete, maju zmysel pre individudine bombardovanie jednotlivea
reklamou. Aviak informacnd ekonomika zatial dobre nerozlisuje tieto viastnosti Udajov.
Coyle tvrdi, Ze na zabezpecenie spravodlivého Sirenia Udajov sU potrebné nové spdsoby
myslenia, ako agj institucie, ako sU napriklad ddtové fondy. Osobné informdcie by sa
nemali posudzovat podla objektu ,viastnictva® ale pristupovymi pravami. Ludia teda
mozZu kontrolovat, ako sa pouzivaju, ale nemali by s nimi zaobchddzat ako s vyhernym
listkom, ktory sa dd spenarzit. Toto tvrdenie by malo platit v Sirsom slova zmysle. Jednou
z moznych stratégii pre viddy by mohol byt volny pristup k ddtam. Odhady hodnoty
dostupnych viddnych Udajov sa odhaduju od 0,1 % do 7 % HDP. Spolo&nosti by tiez mali
zvdzit uprednostnenie pristupu k osobnym ddtam pred ich viastnictvom. PokUste sa to
viak povedat technickych gigantom. Udaje sU viak cenné a nepochybuje sa o tom, akd
dolezitd je ich vyluénd kontrola.
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Podla Ubreziovej a kol. (2013) a Ubreziovej a kol. (2018), globalizicia so sebou prinasa
vitazov aj porazenych a to tak medzi §tatmi ako aj vo vnutri jednotlivych $tatov. Namiesto
toho, aby ekonomicka globalizacia prinasala uzitok, privadza planétu na pokraj ekologickej
katastrofy a bezprecedentnych socialnych nepokojov, hospodarstvo vo vdc¢sine krajin lezi
v troskach, chudoba sa prehlbuje, ludia trpia hladom a nemaju kde zit, dochadza k migra-
cii a naru$eniu spoloc¢enskych kultar. Globalizacia, demografia, vzostup novych mocnosti,
rozklad medzindrodnych institucii, klimatické zmeny a energetickd geopolitika) mozu
spoluposobit pri vytvarani vyziev a prilezitosti pre buducich lidrov a tych, ktori budu za roz-
hodnutia zodpovedni. Globalne trendy, ako sa uvadza v tabulke 1.1, vSak nie s prognézou,
ale pomenuvaji hybné sily a vyvojové trendy, ktoré budu pravdepodobne stat pri formovani
celosvetovych udalosti.

Tabulka 1.1  Globalne trendy — Zmeneny svet

— vzniké globalny viacpdlovy svet s dalsim — do roku 2025 samostatna ,medzinarodna komunita“

rozvojom Ciny, Indie a inych krajin.
Vzrasta relativna moc nestatnych

cinitelov — kast, ekonomiky, nabozenskych
organizacii a kriminalnych sietf

prebieha posun relativneho bohatstva

a ekonomickej moci na pribliznej osi zo
Zapadu na Vychod a bude dalej pokracovat
Spojené staty americké ostanu
najmocnejsou individualnou krajinou,

ale uz s mensou dominanciou

trvaly ekonomicky rast spojeny

s narastom obyvatelstva o 1,2 miliardy

do roku 2025 bude vyvijat tlak na

zdroje energie, potravin a vody

pocet krajin s mladou populaciou

v ,obdobi nestability“klesne, ale populacia
vo viacerych takychto krajinach

bude nadalej vyrazne narastat

moznost konfliktov vzrastie, ¢o spdsobia
prudké zmeny na vacsine Gzemia Stredného
vychodu, respektive aj rozsirenim smrtiacich
zbrani. Terorizmus do roku 2025 nezmizne.
Jeho pritazlivost by vsak mohla klesnt, ak
bude pokracovat na Strednom vychode
ekonomicky rast a nezamestnanost
mladych klesne. Vdaka rozsirovaniu
technoldgii sa nebezpecné prostriedky
dostanl na dosah aktivnym teroristom.

Zdroj: Ubreziova a kol. (2013)

tvorend narodnymi Statmi prestane existovat. Moc
bude rozptylenejsia, novi hraci prinest do hry nové
pravidla. Rizika narast, kedze tradi¢né zapadné
aliancie oslabnu. Miesto napodobnovania zapadnych
modelov politického a ekonomického rozvoja, bude
viac krajin pritahovat ¢insky alternativny model
rozvoja. Kedze niektoré krajiny budu investovat

viac do svojho ekonomickeho blahobytu, mézu
vzrast stimuly smerom ku geopolitickej stabilite.
Avsak tento presun moci posilni krajiny ako Rusko.
Vysledky tohto obdobia budu zévisiet od tempa
technologickych inovaci. Ziadna zo st¢asnych
technologii nepostacuje, aby nahradila tradi¢nd,
dnes znamu energetiku v potrebnom rozsahu

— kym sa dynamicky nezmenia podmienky
nezamestnanosti v rizikovych krajinach s mladou
populaciou ako st Afganistan, Nigéria, Pakistan
a Jemen, bud tieto krajiny nadalej rizikom
pokracujucej nestability a zlyhavania Statu.

— vzrastie potreba, aby Spojené Staty americké udrziavali
rovnovahu v regiéne Stredného vychodu, hoci dalsie
vonkajie mocnosti — Rusko, Cina a India budd mat
vyznamnejsiu Ulohu ako dnes. Bude viac prilezitosti na
teroristické ttoky s velkym poc¢tom obeti, pri ktorych
sa pouziju chemicke, biologické alebo nuklearne
zbrane. Turo situaciu bude spésobovat prenikanie
technoldgii a rozsirovanie nuklearneho programu
tychto zbrani. Praktické a psychologické nasledky
takychto utokov v globalizovanom svete zosilneju.
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Konkrétne rieSenie viacerych problémov globalizacie sa spaja napriklad s poziadavkami

regulacie niektorych aktivit nadnérodnych spolo¢nosti, obmedzenim tokov $pekulativneho
kapitalu, zdanenim kapitalovych prevodov, ktopré by mali sluzit jako zdroj rieSenia problé-
mov v najchudobnejsich krajinach.

Na druhej strane ako uvaddza Strach (2009), Friedman vidi v globaliz4cii viaceré pozitiva

a upozornuje hlavne na informacnu a znalostnu prepojenost jednotlivych krajin a kontinen-
tov, na moznost Iudi si vybrat slobodné miesto k Zivotu a njst zamestnanie, ktoré poskytuje
zivotny $tandard zdpadnej strednej triedy. Aj napriek tomu, Ze je pévodom Ameri¢an, pozera
na globalizéciu z pohladu eurépskej kultiry a domnieva sa, proces globalizacie sa odohral

v troch etapdch.

1. vlna globalizacie - zacala sa rokom 1492, kedy bola objavena Amerika. Objavenie no-

vych teritdrii zahdjilo kolonialnu éru a obchodné vymeny so zdmorskymi destinaciami.
Koldnie sa stali odberatelom priemyselnych a inych vydobytkov eurdpskej civilizacie,
zdrojom lacnej pracovnej sily a niektorych vzacnych nerastnych surovin. Globalizacia
bola predovsetkym globalizaciou statov, ktoré sa snazili ziskat moc nad zdmorskymi
uzemiami, ktorych vlastnictvo a vykoristovanie bolo zdrojom blahobytu.

2. vlna globalizacie - nastupila zaciatkom 19. storocia v obdobi priemyselnej revolucie.

Moderné vynalezy a technické novinky dopomohli Eurdpe k tomu, aby mohla castej-
$ie obchodovat so zamorim. V tomto obdobi boli objavené Australia a Novy Zéland.
Pohyb 0s6b sa stal beznym v medzinarodnom prostredi. Globalizacia sa tykala hlavne
prepojenosti firiem a ich pdsobenia na medzinarodnych trhoch. Klu¢ovu tlohu zohrala
vymena tovarov. O moc a rozdelenie sveta sa bojovalo na urovni $tatov, kolonialny po-
riadok bol na ustupe.

3. vlna globalizacie - sa povazuje za symbol 21. storocia so zac¢iatkom okolo roku 2000.

Pad bipolarneho (sovietského a zapadného sveta) otvara nové moznosti a trhy. Tech-
nické vydobytky typu internetu, spdsobu vymeny tdajov, snaha podnikov outsourcovat
¢innosti a nachddzat pre ne vyhodné offshore lokality zrychluji vzdjomnu ekonomicku
a spolocensku prepojenost krajin. Globalizacia je znakom individualneho zivota kazdé-
ho jedinca. Velku tlohu zohrava vymena informacii. Do popredia sa dostava siperenie
niektorych skupin Iudi v boji 0 moc a zvrchovanost a tieto skupiny vytvéraju tero-
ristické organizacie. Zaroven sa vytvaraju aj ohniskd vojen a nepokojov, ako napriklad
bombardovanie Juhoslavie (1999), kratky raketovy spor medzi Izraelom a Libanonom
(2006) alebo usilie 0 osamostatnenie Kosova (2008).

Rasttcu prepojenost jednotlivych narodnych statov v roznych rozmeroch spolocen-

ského Zivota mdzeme posudit viacerymi indikatormi. Jednym z nich je index globalizacie,

ktory skiima globalizaciu na trovni $tatov v $tyroch dimenziach:
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1. ekonomicka integracia — skuma sa zahrani¢ny obchod a tok priamych zahrani¢nych

investicii;

2. osobny kontakt — meria sa podla medzindrodnej turistiky, medzinarodnej telekomu-

nikac¢nej prevadzky, medzinarodnych prevodov penazi alebo platieb zamestnancom
do zahranidia;
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3. technologicka prepojenost — skimanymi indikatormi st napriklad pocet uzivatelov
internetu, internetovych hostitelskych serverov ¢i zabezpecovanych serverov, ktoré
umoziuju kédovanie transakcie;

4. politicka angaZovanost — ide o ¢lenstvo krajin v medzinarodnych organizacidch,
osobné a finan¢né prispevky Organizacii spojenych narodov, uc¢ast $tatov na mierovych
vojenskych a humanitdrnych misiach, pocet ratifikovanych multilateralnych zmlav ¢i
mnozstvo vladnych transferovych platieb.

Pripadova studia 2
Globalizacia v praxi — priklady, ¢o prinasa globalizacia vo svete

Niekolko faktov podla Mezfického (2011):

» Rok 2006 — na svete Zilo 191 milidnov migrantov a 32,9 miliénov uteencov.

» Rok 2008 - vydavky na pofraviny v ekonomicky rozvinutych krajindch predstavuju
10 - 15 % z ndkladov jednej rodiny, v rozvojovych regiénoch je to priemerne 50 %.
V mestdch Zilo 50 % obyvatelstva (cca 3,4 mld. obyvatelov), na porovnanie v roku
1900 to bolo 13 %, v roku 1950 29 % obyvatelov, odhad pre rok 2070 je 70 % obyva-
telov. V EU bolo vykonanych 515 teroristickych Utokov 359 jednotliveami.

» Rok 2010 - na zemeguli Zije 6,9 miliardy ludi, z toho 60 % svetovej populdcie Zije
v Azii.

» Rok 2011 - vyvoj demografickych parametrov: rastie vek, ked sa uzatvéra prvé
manzelstvo, rastie pocet nelplnych rodin, rastie vek prvorodiciek, zvysuje sa roz-
manitost foriem sUZitia, predlzuje sa vek dozitia ¢loveka (globdine rastie pocet
seniorov 0 2 % rocne — dvojndsobnym tempom ako populdcia ako celok).

Globalizécia spbsobila aj to, Ze spoloc¢nosti z vyspelych ekonomik vyuzivaju lacnejsie
pracovné trhy na svoje vyrobné aktivity, ktoré po ¢ase doplnili sluzbami, akymi sU napriklad
call centrd a outsourcingované podporné administrativne centrd. Hlavnymi prijemcami
takychto aktivit boli hlavne India v oblasti softvéru a Cina v zmluvnej vyrobe. Obe ekonomiky

rychlo rasty a tieto dve krajiny sa mézu v nasledujicich 20 rokoch, po boku Brazilie a Ruska,
pripojif k zvysenému poctu ekonomickych supervelmoci (Russel-Walling, 2012).

Globalizacia na jednej strane spaja a na druhej strane rozdeluje jednotlivé etnika
$tatnymi hranicami. Diskusia medzi spolo¢nym ($tandardizovanym, unifikovanym, medzi-
narodnym) a samostatnym (individudlnym, lokalizovanym, narodne ¢i inak $pecifickym) je
hlavnym rozporom medzinarodného manazmentu, nadnarodnych firiem a individualneho
zivota dne$nych dni.
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1. Vysvetlite podstatu medzindrodného manazmentu a podnikania, definujte jeho zaklad-
né pojmy.

2. Charakterizujte pojem globalizacia a internacionalizécia, popiste Globalne trendy 2025
a ich dopad na vyvoj si¢asného medzinarodného podnikatelského prostredia.

Rozvoj tedrie medzinarodného manazmentu a podnikania je tzko spojeny s procesom
globalizacie a jej vyvojovymi etapami, internacionalizaciou ako aj vyvojom medzinarod-
ného podnikatelského prostredia. Na druhej strane sa tato tedria zacala vyrazne formovat
v obdobi, kedy predstavitelia vSetkych krajin sveta riesili problematiku udrzatelného rozvoja
Tudstva na svetovych forach, napriklad v Juhoafrickej republike, Mexiku a Indii za¢iatkom
21. storodia. Existuje vela definicii od autorov, ktori sa zaoberaju predmetnou problemati-
kou a definuju, ¢o je medzinarodny manazment a podnikanie, pricom ide vo vSeobecnosti
o ¢innost spolo¢nosti, firiem a organizacii, ktora presahuje ramec jednej krajiny. Nakolko
hovorime o tedrii a praxi medzinarodného manazmentu a podnikania, uvadzaju sa prak-
tické priklady jeho uplatnenia v pripadovych studiach, pricom musime brat do uvahy vplyv
pandémie Covid-19, ako jeden z vyraznych faktorov, ovplyviujucich celosvetovy vyvoj
podnikania a obchodu.
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MEDZINARODNE
SPOLOCNOSTI

A ICH POSTAVENIE

V PODNIKATELSKOM
PROSTREDI

dolezitost tedrie medzindrodnych spolocnosti, pretoze len na zdklade skUsenosti
podnikov, ktoré rozvijaju svoje podnikatelské aktivity sa rozvija medzindrodny
manazment so svojou neoddelitelnou sucastou medzindrodné podnikanie. Zaroven
sa stretdvame s novym dynamickym prvkom Uspechu, ktorym je multikulturdinost
medzindrodnych podnikov ako schopnost pochopit a prijaf kultUru partnera.

v nadvdznosti na tedriu a prax medzindrodného manazmentu treba vyzdvihnot

Ciele kapitoly
- vysvetlit postavenie medzindrodnych spolocnosti na svetovych trhoch,

- charakterizovaf jednotlivé formy medzindrodnych spolocnosti,
- definovat formy vstupu spolocnosti na medzindrodné trhy.
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S pojmom globalizacia a internacionalizicia podnikatelskych ¢innosti uzko suvisi pojem
nadndrodna korporacia. Zapletalova (2015), Ubreziova a kol. (2013), Strach (2009) na
zéklade prac zahrani¢nych odbornikov, ktori sa zaoberaju predmetnou problematikou, defi-
nuji nasledovné strategické typy nadnarodnych podnikov:

» medzinarodny (international) podnik - v tomto pripade nie je podnik zastapeny vo
véetkych hlavnych regiéonoch. V organiza¢nej strukture sa v takomto podniku vy¢lenuju
niektoré oddelenia, napriklad exportné oddelenie. Hlavné finan¢né toky sa odohra-
vaju medzi centrdlou a poboc¢kami. Najviac sa uplatiiuje v eurépskych nadnérodnych
podnikoch;

» mnohonarodny (multidomestic, multinational) podnik - podnik vytvara viacej
nezavislych pobociek vo viacerych krajinach. Organiza¢né utvary maji svoju vlastnu
stratégiu a ich Uspes$nost sa meria finan¢nou vykonnostou, ¢o im umoziuje rozvijat
svoje vlastné znacky. Jednotlivé pobocky medzi sebou navzajom nespolupracuji, medzi
sebou spolupracuje centrala a pobocka. Je vhodny pre eurdpske nadnarodné podniky;

» globalny (global) podnik - podnik vytvara systém integrovanych pobociek, koordi-
novanych centrédlou. Pobocky nemaji rozhodovaciu pravomoc o produktovom alebo
znackovom portféliu, cielom je sprostredkovat standardizovany, globalny produkt pre
zakaznikov na celom svete. Je typicky pre americké nadnarodné podniky;

» transnaciondlny (transnational) podnik - ide o podnik s diverzifikovanou sietou
pobociek, ktoré maju roznu strategicku polohu a multikulturalne vnutorné prostredie.
V tychto podnikoch sa nachddzaju aj pobocky, ktoré zabezpecuju servisné sluzby pre
celt siet.V ramci celej siete dochadza k znalostnym produktovym a kapitalovym tokom.

Za nadnarodnu spolo¢nost sa povazuje taka firma, ktora realizuje vyskum, vyrobu,
predaj, resp. iné aktivity v réoznych krajinach sveta, nielen tam, kde ma svoju centralu.
Zaroven aktivne vytvaraju relativne stale, medzinarodne fungujuce podnikové siete so
svojimi dodavatelmi, odberatelmi a kooperujicimi partnermi a ovplyviuju tak do istej
miery organizovanost na trhu smerom k alian¢nej podobe. Vytvaraju zna¢ny objem zisku
pre investicie do vyskumu a vyvoja a vdaka tvorbe podnikovych sieti vyznamne ovplyviuju
vyber technoldgii, ktoré sa neskor rozsiruji vo svetovom meradle. V oblasti chapania a defi-
novania nadnarodnych spolo¢nosti existuje nejednotnost v ich charakteristike.

Jednou z prvych definicii multinacionalnej korporacie (MNC) bolo jej definovanie podla
OECD v roku 1977,ide o spolo¢nosti alebo jednotky, ktorych vlastnictvo je sikromné,
$tatne alebo zmieSané, ktoré st zaloZené v rdznych krajinach sveta a vzajomne prepojené
tak, Ze jedna alebo viacej z nich mdzZe vytvarat vyznamny vplyv na ¢innost druhych,
zvlast s ohladom na spolo¢né vyuzivanie zdrojov a vedomosti.“

Podla charakteristiky UNCTAD (Konferencie OSN o obchode a rozvoji) ,transna-
ciondlne korporacie st pravnické osoby alebo osoby bez pravnej subjektivity, ktoré
pozostavaju z materskych podnikov a ich zahrani¢nych afilacii (t. j. dcérskych spolo¢-
nosti). Matersky podnik sa definuje ako podnik, ktory kontroluje aktiva inych subjektov
v krajinach inych ako je materska krajina, a to zvycajne tym, Ze vlastni urcity kapitalovy
podiel. Zahranic¢na afilacia je pravnickou osobou alebo osobou bez pravnej subjektivity,
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v ktorej investor, ktory je rezidentom inej ekonomiky, vlastni podiel, ktory mu umoznuje
dlhodoby zdujem na riadeni tohto podniku (Prochédzkova a Bednar, 2018; Sibl a Sakovi,
2000).

Ubreziova a kol. (2013), Strach (2009) a Pichani¢ (2004) vysvetluju, Ze v pripade defino-
vania nadndrodnych spolo¢nosti ¢asto hovorime o tom, ze odkadial pochaddzaju. Po¢ujeme
o americkej alebo japonskej nadnarodnej firme, pricom sa predpokladd, ze Spojené staty
americké alebo Japonsko su ich krajinami pévodu, to znamena krajinami, kde boli spolo¢-
nosti zalozené. Treba si ale uvedomit, ze pojem krajina pdvodu ma Specificky vyznam nielen
z hladiska aplikovanych riadiacich mechanizmov, preferencii pre urcité stratégie vstupu na
zahrani¢né trhy ale aj z hladiska administrativneho dedi¢stva.

Potom pod pojmom krajina pdvodu si mozeme predstavit niekolko réznych krajin.
Moze ist o krajinu, kde bola spolo¢nost zalozena a tam vznikla. Krajina vzniku sa vSak
moze lisit od krajiny, kde je krajina oficidlne inkorporovana (alebo kde jej prislucha danova
povinnost). Krajinou pévodu sa moze oznacit aj ta krajina, odkadial je nadnarodna spolo¢-
nost riadena.

Neodmyslitelnou st¢astou hodnotenia medzinarodnych spolo¢nosti je hodnotenie ich
medzinarodnosti podla nasledovnych ukazovatelov:

» Index internacionalnosti
- jednym z ukazovatelov je napriklad index internacionalnosti (II), ktory posuzuje inten-
zitu zahrani¢nych aktivit podla podielu zahrani¢nych afilacii transnaciondlnych korporacii
(TNK):

pocet afilacii v zahranici

11 (%) = x 100

celkovy pocet afilacii

» Index rozmiestnenia siete
- t. j. network spread index (NSI):

NSI < pocet hostitelskych krajin

pocet potencialnych hostitelskych krajin

kde: pocet hostitelskych krajin v ¢itateli znamena pocet krajin, v ktorych ma korporacia
umiestnené svoje afilacie a podet potencidlnych hostitelskych krajin predstavuju tie
krajiny, kde by transnaciondlna korpordcia mohla potencidlne umiestnit svoje afila-
cie. Bert sa do auvahy krajiny, ktoré ziskali prirastok objemu priamych zahrani¢nych
investicii (Balaz, 2005).

Vo vseobecnosti mdzeme povedat, Zze nadnarodny podnik je najsir$im pojmom zastre-

$ujuci subjekty, ktorych podnikatelské aktivity prekracuju hranice jednej krajiny. Stewart
(1997) popisuje rozdelenie nadnarodnych podnikov v tabulke 2.1.
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abul'ka 2.1 Rozdelenie nadnarodnych podnikov podla Stewarta

podnik

Domace aktivity export exportujuci podnik
Domace aktivity Ucast v zahrani¢nych odvetviach transnacionalny podnik

dcérske spolocnosti (podiel domaceho

Domice aktivity obratu k zahrani¢nému 70 : 30)

internacionalny podnik

dcérske spolocnosti (podiel domaceho

Domice aktivity obratu k zahrani¢nému je 30 : 70)

multinacionalny podnik

Zdroj: Stewart (1997)

Pripadova stadia 3
Potapanie, plavanie a surfovanie... (The Economist, 11. april 2020)

SUcasnd pandémia Covid-19 a skody fou spdsobené urychlili trendy, ktoré uz skér zacali
pretvdrat obchod. V niekorych pripadoch je fazké rozlisit katastrofu od prilezitosti. V marci
2020 zaznamenal britsky online obchod s potravinami Ocado také pretazenie serverov, ze
mal podozrenie na hackerské Utoky. ,,Mysleli sme si, Ze sme boli pod Utokom*, povedal Tim
Steiner, $éf spolocnosti. V skutocnosti sa Briti zUfalo snaZili ziskat zdsoby a doddvky potravin
a ndpojov na najblizSie tyzdne. Po tom, Co predseda viddy Boris Johnson ozndmil ndrodné
zablokovanie, strdnka naplnila tri tyzdenné vyherné automaty za hodinu. Spolo&nosti,
ktorym Covid-19 priniesol aké-také pozitivum, bolo len mdlo. Vo februdri, aj ked sa trhy
zacali rucat, sa séfovia firiem mohli ,,utesit" nasledovnymi troma skutocnostami:

1. za krizu neniesli vinu;

2. vacsina spolocnosti, najmda v Amerike presla do krizy v dost solidnom stave; zamest-
nanost rdstla, knihy objedndvok boli relativne piné a uvolnenie americkej obchodnej
vojny s Cinou sa dobre zdokumentovalo;

3. v priebehu niekolkych dni, ked sa globdlne trhy zacali récat, Cina postupne otvdarala
niektoré tovdrne a zrusila niektoré zo svojich drastickych blokdad.

Na druhej strane, vela eurépskych krajin a niektoré americké staty zacali okamizite
zavdadzat socidline opatrenia a coskoro ,uzatvdranie" regiénov a hranic. Podniky sa ocitli
v priepasti ,rucajucej sa“ekonomiky. Podla Statistiky v jednotlivych odvetviach, ktoré
sleduje Medzindrodnd organizdcia prdce, v sucasnosti Celia prudkému poklesu produkcie
a ndsledne vysokému riziku prepuUstania ako aj obmedzeného poctu pracovnych miest,
tieto odvetvia (polnohospoddrstvo, stavebnictvo, vyrobné podniky, velkoobchod
a maloobchod, turizmus a 3kolstvo) zamestndvaju takmer 38 % celosvetovej pracovne;jsily,
¢o je priblizne 1,25 miliardy pracovnikov. No aj napriek pochmuirnym ¢asom, sa vedenie
spolo¢nosti zacina zameriavat na post — covid vyhliadky vo svete. Jedna vec, na ktorej sa
vietci zhodnu, je trend akcelerdcie, a to nasledovne:

» deglobalizécia, ktord postupne rozkladd podnikanie vytvorené vo svete od roku

2000,
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» prienik sluZieb, ktoré suU zaloZené na ddtach do viacerych aspektov Zivota,
» sUstredenie ekonomickej sily do rik vybranych korpordtnych obrov.
Predpokladd sa, Ze tieto trendy pod vplyvom pandémie Covid-19 buduU nasledovat
rychlejSie, ako sa ocakdvalo predtym.

2.1.1 Podnikanie v zahranici a formy vstupu na zahrani¢né trhy

Eurépa sa svojou rozlohou zaraduje ako druha medzi vSetkymi kontinentami. Ma 46 $tatov,
742,5 miliéna obyvatelov, z ktorych asi 500 miliénov Zije v Eurépskej unii. Prevaznu vacsinu
v tychto $tatoch tvoria kultirne odlisné narody so svojimi vlastnymi jazykmi, ndrodnostné
a jazykové mensiny, ktoré nemaju svoj matersky $tat. Riesit ulohy dlhodobého udrzatelného
rozvoja v podmienkach globalizacie na kontinente Eurdpy je preto z pohladu $trukturalne;
neusporiadanosti a nejednotného postavenia eurépskych krajin zlozité, vysvetluju Diaciko-
véa a Lach (2019). Dalej uvadzaju, e niektoré $taty a izemia alebo ich ¢ast patria geograficky
do Azie, avSak kulturne a historicky do Eur6py. V Eurdpskej unii je zoskupenych 28 krajin.
Spolo¢nti menu euro v Eurépskej unii vyuziva 19 krajin (Belgicko, Cyprus, Estonsko, Fin-
sko, Franctizsko, Grécko, Holandsko, Irsko, Litva, Loty$sko, Luxembursko, Malta, Nemecko,
Portugalsko, Rakusko, Slovensko, Slovinsko, Spanielsko, Taliansko) a vlastné meny vyuzi-
va 9 &enskych krajin Eurdpskej tnie (Bulharsko, Cesko, Dansko, Chorvatsko, Madarsko,
Polsko, Rumunsko, Svédsko, Velka Britania). V roku 2021 Velké Britania vystapila z EU.

Etablovanie sa Slovenskej republiky v medzinarodnom podnikatelskom priestore vyraz-
ne ovplyvnil prilev zahrani¢nych investicii, ¢o vyvolalo vznik a pouzivanie roznych foriem
vstupu na zahrani¢né trhy. Simo a Mura (2015), UbrezZiové a kol. (2013), Zadrazilova (2005)
a Pichani¢ (2004) uvadzaju nasledovné formy vstupu na zahrani¢né trhy podla kapitélovej
narocnosti:

» priamy export/import - sa realizuje priamo so zahrani¢nym subjektom bez pouzitia
sprostredkovatelov alebo sa moze realizovat distribu¢nymi kanalmi inych zahrani¢nych
subjektov, s ktorymi podnikatelsky subjekt uzatvoril zmluvu, napriklad zmluva
o vyhradnom predaji, o obchodnom zastpeni, komisionarska zmluva a piggybacking;

» nepriamy export/import - predstavuje situaciu, kedy sa podnikatelsky subjekt zapaja
do medzinarodného podnikania prostrednictvom inych firiem v domacej krajine.
V tejto situdcii podnikatelsky subjekt prichadza do styku so zahrani¢nym trhom ne-
priamo a sam Ziadne zahrani¢né operacie neuskutociuje;

» medzinarodny pohyb know-how - je situdciou, kedy sa podnikatelskému subjektu
v hostitelskej krajine na zdklade zmluvy poskytuje urcité know-how. Moze ist napriklad
o licen¢né zmluvy, fransizing, zmluva o riadeni a zoslachtovaci styk;

» kapitalovy vstup na zahrani¢ny trh formou zahrani¢nych investicii - predstavuje
zriadenie vyrobnej zakladne v zahrani¢i vo forme majetkového spojenia, ¢o zavisi
od zamerov materského podniku, jeho financnej sily a od situdcie v hostitelskej kra-
jine. Najcastejsie ide o investicie na zelenej luke, investicie na hnedej like, fuzie
a akvizicie, spolo¢ny podnik a strategické aliancie. Tieto formy najvys$$imi stupiiami
internacionalizacie podnikov s aspektom na uplatnenie principov medzinarodného
manazmentu.
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2.2.1.1 Investicie na zelenej luke — greenfield investment

Investicie na zelenej luke patria ku kapitalovym vstupom, pri ktorych sa zahrani¢ny investor
stava jedinym spolo¢nikom a ma vylu¢ne riadiacu a rozhodovaciu pravomoc. Pri uvedenej
forme investicie ide o vybudovanie novych vyrobnych kapacit bud zalozenim novej dcérskej
spolo¢nosti, alebo dalSou expanziou uz existujicej. V krajinach, kde je silné narodné citenie
a kde sa preferuju domace subjekty, zahrani¢né firmy nevolia tento spésob posobenia na
zahrani¢nom trhu, ale uprednostiiujui spojenie so zahraniénym partnerom vo forme joint
venture. Investicie na zelenej like si vyzaduju dokonalé spoznanie hostitelskej krajiny, $truk-
tary trhu, obchodnych zvyklosti, narodnych Specifik, legislativnych noriem, pretoze ide
o dlhodoby zamer firmy posobit v danej ekonomike.

Existuje niekolko dovodov, preco sa spolo¢nost moze rozhodnut vybudovat nové zaria-
denie a nie kupit alebo prenajat existujice zariadenie. Hlavnym d6évodom je skuto¢nost, ze
nové zariadenie pontka flexibilitu dizajnu spolu s u¢innostou na uspokojenie potrieb pro-
jektu. Existujuice zariadenie nuti spolo¢nost vykonat upravy na zaklade siicasného navrhu.
Vsetko kapitalové vybavenie sa samozrejme musi udrziavat a udrzba novych zariadeni je
spravidla ovela lacnejsia ako pouzivané zariadenia. Ak chce spolo¢nost propagovat svoju
novu prevadzku alebo prilakat zamestnancov, nové zariadenia byvaja priaznivejsie.

2.2.1.2 Investicie na hnedej like — brownfield investment

Pojem investicie na hnedej luke sa pouziva na oznacenie zalozenej prevadzky v miestach,
kde predtym existovali staré zavody. Ma niektoré prvky akvizicie a investicie na zelenej luke.
Investor kupuje firmu, ale nahradza jej ¢innost inou, vratane novych zariadeni, vyrobnych
liniek, najimanim novych pracovnikov a podobne. Medzi vyhody hnedych investicii patri
jednoznacne fakt, Ze sa zbyto¢ne nenicia zelené plochy. Brownfield dalej prispieva k prestav-
be mestskej casti daného mesta a vac¢sinou sa pouziva uz existujuca infrastruktdra, ¢im sa
predchadza aj dal$im zasahom do prirody.

Brownfield si so sebou samozrejme nesu aj urcité negativa. Vyvoj spolo¢nosti by mohol
byt skomplikovany objavom toxickych kontaminantov a samotnd budova nemusi spiiat
$trukturalne poziadavky a stavebné predpisy. Pri tychto investiciach existuje aj vyssie riziko
prekrocenia nakladov v dsledku neo¢akavaného vyvoja.

2.2.1.3 Priemyselné parky a ich typy

Na Slovensku sa pojem priemyselny park objavil az zaciatkom tohto tisicrocia s prilevom
zahrani¢nych investorov. Do roku 2000 investicie prichadzali prakticky iba odkipenim exis-
tujucich podnikov alebo vstupom do spolo¢ného podniku. Objavili sa aj pripady prenajmu
Casti nevyuzitého aredlu zahrani¢nymi firmami.

Priemyselny park mozno charakterizovat ako velky komplex, v ktorom su ststredené
vyrobné haly na manipulaciu, skladovanie a distribtciu vyrobkov a tovarov aj skladovacie
a logistické priestory. Priemyselné parky mozu byt ale doplnené o tstavy a centra vedy a vysku-
mu, vzdelavacie zariadenia, dalej zony oddychu, $portoviska a pripadne aj o obytnu zénu, ¢o
moze priemyselnym parkom pridat na atraktivnosti. Priemyselny park je teda zalozeny na
myslienke spojenia roznych funkcii do jedného celku. Okrem pojmu priemyselny park sa
vo svete mozeme stretnut aj s pojmami priemyselna zéna alebo $pecialna ekonomicka zéna.
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Po roku 2000 sa ale objavovalo stale viac zahrani¢nych firiem, ktoré chceli na Slovensku
vybudovat nové vyrobné zavody vo velmi kratkom case. Uzemno-planovacie a stavebné
konanie, ako aj povolovanie pripojenia na siete v tom case trvalo extrémne dlho, takze aj
cela vystavba nového zavodu by trvala dlho. Prejavil sa preto velky dopyt po arealoch, ktoré
boli majetkovo vysporiadané, vybavené sietovymi pripojkami, prijazdovymi cestami, ale aj
vSetkymi potrebnymi povoleniami. Investor si v nich mohol prenajat alebo odkupit potrebnt
velkost pozemku, rychlo vybavit stavebné povolenie, postavit halu a v priebehu niekolkych
mesiacov zac¢at vyrabat. Prendjom pozemku, stavba haly i ndkup technoloégii na lizing navyse
investorovi umoznili rychlo rozbehnut vyrobu aj bez velkej hotovosti.

Prevadzkovatel parku mu okrem poskytnutia pozemku a inzinierskych sluzieb, ¢i
dokonca vystavby haly na klu¢ neskor zacal ponukat aj prevadzkové sluzby, ako napriklad
oplotenie, udrzbu a strazenie arealu, obsluzné ¢innosti ako dodavku stravy, spravu budovy,
zahradnicke, Cistiace a upratovacie sluzby, dodavky energii alebo dopravné sluzby. Toto
vSetko najmé zahrani¢nym investorom bez skiisenosti na Slovensku ulah¢ilo ich prichod
a rozbeh vyroby a povzbudilo ich k neskorsiemu rozsirovaniu aktivit, ¢i pritiahnutiu doda-
vatelov a partnerskych firiem do krajiny. Bolo pre nich jednozna¢ne vyhodou zverit obsluzné
¢innosti domacemu partnerovi a sustredit sa na rozvijanie jadra svojho podnikania, ¢im bola
vadsinou vyroba alebo sluzby pre priemysel.

Vo vSeobecnosti mozeme priemyselné parky ako ich uvadza Preto (2018) rozdelit do
dvoch zakladnych skupin podla toho, na akom tzemi vznikaju, a to priemyselny park na
zelenej ltike a hnedy priemyselny park. Ziadna $tudia, ktor4 sa tyka priemyselnych parkov
vsak neudava jednozna¢nu definiciu pre jednotlivé typy parkov. Preto by sme greenfield
a brownfield definovali nasledovne:

» priemyselny park na zelenej like (greenfield) - priemyselny park vybudovany na
nezastavanej ploche, zelenej like, ktora nebola doteraz vyuzivana na priemyselné tce-
ly. Park na zelenej like moze obsahovat zakladné infrastruktirne napojenia a cestna
infrastruktaru;

» hnedy priemyselny park (brownfield) — priemyselny park vybudovany na uz zasta-
vanej a vyuzivanej ploche na priemyselné ucely. Park vznika investovanim finan¢nych
zdrojov do uz existujucich budov a stavieb, ktoré st v sucasnosti uz nevyuzivané, alebo
su dlhsie opustené. Uvedené budovy a stavby su ¢asto uz napojené na inzinierske siete.

Pripadova studia 4
Vyvoj priemyselnych parkov na Slovensku

Prvy priemyselny park na Slovensku vznikol v roku 2001, a to vo Vrdbloch. Dédvodom vzniku
bola potreba vacsich vyrobnych priestorov pre doddvatela automobilového priemyslu,
spolo¢nosti United Parts Slovakia (UPS, dnes Kongsberg), ktord v prenajatych priestoroch vo
Vrdbloch vyrdbala uz péf rokov. Samostatnd hala viak v okoli nebola a taktiez neexistovala
firma, ktord by mala zdujem ju pre UPS vybudovat. Vedenie firmy preto naslo nemeckych
financnych investorov, ktori podla dohody postavili pre UPS halu na mieru a td si ju potom
prenajala na 15 rokov. Nemecki investori sa viak kvoli lepsej ndvratnosti investicii rozhodli,
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Ze nepostavia iba halu pre UPS. Rozhodli sa postavit park s piatimi zdvodmi, ktoré potom
prenajmu vyrobcom. Dohodli sa s vedenim mesta a to sa zaviazalo vykuUpit pozemky od
vlastnikov a ako celok im ich odpredat. Tymto vznikol projekt takmer 6,5-hektdrového
priemyselného parku, ktory sa neskodr rozsiril az na 23 hektdrov. Sprdvcovskd spolocnost
IGP Vrdble, ktord park vybudovala, vybudovala tiez Cast sieti a to z vliastnych prostriedkov.
Neskdr dostala od ministerstva hospoddrstva dotdcie vo vyske zhruba 3,6 miliona eur
(Kremsky, 2015). Onedlho sa rozbehli aj dalsie dva vyznamné projekty priemyselnych
parkov a to v Kechneci na vychodnom Slovensku a v Lozorne na Zd&hori. Automobilovy
park pri Lozorne bol zamerany na doddvatelov bratislavskej tovérne Volkswagen, ktord
v tom Case rozbiehala produkciu terénnych modelov VW Touareg a potrebovala pritiahnut
viacero svojich dvornych doddvatelov na Slovensko. Investorom bol realitny fond americkej
financnej skupiny AIG Lincoln a statna firma Auto Martin, ktorej Ulohou bolo ziskatf pozemky
od Vojenskych lesov, vybudovaf siete, pristupové cesty a zelezniénU viecku a vybavit
stavebné povolenia. Priemyselny park v Lozorne bol otvoreny v roku 2002 a v sUcasnosti
v fom pracuje zhruba 1500 ludi. Priemyselny park v Kechneci na juh od Kosic vznikol
pdvodne ako rozsirenie aredlu americkej elektrotechnickej firmy Molex. Bol otvoreny v roku
2003 a momentdine sa nachddza na ploche 330 hektdrov. Na jeho rozvoji md ale najvacsiu
z4sluhu podpora obce. Préve starostovi obce sa podarilo pritiahnut do tejto malej dedinky
gj stadtne dotdcie do parku za 7 milidnov eur a vyznamnych investorov ako Getrag Ford,
Magnetti Marelli, ale aj dalSich. Celkovo tam pracuje vyse 3000 ludi. Okolo roku 2000 vznikali
aj daldie priemyselné parky, ktoré nevyrdstli na zelenej lUke, ale v pévodnych priemyselnych
aredloch byvalych statnych podnikov. §lo teda o investicie na hnedej IUke (brownfields).
Tie sa v devdatdesiatych rokoch 20. storocia sprivatizovali a mnohé ukoncili alebo vyrazne
znizili vyrobu. Najvyznamnejsie priemyselné aredly vznikali v byvalych zdvodoch ZSNP
Ziar nad Hronom, Chemlon Humenné, MEZ Michalovce, PAL a Tesla Vrdble, Nabytkdrer
Malacky, tehelni v Devinskej Novej Vsi v Bratislave alebo ndbytkdrni v Galante. Najviac sa
jednoznacne ale darilo projektom, ktoré mali jasného sukromného vlastnika, ochotného
investovat do vylepsenia priestorov a ktory mal zdroven dobry spoluprdcu s mestom pri
Ziskani dotdcii od 3tatu a EU, ako aj na prildkani investorov do parkov (Kremsky, 2015).
V roku 2001 vstUpil na Slovensku do platnosti zdkon ¢. 193/2001 Z. z. o podpore na zriadenie
priemyselnych parkov. Tento zdkon upravuje podmienky pre poskytovanie podpory, na
poskytnutie ktorej viak neexistuje pravny ndrok. Oprdvnené subjekty s oprdvnené poziadat
o dotdciu pri zriadovani priemyselnych parkov na:

» technickly vybavenost Uzemia a budovanie inZinierskych stavieb nevyhnutnych
na zriadenie priemyselného parku do vysky 70 % ndkladov, pricom vyska tychto
ndkladov sa urci na zdklade vysledkov verejného obstardvania podla osobitného
predpisu,

» na ndhradu za vyvlastnenie, kUpu pozemkov a na Uhradu ndkladov na prevod
alebo z&menu pozemkov uréenych na zriadenie priemyselného parku. Tato sa
moze poskytnut do vysky 70 % ceny pozemku podla cenového predpisu alebo ak
ide o ndjom pozemkov, do vysky 70 % dohodnutého ndjomného za prvych desat
rokov ich ngjmu,

» na Uhradu odvodov za odiatie polnohospoddrskej pddy z polnohospoddr-
skeho pddneho fondu a odvodov za vynatie pozemkov z lesného pddneho
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fondu sa moze poskytnUt do 70 % celkovej sumy tychto odvodov (zdkon
¢. 193/2001, Z. z.).

Ku koncu prvého desafrocia 21. storocia to bolo uz v stovkdch miliénov eur, aj ked
iSlo uz aj o stadtnu pomoc velkym zahranicnym investorom ako Volkswagen, Peugeot-
Citroén alebo KIA. Dalsim priklkadom je Nitriansky regioén, typicky rozsiahlymi nevyuzitymi
priemyselnymi aredimi este z obdobia pred rokom 1989, z ktorych iba niektoré sa podarilo
zmysluplne pretransformovat. Patria k nim napriklad PAL a Tesla Vrdble, Cukrovar v Suranoch
alebo Tesla Nové Zadmky. Na druhej strane Calex Zlaté Moravce, Elektrosvit Nové Zdmky,
Plastika Nitra, Slovenské lodenice Komdrno, ¢i SES v Zeliezovciach roky zbytocne opatrujd
prdzdne haly. Paradoxne prvy priemyselny park na Slovensku vznikol viedy, ked firmy
v starsom aredli vo Vrdbloch uz nemali dost miesta na rozsirenie vyroby a v jeho hraniciach
sa nedali postavif nové haly. Zacali teda hladat v jeho susedstve a s pomocou nemeckych
investorov vybudovali na zelenej IUke aredl, kde dnes pracuje, ako sme uz spominali vyssie,
priblizne 2 000 ludi. V tom Case sa zacal rozvijat aj jeden z najvacsich mestskych parkov
na Slovensku, konkrétne v Leviciach. Postupne don pribudlo viacero zahrani¢nych firiem.
Teraz zamestndva okolo 1 500 ludi. Nitrianska priemyselnd zona Sever vznikla najmé pre
japonského vyrobcu elektroniky Sony, ktory sa potreboval odstahovat z Trnavy, kde uz
nevedel ndjst dostatok pracovnych miest. Sony zanedlho po prestahovani predalo svoju
fabriku firme Foxconn, ktory v nej vyrazne znizil vyrobu (Kremsky, 2015). Polia za Nitrou sa
viak postupne stali miestom investicii mnohych firiem, v ktorych pracuje vyse 3 000 ludi.
Volné pozemky v zone vyufzila britsko-indickd automobilka Jaguar Land Rover a v roku 2015
zacala s vystavbou priemyselného parku. Koncom roku 2018 v nej bola spustend vyroba.
Spominany priemyselny park ziskal suverénne najvyssiu podporu zo §tatu v histdrii Slovenska.
V sUCasnosti zamestndava viac ako 2 000 zamestnancov (Kovdag, 2018).

2.2.1.4 Fuzie a akvizicie — Mergers & Acquisition

Fuzia (zlucenie) predstavuje jednu z dvoch foriem kombinacie:

a) vo forme vlastnictva dvoch spolo¢nosti, ¢asto rovnakej velkosti, ktoré vytvoria nova
spolo¢nost, pricom akcionari obidvoch starych spolo¢nosti dostant akcie novej
spolo¢nosti;

b) v druhej forme, kedy jedna spolo¢nost, obycajne td vicsia, sa stava vlastnikom dru-
hej spolo¢nosti, ktora sa stava dcérskou spolo¢nostou a moze si ponechat svoje meno.
V praxi sa Casto stretdvame s oznacenim spojenia vo forme fuzie (merger) a akvizicie
(acquisition).

Akvizicia (aquisition) ide o také spojenie, pri ktorom jedna firma kupuje ind prostred-
nictvom kuapy kontrolného balika alebo vsetkych jej akcii. Vysledkom je tplné splynutie
(amalgamation) alebo zalozenie holdingovej spolo¢nosti. Kipit mozno firmu hostitelskej
krajiny alebo zahrani¢nu dcérsku spolo¢nost. Akvizicia sa postupne moze zmenit na
faziu. Podla odvetvi, ktorych sa fuzia alebo akvizicia tykaju, pozname nasledovné druhy
spojenia.
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Nové podmienky pre medzinarodné podnikanie sa najma v tzv. ,technologickej revolucii,
obzvlast v oblasti telekomunikacif a informac¢nych technologii a boli jednymi z faktorov, kto-
ré zvysili globalizaciu obchodu. V odbornej literattre sa uvadza viacero definicii spolo¢nych
podnikov - joint ventures:

» joint venture je partnerstvo formované spolo¢nostou v jednej krajine so spolo¢nostou
v druhej krajine s cielom uskuto¢nit alebo pokracovat obojstranne vyhodny obchod
(Gozora, 2006),

» joint venture predstavuje pravnické osoby s hospodarskou ¢innostou v jednej krajine
a dal$im ucastnikom je zahrani¢ny partner (Kassay, 1998),

» joint venture je pravnickd osoba, ktoru tvoria dva alebo viacej podnikatelskych subjek-
tov s rozdielnou narodnou kulturou v tych krajinach, odkadial pochadzaju (Beamish,
2000).

2.2.1.6 Aliancia — Aliance

Do tedrie a praxe medzinarodného manazmentu a podnikania vstupuje do popredia
myslienka a nasledne aj realizacia spolupracovat s konkurenciou. Cielom je dosiahnutie
podnikatelského uspechu s pomocou réznych foriem strategického partnerstva. Vyjadrenie
»spoluprdce medzi s konkurenciou (cooperation with competitors)“ je velmi popularne.
Nadnarodné spolo¢nosti vo svojom historickom vyvoji presli roznymi vyvojovymi fazami,
posobili v roznych historicko-politickych, kultarnych a socialnych podmienkach. Vznikaju
rozne formy spolupréce.

Aliancia je spdsob, ako zriadovat vyrobnu alebo obchodnt zédkladnu v inych krajinach,
kde sa javi perspektiva zvladnutia novych technolégii a obchodovania. Zdruzenie podnika-
telskych subjektov vznika ich dobrovolnym zoskupenim pre tucely uspokojenia spolo¢ného
podnikatelského zaujmu. Podnikatelské subjekty zdruzuju svoje prostriedky a ¢innosti na
zéklade zmluvy, t. j. zdruzenie podnikov predstavuje podnikatelsky subjekt, ktory vznika
zmluvou medzi dvoma alebo viacerymi podnikmi.

Podla toho, aka formu alebo aky obsah ma tato zmluva, mozeme napriklad rozli§ovat:

a) konzorcium - predstavuje formu zdruzovania podnikatelov s ¢asto do¢asnym cielom,
t. j. realizovat urcité ekonomické zaujmy. Zalozenie konzorcia sa nezapisuje do ob-
chodného registra, lebo ide o kooperaciu bez zmeny pravnej subjektivity. Konzorcium
vznika na zédklade zmluvy, podla ktorej sa ¢lenovia zavizuja spojit svoju ¢innost alebo
prostriedky na urcity ucel. V. medzinarodnom prostredi je konzorcium zvycajne kom-
bindciou dvoch alebo viacerych medzindrodnych spolo¢nosti, vytvorené pre $pecialny
ucel;

b) kartel - je zmluvné spojenie firiem, ktoré si zachovavaju svoju pravnu a ekonomicku sa-
mostatnost. Je to skupina vyrobcov a predajcov v rovnakom odvetvi. Kartelova dohoda
zavazuje vietkych zucastnenych, aby dodrziavali vo svojej ¢innosti zmluvne dohodnuté
podmienky. Povazuje sa za dohodu obmedzujicu konkurenciu na trhu, a preto uzatva-
ranie kartelovych dohod prisne sleduju protimonopolné orgdny stitu (Simo a Mura,
2015; Horska a Ubreziova, 2003; Synek, 1996).
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Pojem strategicka aliancia sa vymedzuje ako organiza¢nd forma, ktora pomaha zabezpecit
spolo¢nu kooperativnu podnikatelsku ¢innost. Tvoria ju dve alebo viacej organiza¢nych jed-
notiek. Poslanim strategickej aliancie je aktivizovat a zhodnocovat mozné dodato¢né efekty
spoluprace strategickych partnerov v uréenej zaujmovej oblasti podnikatelskej ¢innosti.

Strategické aliancie, ktoré vznikaju na globalnom trhu su zaleZitostou partnerstva
silnych firiem. Dévodom vzniku byva spolo¢ny vyvoj, marketing, rychlejsie ovladnutie
trhu, pristup k novym technologiam (Vodacek a Vodackova, 2002).

Diskusné otazky

1. Popiste podstatu a vyznam nadndrodnych spolo¢nosti a formy vstupu na zahrani¢né
trhy.
2. Charakterizujte pojem a vyvoj priemyselnych parkov na Slovensku.

Treba si uvedomit, ze najdélezitejsimi hra¢mi v danom podnikatelskom priestore st nadné-
rodné spolo¢nosti, v dosledku ¢oho sa aj z historického hladiska az po sucasnost vytvorili
jednotlivé formy vstupu na zahrani¢né trhy, a zaroven sa stretavame s budovanim priemy-
selnych parkov v jednotlivych eurdpskych regionoch, vratane Slovenska. Nakolko hovorime
o tedrii a praxi medzinarodného manazmentu a podnikania, uvadzaju sa praktické priklady
jeho uplatnenia v pripadovych $tadiach, pricom musime brat do uvahy vplyv pandémie
Covid-19, ako jeden z vyraznych faktorov, ovplyviujucich celosvetovy vyvoj podnikania
a obchodu.
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MEDZINARODNE
PODNIKANIE
RODINNYCH PODNIKOV

aktivit, ktorym sa nevenuije patricnd pozornost napriek tomu, ze su pritomné
v podnikatelskom sektore. Vyznacuju sa viacerymi odlisnostami v kompardcii
s inymi formami podnikatelskej Cinnosti. SUCasné podmienky na domdcom trhu
akcelerované silnejucimi konkuren&nymi bojmi, globalizaénymi a liberalizagnymi
tendenciami v obchode a tie spdsobuju postupné etablovanie podnikov
v rodinnom vlastnictve aj za hranicami domovskej krajiny. Délezitost skUmania
medzindrodnych podnikatelskych aktivit rodinnych podnikov zndsobuje fakt, ze sU
rovnako Uspesné ako konkurenéné nerodinné podniky, ale odbornici sa Specificke]
téme venuju len sporadicky. Predkladand kapitola ponuka struény vstup do
problematiky medzindrodnych podnikatelskych aktivit rodinnych podnikov.

P odnikanie rodinnych podnikov je $pecifickou formou podnikatelskych

Ciele kapitoly
- poukdzat na doélezitost a vyznam existencie rodinnych foriem podnikania,

- priblizit stru€¢nl genézu formovania rodinného podnikania na Slovensku,

- poukdzaf na vybrané problémy a Specifikd tedrie rodinného podnikania,

- priblizit motivy a dévody, pre ktoré rodinné podniky internacionalizuji svoje
podnikanie.
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w31 Uvod do problematiky

Vyvojové tendencie na trhu spdsobuju, ze do réznorodych podnikatelskych aktivit st vta-
hované diferencované formy podnikatelskych jednotiek. Podnikatelska ¢innost rodinnych
podnikov sa aj v nasich podmienkach stava ¢oraz diskutovanej$ou oblastou podnikatelskych
aktivit. Ide o velmi zaujimavu, ndro¢nu a vcelku komplexnu oblast, ktorej by sa mala venovat
podstatne vdc¢sia pozornost. Skimanie podnikania rodinnych podnikov je v zaujme nielen
hospodarskej sféry, ale tiez politickej reprezentacie, pretoze tieto formy podnikania sa zame-
riavaju prioritne na zabezpecenie zamestnanosti, sebarealizaciu az potom na dosahovanie
zisku. Mozno teda konstatovat, ze ich existencia na trhu mad $ir$i spoloc¢ensky, socialny
a ekonomicky rozmer. Rodinné podniky su ¢asto pritomné na takych trhoch a v takych
regioénoch, o ktoré viacsie podnikatelské subjekty alebo podnikatelské siete nemaju zaujem.
Ich nespornou pridanou hodnotou je v dosledku uvedeného ich pdsobenie na rozvoj
regionov. Podnikatelska ¢innost podnikov v rodinnom vlastnictve sa aktudlne nezameriava
len na posobenie na domacom trhu. Tri silné fenomény, akymi st svetové globalizacia, libe-
ralizacia trhov a internacionalizacia spdsobuju, Ze aj $pecifické formy podnikatelskych ¢in-
nosti — akym je aj rodinné podnikanie — s zasiahnuté, ovplyvnené a determinované tymito
fenoménmi. Doterajsia ¢innost rodinnych podnikov bola prioritne zamerana na posobenie
na lokalnom ¢i ndrodnom trhu. Pod vplyvom prebiehajucich tendencii v$ak nastava diferen-
cidcia nielen v odvetvovom zamerani rodinnych podnikov, ale aj v teritoridlnom zacieleni
ich podnikatelskej ¢innosti.

Zaujem rodinnych foriem podnikania o ich trvalo udrzatelny rozvoj a rast prispieva
k hladaniu novych teritérii ako miest pre odbyt ich tovarov a sluzieb. Vplyv konkuren¢-
ného boja na domacom trhu je vystupnovany, ¢o opat podporuje manazment rodinnych
podnikov v rozhodovani o internacionalizdcii podnikania. V medzindrodnom prostredi
vidia aj podniky v rodinnom vlastnictve nové moznosti pre ich rozvoj, perspektivny rast,
zvy$ovanie trzieb a v kone¢nom dosledku aj zisku. Podnikanie v medzinarodnom prostredi
predstavuje pre rodinné podniky tplne novu situdciu a vyznamne zasahuje do doterajsieho
bezného chodu podniku. Medzinarodné podnikatelské aktivity ovplyvnuju planovanie,
organizovanie, vedenie ludi aj kontrolnu ¢innost naprie¢ celym podnikom. Kazdy podnik si
musi byt vedomy, Ze prienik na medzindrodné prostredie prinasa mnozstvo novych impul-
zov, zaujimavych obchodnych prilezitosti, nové kontakty, nové skusenosti, nové segmenty
zékaznikov, ale sucasne je rozhodnutie vstipit do medzinarodného prostredia sprevadzané
vy$$im stupniom podnikatelského rizika, vy$$ou investi¢nou potrebou, vys§imi kapitalovymi
narokmi a inou formou konkuren¢ného boja.

Je pravdou, ze problematika medzindrodného podnikania je nielen v slovenskej, ale aj
v zahrani¢nej literature rozpracovana najma na podmienky velkych podnikov a nadnérod-
nych spolo¢nosti, ktoré su typickymi reprezentantmi medzinarodnych foriem podnikania.
Zostrujuci sa konkurenény boj na lokalnych a narodnych trhoch vsak doslova niti aj sektor
malych a strednych podnikov zapdjat sa v ¢oraz vacSej miere aj do medzinarodného podni-
kania. Prienik do medzindrodného prostredia, nadvizovanie bilateralnej, alebo multilateral-
nej obchodnej spoluprace medzi jednotlivymi podnikmi je akcelerovany liberalizaciou trhu,
existenciou Slovenska v Eurdpskej unii, ktora dosiahla najvyssi stupen integracie a rovnako
je vyznamne determinovany vysokym stupiiom otvorenosti nasej ekonomiky. Preto tak ako
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velké spolo¢nosti, malé a stredné podniky aj rodinné formy podnikania stoja pred otdzkou
internacionalizacie svojej podnikatelskej ¢innosti. V globalizovanom svete, kde jednotlivé
narodné hospodarstva a ich odvetvia su ¢oraz silnej$ie prepojené s okolitym prostredim je
zmedzindrodnenie podnikatelskych aktivit iba otdzka ¢asu. Potreba obstéat v silnej konku-
rencii a schopnost posobit na trhu aj v budtcnosti st totiz tak silné, ze rozhodovanie manaz-
mentu o internacionalizacii podniku nemozno dlhodobo odkladat. Konkurencia totiz nespi
a moze sa lahko stat, ze podnikne tieto kroky rychlejsie ako my. Ziska konkurenénu vyhodu,
néskok, ktory bude iny podnik tazko dobiehat a prekonavat.

Ustrednou ambiciou tejto kapitoly u¢ebnice je prispiet najmi k teoretickému rozpra-
covaniu a manazérskemu vykladu tejto velmi zaujimavej a $pecifickej oblasti podnikatelske;
¢innosti. Potreba pertraktdcie témy je umocnend aj konkrétnym faktom z podnikatelske;
praxe, a to tym, ze slovenské rodinné podniky ukoncujui svoju prvi ucelenu cast Zivota
a stoja pred naro¢nou vyzvou vo svojom zivotnom cykle. Internacionaliza¢ny proces je
nezvratnym procesom a zasahuje vSetky krajiny sveta a vSetky podnikatelské subjekty, ktoré
vtahuje do vzdjomnych medzinarodnych hospodarskych vztahov. Do akej miery, akou
formou sa internacionalizacia podnikania prejavuje, aky dopad ma na praktické fungovanie
podnikatelskych jednotiek je dal$i impulz, ktory nas viedol k potrebe rozpracovat tedriu
medzinarodného podnikania rodinnych podnikov.

Rodinné podnikanie ma vo svetovom meradle svoje trvalé a nezastupitelné miesto. Tym,
ze vo vyspelych krajinach existuje trhovo orientovand ekonomika dlhé obdobie, je aj pozicia
rodinnych podnikov odli$na od pozicie rodinnych podnikov pdsobiacich na Slovensku,
konstatuje Mura (2019). Histéria rodinného podnikania vo vyspelych eurdpskych krajinach je
bohatd na pocetné a velmi uspesné podniky, ktoré sa postupom ¢asu vyprofilovali na stredne
velké az velké, dokonca nadnarodné spolo¢nosti. Ako priklad autor uvddza nasledovné nemec-
ké podniky: Henkel, Dr. Oetker, Deichmann, Volkswagen, BMW, Hornbach, Adidas, Puma,
Rauch; holandské podniky: Heineken, Heinz, Shell, Barenbrug, Veldhuyzen Kaas; anglické
podniky: Marks & Spencer, Rolls Royce, Luis Vuitton; talianske podniky: Fiat, Armani, United
Colors of Benetton, Ferrero, Lavazza. K ndm najbliz$i rodinny podnik, ktory prerastol dnes uz
do velkej spolo¢nosti je reprezentant obuvnickeho priemyslu — Bata. K tispesnym slovenskym
rodinnym podnikom mdzeme uviest Matador Group, Mrva & Stanko, Matysak, Corner &
Co., Kellys Bicycles, Esox, Hotel Partizan na Taloch. Ak by sme chceli uviest absolutne naj-
vyznamnej$ie rodinné podniky vo svetovom meradle, musime spomenut spomedzi mno-
hych také podniky, ako napriklad Lewis, Nike, Volkswagen, Ford, BMW, Toyota, IKEA,
L'Oréal, Kinder Morgen, Samsung, Oracle, Facebook Marka Zuckerberga, Roche, Novartis.

Ako sme v tvode kapitoly uviedli, zasadnou tlohou predstavitelov $tatu, rezortnych,
odvetvovych organizacif a institucii podporujucich podnikanie je napomoct rozvoju rodin-
ného podnikania ako osobitnej formy podnikatelskej ¢innosti. Slovensko ma vsetky predpo-
klady pre vyraznejsie etablovanie rodinnych podnikov a to nielen na lokalnom ¢i domacom
trhu, ale vdaka inovativnosti, flexibilite a osobnej zanietenosti predstavitelov rodinnych
podnikov aj v medzindrodnom prostredi. Vyzaduje si to ale tejto $pecifickej skupine pod-
nikov venovat realnu, dostato¢ni pozornost a primerand podporu. Rodinné podnikanie je
samostatnou oblastou podnikania, ktoré ma svoje $pecifické problémové okruhy, s ktorymi
sa musi vysporiadat. Jednym z tychto okruhov je aj medzinarodné podnikanie podnikov
v rodinnom vlastnictve, ktorému sa budeme blizsie venovat.
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Predtym ako pristupime k vykladu medzinarodného podnikania rodinnych podnikov
je ziaduce v primeranej forme prezentovat aspon najdolezitej$ie poznatky zo samotného
rodinného podnikania.

Trvalou sucastou sektoru malého a stredného podnikania je ale aj $pecificka skupina pod-
nikov reprezentovand rodinnymi podnikmi. Velkd ¢ast rodinnych podnikov ma velkostne
formu mikro- alebo malych podnikov, preto mozno uviest, Ze najvyraznejsie zastipenie
rodinnych podnikov je v sektore malého a stredného podnikania. Niektoré rodinné podniky
sa v§ak za roky svojho uspe$ného pdsobenia na trhu rozrastli v naraste trzieb, rozsirili pocet
zamestnancov a dnes uz napliiaju érty kategérie velkych podnikov. Neplati teda vyrok, ze
by rodinné podnikanie bolo pritomné len v sektore malého a stredného podnikania. Ale
v tomto sektore je najviac zastupené. Trvalym problémom nielen Slovenskej republiky alebo
Eurépskej tnie, ¢i dokonca sveta, je absencia jednotnej definicie rodinného podniku, resp.
rodinného podnikania. V sucasnosti neexistuje presné legislativne vymedzenie ani kom-
plexne ponaté definicia rodinnych podnikov alebo rodinného podnikania samotného.

V slovenskych podmienkach sa problematike podnikatelskej ¢innosti rodinnych
podnikov dlhodobo venuju napriklad Strazovska, H. a kol. (2013), Strazovska, L. (2018),
Mura (2019), o nie¢o menej Stibertova (2014), Dafikové a kol. (2010). K autorom, ktori sa
venovali problematike mozno zaradit takych ako Sétaffy (2014), Serina (2014), Hudakova
a kol. (2015). Z ceskych autorov je treba spomenut autorsky kolektiv Korab, Hanzelkova
a Mihalisko (2008), Machek (2017), Mikolas a kol. (2019), sporadicky Veber a Srpova
(2012). Naopak, vyrazne vyznamnej$ie miesto v centre zaujmu predstavuji rodinné podniky
a rodinné podnikanie u zahrani¢nych autorov, najma z krajin vyspelej trhovej ekonomiky.
Ich diela mozu byt pre slovenskych odbornikov, ale aj pre samotnt podnikatelski prax
minimalne inspirujice, pripadne niektoré postupy je mozné aplikovat aj v slovenskom
podnikatelskom prostredi.

Podnikatelska ¢innost rodinnych podnikov je z makroekonomického i mikroekono-
mického pohladu vyznamna. Ide o skupinu podnikov, ktoré sice nezamestnavaju naraz velké
mnozstvo zamestnancov, ale napriek tomu maju nezanedbatelny prinos v tvorbe pracovnych
miest v§ade tam, kde nie je mozné oc¢akavat velkého investora. Rovnako maji rodinné pod-
niky vyznamné miesto vo sfére sluzieb, kde v pohostinstve, hotelierstve, gastronomickych
sluzbach ponukaji okrem svojich sluzieb aj nieco naviac — osobny pristup, empatiu a vyssiu
kvalitu. V rodinnych podnikoch totiz plati, Ze v pripade nespokojného zakaznika utrpi nielen
meno podniku, ale aj meno rodiny. Rodinné podniky na rozdiel od nerodinnych podnikov,
idu totiz ,,s koZou na trh* v pravom slova zmysle, pripomina Mura (2019).

Autor dalej pripomina, Ze na Slovensku v porovnani s inymi krajinami sveta, nie je
rodinné podnikanie tak vyrazne etablované ani podporované. V trhovych ekonomikach
pritom rodinné podnikanie predstavuje jednu zo zakladnych, tradi¢nych a osved¢enych
foriem podnikatelskej ¢innosti. Pre objektivitu uvadzame, Ze podmienky pre ich rozvoj nie
st na Slovensku, ale aj vo viacerych post-komunistickych krajindch celkom porovnatelné
s vyspelym svetom. Jednou z najvacsich prekazok rozvoja rodinného podnikania je absencia
ich taxativneho vymedzenia v legislative, absencia definicie, aky podnik mozno povazovat
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za rodinny, aké podporné mechanizmy maju tieto podniky k dispozicii. A v neposlednom
rade mnozstvo praktickych otazok, napriklad vyriesenie pracovno-pravnych vztahov medzi
¢lenmi rodiny.

Rodinné podnikanie patri vo svetovom meradle medzi dynamicky sa rozvijajice formy
podnikatelskej ¢innosti. V slovenskych redlidch sa rodinnému podnikaniu postupne dostava
uznania. Tato forma podnikania je osobitd a predstavuje samostatny problém aj v tedrii
manazmentu. Je potrebné pre objektivnost uviest, ze pristupy, nazory, tedrie ako riadit rodin-
né podnikanie st velmi réznorodé a niekedy aj rozporuplné. Natiska sa otazka, ¢i existuje
rozdiel medzi nerodinnymi a rodinnymi podnikmi natolko, aby ich bolo nutné samostatne
skimat. PodIa nasho nazoru jednoznacne ano. Rozdiel nespochybnitelne existuje a je mozné
ho identifikovat v niekolkych rovinach:

» maju dlhodobé ciele, vizie a stratégie,

» maju ind hierarchiu hodnot,

» maju inu hierarchiu cielov,

» prevazuje v nich konzervativne riadenie,

» vyhybaju sa rizikovému spravaniu,

» maju odli$ny pristup k zakaznikom, dal$im zainteresovanym osobam ¢i subjektom,
» rokovania s obchodnymi partnermi su kultivovanejsie, vyrovnanejsie.

Ak vezmeme do uvahy, Ze podnikat na Slovensku je mozné tridsat rokov, tak nie je
prekvapujuce, Ze rodinné podnikanie ako samostatnd forma podnikania nema dlhodobu
tradiciu. Historickej genéze rodinného podnikania sa venuje vo svojom komplexnom diele
Mura (2019) a tvrdi, Ze objektivne ani nemdze mat, pretoze po druhej svetovej vojne sa byvalé
Ceskoslovensko rozhodlo v oblasti hospoddrstva ist cestou centralne planovanej ekonomiky,
ktoré uz vo svojej podstate potlacalo existenciu sukromného vlastnictva a teda aj sukromné-
ho podnikania. Tym padom nemohli ani existovat rodinné podniky ¢i rodinné podnikanie.
Je pravdou, ze v medzivojnovom obdobi v ur¢itej miere existovali rodinné podniky, ale len
obmedzeny ¢as. Po politicko-hospodarskych zmendach v roku 1989 bolo potrebné najprv
polozit zaklady pre existenciu podnikatelskych subjektov vo vSeobecnej rovine. Z uvedeného
vyplyva, Ze v nasich podmienkach neexistovala trvald tradicia rodinnych podnikov. Oproti
tomu, v Spojenych $tatoch americkych, v niektorych krajinach juznej Eurdpy (Taliansko,
Grécko) a vyspelych eurdpskych krajinach s trhovou ekonomikou (Svajciarsko, Rakusko,
zépadna Cast Nemecka) mali a maju tieto podnikatelské subjekty velmi vyznamné postave-
nie.

Rozpadom velkych podnikov vzniklo pocetné mnozstvo malych a strednych podni-
kov, ktoré postupne nahradili ¢innost ich predchodcov. V mnohych pripadoch sa povodni
vlastnici, ktorych podniky boli v rdmci zo$tatnenia ¢i kolektivizacie zo strany $tatu zhabané
prihlasili a ziskali spat svoje majetky. To bol prvy predpoklad pre vznik a rozvoj novodobych
rodinnych podnikov na Slovensku. Aj ked rodinné podniky mozno zaradit ako podskupinu
mikro ¢i malych podnikov, predsa len maja urcité odlisnosti oproti nerodinnym podnikom.
V pripade rodinného podniku je potrebné skibit pracovny a rodinny Zivot a takéto skibenie
je potrebné aj v oblasti cielov majitela, zamestnancov a rodiny. Podla Eurdpskej unie je
podnikanie formou rodinnych podnikov efektivnejsie ako v pripade podnikania podnikov,
ktoré nemaji rodinny charakter. Z uvedeného je zrejmé, akd dolezita ulohu v ndrodnom
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hospodarstve zohravaju prave rodinné podniky. Podnikanie formou rodinnych podnikov
ma vo svete start tradiciu. Rodinné podniky st jednou z foriem malych a stredne velkych
podnikov a vhodne doplnaji podnikatelski ¢innost velkych spoloénosti. Mnohé dspesné
spolo¢nosti vznikli prave z malych rodinnych podnikov.

Vyznam podnikania formou rodinnych podnikov je mnohondsobny, ak zoberieme do
uvahy, Ze rodinné podniky st vysoko flexibilné, poskytuju osobny pristup k zakaznikovi
a obchodnému partnerovi, zabezpecuju pracu pre ¢lenov rodiny, transfer poznatkov na nova
generaciu a pod. Rozvoj rodinného podnikania sa v podmienkach Slovenska opat zacal az
po politicko-hospodarskych zmenach pred $tvrtstoro¢im, nakolko v planovanom hospo-
darstve podnikanie nebolo mozné. Na Slovensku sa rodinné podnikanie stale nachadza iba
v rozvojovom $tadiu, niektoré rodinné podniky sa uspesne etablovali, niektoré sa rozvijaju
a Cast z nich zanikla, piSu Mura, Paf¢o a Rafajova (2017).

V ramci transformacie ekonomiky vzniklo na Slovensku mnozstvo podnikatelskych
subjektov, pricom pod ich vznikom sa podstatnou mierou podpisala privatizacia. Tu
mozeme najst korene novodobého podnikania, v ramci ktorého pri niektorych subjektoch
doslo k vyprofilovaniu podniku ako rodinného. Postupnym zapajanim ¢lenov rodiny, resp.
podstatnou majetkovou tcastou prislusnikov rodiny vzniklo rodinné podnikanie. Aktual-
ne mozno hodnotit stav rodinného podnikania ako rozmanity. Niektoré podniky si nasli
svoje trvalé miesto na trhu, iné zanikli, mnohé riesia vazny problém s nastupnictvom dalsej
generacie.

Aktualne predstavuju podla Kvasnaka a Makarovej (2018) rodinné podniky uz viac
ako polovicu zo vSetkych malych a strednych podnikatelskych subjektov pdsobiacich na
Slovensku. Autori pisu, ze dévodom, preco sa $tat zacal viac zaoberat s touto skupinou
podnikov, je skuto¢nost, Ze ide o dlhodobo etablované subjekty, ktoré prispievaju k zabezpe-
¢eniu zamestnanosti aj v malo rozvinutych regiénoch, o ktoré zahrani¢ni investori nemaji
zaujem. V tejto suvislosti tyzdennik TREND uvadza, ze podla Ministerstva hospodarstva
Slovenskej republiky st rodinné podniky spravidla menej rizikové a mozno ich povazovat za
stabilnejsie, kedZe sa v nich uplatiiuje konzervativny sposob riadenia. Okrem toho sa rodina
snazi o dlhodobt udrzatelnost rodinného podniku.

Vyznam rodinnych podnikov narastd, pretoze ¢oraz viac obyvatelov stoji pred ulohou
zabezpecit si zamestnanie a Zivobytie. Rodinné podniky by si jednoznacne zasluzili ovela
vacsiu pozornost zo strany Statu, pretoze dokazu pdsobit v takych oblastiach narodného
hospodarstva, o ktoré velké podniky nemaju zaujem ¢i uz z dévodu predmetu podnikania
alebo nedostatoc¢nej ziskovosti, ¢i rentability. V pripade rodinného podnikania je primar-
nym ciefom zabezpecenie pracovnej prilezitosti a zivobytia rodiny, az nasledne zisk. Ako
vidime, v pripade rodinnych podnikov dochédza ku skibeniu podnikatelskych aj socidlnych
aspektov. V beznych nerodinnych komer¢nych podnikatelskych subjektoch je primarnym
cielom podnikania snaha o maximalizaciu zisku a socidlne funkcie podniku st potlacené
do uzadia.

Rodinné podniky st nesporne ddlezita integrita sektoru malych a strednych podnikov,
ktoré je mozné spajat so spolocenskou jednotkou ,,rodina“a ,manzelstvo®. Rodinné podniky
a rodinné podnikanie vystupuju do popredia v ¢ase vyraznejsej konkurencie. Strazovska,
H. a Strazovska, L. (2002) povazuji rodinné podniky ako samostatni formu podnikania,
kedze tvoria spolocenské systémy v malom. Ide o organizécie, v ktorych rodina vyznamne
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ovplyviiuje rozhodovanie tykajice sa vlastnictva alebo manazmentu. Za rodinny podnik
a rodinné podnikanie povazuju spolo¢né podnikatelské ¢innosti fudi, medzi ktorymi exis-
tuje pribuzensky vztah.

Mura (2013) konstatuje, ze rodinné podnikanie na Slovensku v porovnani s viacerymi
ekonomicky velmi podobnymi krajinami zaostava, ich priestor sa na trhu neustale zvicsuje
a naberajui na svojej vyznamnosti. Hoci neexistuje presnd definicia rodinného podniku,
existuju ale znaky, na zaklade ktorych je mozné usudzovat, ze podnik ma rodinny charakter.
Ak sa tieto znaky v konkrétnom pripade prislusného podniku vyskytujui, hovorime o rodin-
nom podniku. Za tieto znaky povazuju Mura (2017); Mura, Halasia Vlacsekova (2018) podiel
rodiny na vlastnickych pravach podniku, pritomnost rodinného prislusnika v manazmente
podniku, pritomnost rodinného prislusnika v praci (na zabezpeceni fungovania podniku).
Tieto znaky povazuju za selektivne vo vztahu k triedeniu podnikov na rodinné a nerodinné
podniky.

Ak hodnotime formy podnikania, potom moézeme rodinné podniky podla Hudakovej
a kol. (2015) zaradit medzi historicky najstarsie formy podnikania. Ak porovname situdciu
Slovenska s inymi eurdpskymi krajinami, tak na Slovensku majt rodinné podniky mensie
zastupenie na celkovom pocte podnikatelskych subjektov. Ako dévod uvadzaju autori pre-
rudenie tradicie pocas obdobia socialistického zriadenia s centrélne planovanym zriadenim
ekonomiky. Aktualne st v nasej krajine rodinné podniky velmi mladé a platna legislativa ich
nijako $pecificky neupravuje ani neobmedzuje ich zaloZenie, vznik ¢i fungovanie.

Rodinné podniky st v porovnani s nerodinnymi podnikmi odli$né a st pre nich charak-
teristické viaceré osobitosti. Upozoriiuje na to aj Kroslakova (2018). Specifickost v pripade
rodinnych podnikov je v interakcii rodiny a podnikania, nie v zdkonnej uprave. Typické pre
tieto podniky je im vlastna atmosféra, typicka vrelymi rodinnymi vztahmi konfrontovana
s podnikatelskou klimou. V rodinnych podnikoch spolupracuje viacero generacii rodiny.
Preto je tazké oddelit vztahy medzi prislusnikmi rodiny, ktori st nielen v profesionalnom, ale
aj v rodinnom, citovom vztahu. Dochadza tu k interakcii emocionalneho s profesionalnym.
Podnikatelsky tspech nie je merany objemom zisku, ale po¢tom generacii, ktoré si podnik
uspesne odovzdali. Cielom rodinnych podnikov je zachovanie kontinuity, nie rychly zisk.

Na rozporuplnost poznatkov o rodinnych podnikoch poukazuje Machek (2017). Tvrdj,
ze idaje a informacie o rodinnych podnikoch od réznych autorov sa nielen lisia, ale dokonca
si protirecia. Za pri¢inu tohto stavu oznacuje jednoznac¢ne neexistenciu definicie rodinného
podniku. Kriticky uvadza aj to, Ze definicia rodinnych podnikov vo vi¢sine pripadov nemad
ziadne empirické dokazy, o ktoré by sa opierala. Vymedzenie rodinnych podnikov ¢asto
sleduje iba nutnost uréitym sposobom opisat charakter tychto podnikov.

Znacné zastupenie v sektore malého a stredného podnikania maji v slovenskych
realiach rodinné podniky. Aj ked neexistuji presné Statistiky, iba niekolko samostatnych
vyskumov, odhaduje sa, ze v sektore malych a strednych podnikov predstavuju priblizne
dve tretiny. Rodinny podnik chapu Strazovska, H. a kol. (2014) ako podnikatelskd jednotku,
ktora vlastni, riadi a kontroluje rodina, resp. jej ¢lenovia. Taktiez za rodinny chapu taky
podnik, ktory je riadeny alebo vlastneny nielen jednou, ale aj viacerymi rodinami. Takyto
podnik je riadeny priamo ¢lenom rodiny alebo potomkom zo strany zakladatela podniku.
V ¢ase nutnosti Celit vyraznej konkurencii sa uloha rodinnych podnikov i takéhoto charak-
teru podnikania znasobuje.
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+ ¥\sOkolnosti, ktoré prispeli k vzniku rodinnych podnikov:

1. rodinné podniky st aj ked s ¢asovym prerusenim predsa len historicky jedna z tradic-
nych foriem podnikatelskej ¢innosti,

2. rodinné podniky su stabilnejsie v porovnani s nerodinnymi podnikmi v hospodarstve
krajiny,

3. rodinné podniky st menej rizikové svojim ekonomickym spravanim,

4. rodinné podniky st prejavom hrdosti, pretoze meno podniku je uzko spité s menom
podnikatela,

5. rodinné podniky maji svoj vlastny podiel na tvorbe hrubého domaceho produktu
krajiny,

6. rodinné podniky sa podielaji na pridanej hodnote priblizne 60 %.

Niet teda pochyb o tom, Ze v ramci malych az stredne velkych podnikatelskych subjek-
tov maju rodinné podniky svoje miesto, uzatvaraju Huddkova a kol. (2015).

V prospech rodinnych podnikov ako samostatnej formy podnikatelskej ¢innosti hovori
niekolko faktorov. Mura, Halasi a Vlacsekova (2018) za najtypickejsie povazuju moznost
pokracovat v tradiciach, ktorych zaklady polozili ¢lenovia rodiny pred mnohymi rokmi,
vytvaranie hodnét pre rodinu i pre spolo¢nost, vytvorenie sebazamestnania. Rodinny podnik
je typom podnikania, ktory je vhodny pre rozvoj podnikatelskych aktivit v regionoch, kde
nie su pritomné velké podniky, resp. podnikatelskd ¢innost rodinnych podnikov nezavisi
od existencie velkych podnikov. Svojou ¢innostou vyplnia medzeru na trhu, ¢im podciarkujua
svoj vyznam aj v regionalnej ekonomike. Medzi osobitosti rodinného podnikania patria aj:

» vysoka miera akceptacie ¢lenov v podnikani,

» silné emocionalne puto medzi ¢lenmi rodiny, ktori vzajomne spolupracuju,

» novych spolupracujicich je mozné lahko a flexibilne zapojit spomedzi ¢lenov rodiny
bez toho, aby muselo byt vytvorené nové pracovné miesto a obsadené z externého
prostredia,

» interna orientacia (dovnutra podniku),

» prozakaznicka orientdcia, pretoze v pripade netspechu utrpi aj meno rodiny, nielen
obchodné meno podniku,

» udrziavanie rovnovahy medzi podnikanim a rodinnym Zivotom.

Aktudlne st na trhu v dominantnom postaveni mikropodnikatelské subjekty, pre
ktoré je charakteristické zamestnavanie 0 az 9 zamestnancov. Tieto zastupuji v mnohych
odvetviach ekonomiky Slovenska prave podniky rodinného charakteru. Motivy pre zaloze-
nie rodinného podniku nachadzame u Subertovej a kol. (2014) a tiez u Peracka, Noskovej
a Muchu (2017) takéto: vytvorenie vlastného pracovného miesta, zabezpecenie prijmu, moz-
nost sebarealizovat sa, uspokojenie $pecifickych zakaziek, prileZitost pre nezamestnanych,
mladych absolventov a tiez Iudi v strednom produktivnom veku.

Rodinné podniky zo sektoru malého a stredného podnikania preukazuju svoju Zzivo-
taschopnost svojim podielom na mnohych ekonomickych ukazovateloch. Markova (2003)
vsak konstatuje, Ze napriek ich vyznamu sa im nedostalo dostato¢ného uznania a v eko-
nomike krajiny nezaujali este také miesto, aké si zasluzia. Rodinné podniky nardzaji na
mnohé problémy, Zial kvoli ktorym sa nemozu stat plnohodnotnymi subjektmi v narodnej

/40/ UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL



MEDZINARODNE PODNIKANIE RODINNYCH PODNIKOV
ekonomike. St to rozne objektivne, a niekedy aj subjektivne pric¢iny. Jednym z objektivnych
pricin, pre ktoré sa rodinné podniky ocitaji v problémovych situaciach je chybajtca kon-
krétna definicia rodinného podniku. Nésledne to tymto podnikom stazuje pristup k t¢innej
pomoci a $tatnej ¢i eurdpskej podpore.

Vyznamnou prekazkou pri skimani podnikania rodinnych podnikov st chybajice
ramce, podla ktorych by bolo mozné jednozna¢ne vymedzit pojmy rodinny podnik a rodin-
né podnikanie. Uvedené predstavuje pomerne vazny teoreticko-metodologicky problém, na
ktory upozornuje Mura (2019).

Problematike rodinného podnikania sa na Slovensku venuje védc¢sia pozornost vo
vedeckych kruhoch viac ako pidtnast rokov. Hoci rodinné podniky postupne vznikali
s rozvojom podnikania malych a strednych podnikov, ostavali mimo zdujmového ramca
nielen predstavitelov hospodarstva, politiky, ale aj akademikov. AZ s postupnym profilova-
nim uspe$nych rodinnych podnikov vznikol $ir$i okruh zaujmu skumat tieto podniky aj
v podmienkach Slovenskej republiky. Prvé ucelené dielo z oblasti podnikania rodinnych
podnikov je monotematicka publikdcia z konca roku 2002 od Strazovskej Heleny a Strazov-
skej Lubomiry, nestoriek teérie rodinného a malého a stredného podnikania. Autorky uz
v tomto diele upozornuju, ze pre rodinné podniky podla velkostnych skupin nie je mozné
definovat a urcit také kritéria, ktoré je mozné aplikovat vo vSeobecnej rovine pri definovani
malych a strednych podnikov. Poznamendvame, Ze ani uplynutim viac ako patnastich rokov
sa nepodarilo v slovenskej legislative definovat rodinny podnik ¢i rodinného podnikatela.
Rodinné podnikanie ako forma podnikatelskej ¢innosti rovnako stale nie je definovang,
mozno ju vSak implicitne odvodit od jeho charakteru.

Tak ako vo svetovom meradle ani v prostredi Slovenska alebo v prostredi ¢clenskych
statov Eurdpskej tinie nedisponujeme jednotnym presne definovanym pojmovym aparatom.
Predovsetkym absentuje podporny pravny ramec $pecificky pre tento typ podnikania, ktory
by okrem iného napriklad pomohol v pravnej regulacii zamestnavania rodinnych prislusnikov
alebo by vymedzil zameranie ¢i poziadavky na kvalitu poskytovanych sluzieb ¢i vyrobkov.
Rodinné podniky sa od nerodinnych u Muru (2017) lisia napriklad aj v tom, Ze odli$ne pris-
tupuju k vyrobe vyrobkov alebo k poskytovaniu sluzby. Odovzdavaju ,,kus seba, ,,¢ast svojho
mena’, osobny pristup. Tieto atributy zakotvuju iny typ kvality podnikatelskej ¢innosti.

Jednym z moznych vychodiskovych bodov pre pokus o definovanie rodinného podniku
mozu sluzit zavery rozsiahleho vyskumu, ktory bol realizovany americkou spolo¢nostou
Massachusetts Mutual Life Company. Vysledky vyskumu boli publikované v roku 1997.
Tento rozsiahly vyskum bol zamerany na zmapovanie americkych rodinnych podnikov
s tym tcelom, aby bolo mozné na zéklade zisteni priamo z podnikatelskej praxe zadefinovat
rodinny podnik, urcit kritéria, podla ktorych by bolo mozné kvantifikovat charakter tychto
podnikatelskych subjektov. Dostupna stredoeurdpska odborna literatira sa pokuasa vychad-
zat prave z tejto spravy (Machacek, 2005; Strazovska, H., Kro$ldkova a Strazovska, L., 2008;
Korab, Hanzelkova a Mihalisko, 2008; Mura, 2013; Machek, 2017). Tento vyskum sa v$ak stal
vychodiskom aj pre dalsich autorov zo sveta. Vo svojich dielach z neho vychadzaju okrem
inych Aronoft, McClure a Ward (2011). Na zaklade dosiahnutych vysledkov boli stanovené
tri zakladné kritéria, z ktorych ak podnik aspon jedno splha, mozno jeho povahu oznait za
rodinnd.
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Ide o nasledujuce kritéria:

1. vlastnik podniku pristupuje k podniku a hladi na neho ako rodinny,

2. predpokladom rodinného podniku je snaha o odovzdanie podniku do rik mladsej
generdcii,

3. okrem vlastnika podniku je v manazmente podniku pritomny aspoi jeden dalsi rodin-
ny prislusnik. Okrem toho v podniku je ¢inny aj iny rodinny prislusnik alebo rodinni
prislusnici, ktori sa zacastiiuju okrem riadenia podniku aj na kazdodennych ¢innos-
tiach suvisiacich s vykonavanim podnikatelskej ¢innosti.

Dalsi dlhodoby vyskum v oblasti rodinného podnikania realizovali Howorth, Rose,
a Hamilton (2009), ktori sa primarne zamerali na moznost vytvorit presnejsiu definiciu
pojmu rodinny podnik a rodinné podnikanie. Vychadzali zo $tudia existujucich definicii
rodinnych podnikov. Vo svojom diele piSu, Ze rozprava o tom, ¢o predstavuje rodinny pod-
nik je rovnako ndro¢na ako definicia pojmu podnikatel. Po vyskume rozsiahleho mnozstva
definicii sa podla nich ukazalo, ze kazdu definiciu je potrebné interpretovat v ekonomickom,
socidlnom, instituciondlnom a kultirnom kontexte. Je potrebné brat do tivahy aj rozmani-
tost v rozsahu, organizdcii a dlhovekosti rodinnych podnikov, pricom autori poukazujui na
rozdiely v case, v roznych podnikoch a medzi rodinami. Howorth, Rose a Hamilton (2009)
demonstruju silnu zavislost rozvoja rodinnych podnikov od existujiicej infrastruktuary,
komparuju vykonnost rodinnych podnikov s nerodinnymi podnikmi, ¢o poukazuje na
potencialne bariéry vo vyskume pojmu rodinny podnik. Zaverom autori vy$pecifikovali
niekolko kritérii, splnenim ktorych je mozné oznacit podnik za rodinny. Su to tieto kritéria:

» vo vlastnickej $truktire podniku je mozné jednoznac¢ne identifikovat prevahu vlastnic-
tva rodiny nad vlastnictvom tretich osob,

» v $truktire podniku je mozné identifikovat dalsich rodinnych prislusnikov, hlavne vo
vlastnickej Strukture, vo vrcholovom a strednom manazmente,

» v podniku spolupracuju viaceré generacie rodiny,

» cielom starSej generacie je odovzdanie podniku mladsej generacii po prislu$nej priprav-
nej faze. Z tohto dovodu je potrebné, aby rodinni prislusnici boli vzdy pritomni pri
rozhodovacich procesoch,

» cielom rodinného podniku je zabezpecenie primeranej zivotnej irovne a materialneho
pozadia.

Réznorodost pristupov k definovaniu pojmu rodinny podnik uvadza aj Harms (2014).
Vo svojom diele piSe, Ze jednotna definicia tohto pojmu neexistuje v akademickych kru-
hoch. Rodinné podnikanie ani rodinny podnik nemaji na svetovej ani eurdpskej (mysliac
tym troven EU), Grovni jednozna¢né vymedzenie. V priestore Eurépskej inie mé len pit
¢lenskych krajin definiciu rodinného podnikania direktivne zakotvenu v narodnej pravnej
uprave.

Je zrejmé, Ze ak na zaklade jednej z uvedenych definicii je mozné podnik povazovat za
rodinny, nie je zarucené, ze podla inej definicie je rovnaky podnik povazovany tiez za rodin-
ny. To spdsobuje potom koherentnost v pristupe. Aj na podklade uvedenych teoretickych
a metodologickych pristupov k vymedzeniu pojmu rodinny podnik od mnohych autorov
predlozil vo svojom diele Mura (2019) navrh nosnych prvkov, ktoré by mohla definicia
pojmu rodinny podnik obsahovat.
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Ide o nasledovné nosné prvky:

1. v podniku je vdc¢sinovy vlastnicky podiel v rukach rodiny, pripadne rodin (viac ako
50 %),

2. rodina je vacsinovo pritomna v riadiacich a spravnych organoch podniku (viac ako
50 %),

3. ¢lenovia rodiny - rodinni prislusnici st pritomni aspon na urovni 25 % pri zabezpeco-
vani kazdodennej podnikatelskej ¢innosti,

4. podiel rodinného kapitalu na celkovom kapitali podniku je aspon na trovni 25 %,
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. podiel rodinného majetku na celkovom majetku podniku je aspoi na trovni 25 %,

6. za opciondlne kritérium povazujeme identifikiciu generaénej vymeny v podniku
vzhladom na td skuto¢nost, zZe slovenské rodinné podniky iba aktudlne teraz stoja pred
ulohou vyriesenia problému odovzdania podniku dal$ej generacii.

Z prezentovanych myslienok mozno uviest zaver, ze rodinné podnikanie je velmi
$pecificka forma podnikania a tato formu podnikatelskej ¢innosti determinuji dve skupiny
faktorov: vSeobecna skupina faktorov, ktoré su v mnohom totozné s faktormi ovplyviujtci-
mi podnikanie malych a strednych podnikov a $pecificka skupina faktorov, ktora reflektuje
na odli$nosti a osobitosti rodinného podnikania.

Proces globalizacie priniesol na zaciatku 21. storo¢ia mnohé zmeny, ktoré mozno pripisat
tomuto celosvetovému trendu. Lesakova a kol. (2017) sa zhodujt v nézore, Ze odpovedou
na vyzvy, ktoré su¢asné obdobie prinasa a pred ktorymi malé a stredné podniky vratane
tych rodinnych stoja, musia byt strategického charakteru. Ekonomika i podnikanie by mali
byt zaloZené na vysledkoch vedy, vyskumu, inovaciach, ¢o zabezpeci Gspe$ny rozvoj podni-
kov v naro¢nom prostredi. V globaliza¢nom procese sa dostava do popredia potreba uzsej
spoluprace s dal$imi subjektmi na trhu. Vo vyspelych ekonomikach je drobné podnikanie
zakladom prosperujucej ekonomiky. Drobné podniky maju v zahranic¢i takmer tplne cha-
rakter rodinnych podnikov.

Globalizacia podporuje rast vymeny tovarov, sluzieb, informacii, integraciu ekonomic-
kych, ale aj politickych, kultirnych a dalsich aktivit. Je velmi tizko spojena s internacionaliza-
ciou, ktora zabezpecuje prienik podnikov napriec celym spektrom hospodarstva aj mimo hranic
domovskej krajiny. Prepajanie jednotlivych ekonomik, vzajomné prerastanie aktivit prispieva
k dynamike podnikatelskej ¢innosti, k rozvoju podnikania a k rastu podnikatelskych subjektov.
Pdsobenie v domacom podnikatelskom prostredi je v pripade ¢lenskych $tatov Eurdpskej unie
relativne, pretoze okrem podmienok domacej krajiny posobia na podnikanie aj dalsie faktory
z makrodrovne, napriklad legislativne opatrenia. Preto aj podnikanie v domovskej krajine
nesie do urcitej miery znaky medzinarodného podnikania (Mura, 2019).

Etemad a Wright (2003) povazuju za ucinny nastroj rozvoja podnikania prave glo-
balizaciu, ktord je sprevadzana internacionalizaciou v roznych oblastiach Zivota, vratane
hospodarskeho zivota a podnikatelskej ¢innosti. Tvrdia, Ze pred manazmentom podnikov
stoji naro¢na uloha — formulovat také podnikové politiky a podnikatelské stratégie, ktoré
podniku umoznia nielen udrzat sa na trhu, ale aj rast a prosperovat.
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V tychto myslienkach sa zhoduju aj Frech, Pokrivcak a Qineti (2011) ked pisu, ze podnik
moze v naro¢nom podnikatelskom prostredi plnom nastrah, ostrého konkuren¢ného boja
ziskat konkuren¢nu vyhodu len vtedy, ak bude aspon o krok vpred. To vsak predpoklada
dostato¢nut pripravenost subjektu vstipit na medzinarodny trh, okrem iného aj vopred
detailne naplanovanou stratégiou zameranou na expanziu.

Na svetovu globalizaciu, prehlbovanie medzindrodnej ekonomickej interdependencie
a rozvinuté integra¢né procesy poukazuje Mura (2010). Tie maju za nasledok, ze do medzi-
narodného podnikania st jednotlivé podnikatelské subjekty stale viac vtahované a su nutené
konfrontovat sa so stupniujicim sa tlakom konkurencie.

Prepéjanie jednotlivych hospodarstiev je permanentny proces, ktory nemozno zastavit
a preto na trhu dokazu prezit iba také podnikatelské subjekty, ktoré reflektujui na sicasné
vyzvy v globalnej ekonomike (Mura a Gasparikova, 2010). Podniky zo sektoru malého
a stredného podnikania vratane rodinnych podnikov st vyznamnym generatorom inovacii,
rastu, rozvoja, zamestnanosti a pridanej hodnoty.

Proces zapéjania sa do medzindrodného podnikania vychadza z potreby sklbit trhové
prileZitosti a strategické myslenie podnikov. Rozvijat a napredovat dokazu podniky, ktoré
sa zapoja do internacionalizacie. Dnes uz neplati, Ze internacionalizacia podnikania by sa
tykala iba velkych podnikov. Opak je pravdou, ¢oraz viac slovenskych malych a rodinnych
podnikov sa zapdja do internacionalizacie podnikatelskej ¢innosti, pretoze ju vnimaju
za konkurenénu vyhodu, zlep$enie ich vysledkov hospodarenia, nové partnerské vazby
a podobne (Mura a Buleca, 2014). Internacionalizdcia ponuka podnikom posilnenie ich
pozicie, organicky rast, lepsie zhodnotenie podnikového kapitélu. Vyskumy viacerych auto-
rov v kolektivnej monografii pod gesciou Muru (2018) poukazuje na dravost a zivotaschop-
nost malych, strednych a rodinnych podnikov v medzindrodnom podnikani. Rozvojové
tendencie neumoznuju zaostavat za podnikmi z vyspelych trhovych ekonomik.

Prvymi autormi, ktori charakterizovali uz v roku 1977 podrobnejsie proces internacio-
nalizécie a definovali tzv. cestu internacionalizacie su Johanson a Vahlne. Cesta internacio-
nalizacie ako tedria popisujica jednotlivé stupne internacionalizacie charakterizuje ¢innosti
internacionalizujiceho podniku. Konkrétne jeho penetraciu na trhy, o ktorych podnik nema
dostatok informacii, a jeho postupny prechod z niz$ej Grovne $tddia internacionalizacie
na vys$$iu uroven Stadia internacionalizacie. Podniky sa pohybuju v jednotlivych pasmach
v zavislosti od podnikovej vykonnosti a skisenosti s medzinarodnym trhom.

Internacionalizacia podnikania sa netyka len podnikov z vyspelych trhovych ekono-
mik. Podstupuju ju rovnako aj podnikatelské subjekty z transformujicich sa ekonomik,
socialne-trhovych ekonomik vratane konvergujucich krajin a vznikajacich trhov (Jorma-
nainen a Koveshnikov, 2012). Internacionalizacia sa tyka totiz vSetkych subjektov na trhu,
bez rozdielu na ich prislusnost ku konkrétnej krajine.

Prerastanie podnikatelskych aktivit cez regionalne a nairodné hranice mozno pozorovat
pri podnikoch z réznych odvetvi. Internacionalizacia podnikania md podobu medzinarod-
nych kapitélovych, devizovych ¢i tovarovych vztahov. Za podmienku internacionalizacie
podnikania povazuju Ubreziovd, Kozédkova a Diacikovd (2018) medzindrodné prostredie.
Proces internacionalizacie podnikania zahfnia mnoho jedine¢nych a osobitych postupov.
Internacionalizéciu podnikatelskej ¢innosti chapu autorky ako zmedzinarodnenie podniko-
vych aktivit vo forme prechodu podnikania na domacom trhu na podnikanie medzinarodné.
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Internacionalizaciu ponimaju Ubreziova a Wach (2016) ako proces, v ramci ktorého
podniky vytvaraju nové operacie s inymi podnikmi v roznych krajindch a zvysuju tak svoj
vlastny vplyv na realizdciu medzinarodnych ¢innosti v budiicom obdobi. Moznost tvorby
novych podnikovych zdrojov za hranicami prislusnej krajiny tvori zaklad internacionali-
za¢ného procesu. Je to velmi ndro¢ny a komplexny systém, v ktorom jednotlivé podniky
realizuju svoje podnikatelské aktivity. Zaverom upozoriuju, Ze internacionalizécia podni-
kania prebieha najmi ako ddsledok ekonomickej interdependencie. Internacionaliza¢né,
globaliza¢né a interdependenc¢né procesy su vzajomne velmi tizko spojené.

V novej, globalnej ekonomike si podnikovy manazment vyzaduje odli$ny pristup v ria-
deni podnikatelskej ¢innosti najméd vo vztahu k medzinarodnej aktivite podniku, uvadzaja
Strakova, Partlova a Vachal (2017). Vyjadruju podporu strategickému riadeniu zalozenému
na znalosti podnikatelského prostredia, procesov a dal$ich faktorov, ktoré st nevyhnutné pri
rozhodovani podniku o medzindrodnej podnikatelskej orientdacii.

Filozofia manazmentu podnikov, ktoré st orientované na expanziu na medzinarodné
trhy musi zahfnat rozhodnutia, ktoré sa tykaju vyberu cielového trhu, foriem prieniku na
nové trhy a tykaju sa tiez pésobenia v medzinarodnom prostredi. Stuc¢asnu situdciu vystihuje
podla Horskej, Palichovej a Gélovej (2018) hyperkonkurencia a vznik dal$ich podnika-
telskych subjektov, ktoré vidia na trhu svoju prilezitost pre umiestnenie. Malé podniky pri
ich komparacii s velkymi podnikmi majui vyhodu v ich védcsej flexibilite a moznosti prakticky
hned reagovat na trhové zmeny. Autorky vyjadruju tiez nazor, ze ispech méze podniku
v 21. storo¢i priniest hladanie a tvorbu konkuren¢nych vyhod, ¢o predpoklada schopnost
rychlo reagovat na potreby trhu. Konkuren¢na schopnost totiz nerozliSuje mikro, maly,
stredny alebo velky podnik, ale pomaly a rychly podnik.

Hoci z vedeckej literatary je evidentné, Ze internacionalizacia dokaze podnikom priniest
mnoho vyhod, nesmie manazment podniku zabudnut na fakt, Ze aj v tomto pripade plati,
ze kazda skuto¢nost ma dve stranky: pozitivnu aj negativnu. Pozitivne a negativne stranky
internacionalizacie podnikania podla Muru (2010) mozno syntetizovat do ucelenej formy,
ktoré st uvedené v tabulke 3.1.

Tabulka 3.1 Pozitiva a negativa internacionalizacie podnikania

Pozitiva internacionalizacie podnikania Negativa internacionalizicie podnikania
— prehlbenie medzinarodnej delby prace — zvysenie intenzity konkuren¢ného boja
— stieranie narodnych hranic — vyssie straty v pripade nelispechu
— odstranenie bariér v obchode podnikania na zahrani¢nych trhoch ako

— lepsie zhodnotenie podnikovych zdrojov v domécom podnikatelskom prostred

— rastovy a ziskovy potencidl podniku — zanik subjektov, ktoré sa nedokazali prisposobit

— vyssia potreba investicii pri
internacionalizacii podnikania v porovnani
s podnikanim na domacom trhu

— prilezitost ziskat skisenosti
s medzinarodnym podnikanim

- moznost diverzifikacie podnikatelského rizika

— prilezitost ziskat know-how

— moznost ziskat novych zakaznikov, nové trhy
Zdroj: Mura (2010)
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Teoretickych pristupov k vymedzeniu internacionalizacie podnikania existuje velké
mnozstvo od réznych autorov z roznych krajin, pricom kazdy z nich prinasa iny pohlad a do
popredia stavia iny faktor. Internacionalizaciu chapu viaceri autori ako proces (Kjellman,
Sundnis, Ramstrom a Elo, 2004; Podr, Seres Huszarik a Mura, 2012; Ubreziova a Wach,
2016; Horska, Palichové a Galova, 2018; Zadrazilova, 2017), a teda jeho realizacia sa sklada
z ¢iastkovych faz. Za najzname;j$i model internacionalizacie podnikania sa povazuje Uppsa-
lov model internacionalizdcie, ktory je charakteristicky celym radom postupov a krokov so
zvy$ovanim angazovanosti a viazby na medzinarodnych trhoch.

Teoretickych pristupov k vymedzeniu internacionalizacie podnikania existuje velké
mnozstvo od réznych autorov z roznych krajin, pricom kazdy z nich prinasa iny pohlad
a do popredia stavia iny faktor. Internacionalizaciu chépu viaceri autori ako proces (Kjell-
man, Sundnis, Ramstrom, a Elo, 2004; Podr, Seres Huszarik a Mura, 2012; Ubreziova a Wach,
2016; Chandra a Wilkinson, 2017; Horska, Palichovd a Galova, 2018; Zadrazilova, 2017),
a teda jeho realizacia sa sklada z ¢iastkovych faz. Za najznamejsi model internacionaliza-
cie podnikania sa povazuje Uppsalov model internacionalizacie, ktory je charakteristicky
celym radom postupov a krokov so zvySovanim angazovanosti a viazby na medzindrodnych
trhoch.

Ako sme vyssie uviedli, teoretickych pristupov k internacionalizacii podnikania sa vy-
jadrili mnohi autori, nielen zahrani¢ni, ale aj slovenski. Diametrélne odli$na je vsak situa-
cia pri uzsej, odvodenej problematike — internacionalizacii podnikania $pecifickej skupiny
podnikatelskych subjektov, presnejsie rodinnych podnikov. V tejto oblasti rozpracovania
tedrie je potrebné sa kriticky vyjadrit, pretoze neexistuje penzum slovenskych teoretickych
pristupov, ktoré by sa pokusili objasnit a blizsie charakterizovat proces zmedzinarodnenia
podnikania rodinnych podnikov. Aktualne je mozné ndjst len velmi strohé a sporadicky
prezentované ¢iastkové vyjadrenia k tejto problematike. Preto sa poku$ame priniest prehlad
teoretickych pristupov zahrani¢nych odbornikov k $pecifickej téme internacionalizacie
podnikania rodinnych podnikov.

V globalnej ekonomike hraju vyznamnu tlohu okrem velkych korporacii aj rodinné
podniky. Nie su v$ak dostatocne predmetom zdujmu vyskumov. Ich opatrnost vo vztahu
kich presadeniu sa na trhu vyplyva z povahy rodinného podnikania.

Za medzinarodnou expanziou rodinnych podnikov existuje vela dévodov. Pri vstupe
na medzindrodné trhy je vhodné bilancovat faktory, ktoré internacionalizaciu podnikania
podporuju a faktory, ktoré internacionalizacii naopak brania. Tieto sa stavaju bariérami
pri penetracii rodinnych podnikov do medzinarodného prostredia. Zaniewska (2012)
analyzovala vplyv niekolkych faktorov relevantnych pre internacionalizacné procesy
rodinnych podnikov. Autorka rozliSuje medzi faktormi, ktoré napomahaji internaciona-
lizacii, a faktormi, ktoré takémuto procesu brania. Vizia, podnikatelska kultdra, efektivny
rozhodovaci proces, rodinné zvizky sa faktory, ktoré ovplyviuju proces internacionalizacie
rodinnych podnikov. Podobne ako polska autorka aj dalsi autori sa zaoberali expanziou
rodinnych podnikov. Podnikom odportcaju zvazit podnikatelské vzdelavanie a pod-
nikatelskt iniciativu, aby ucinnejsie stimulovali podnikatelské aktivity na miestnej aj
vnutrostatnej urovni. Uvedené potvrdzuje, ze ani vo svete nema podnikatelské poradenstvo
dostato¢nu Groven vyuzivania zo strany podnikatelskych subjektov presne tak, ako je tomu
aj na Slovensku.
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Velmi zaujimavy a $pecificky problém skamali talianske odbornicky Cerrato a Piva
(2012). Zaoberali sa otazkou, ¢i a do akej miery ma rodinny charakter podniku vplyv na
rozhodnutie o internacionalizicii. Ich vyskum sa opiera o udaje zo vzorky 1 324 talianskych
malych a strednych rodinnych podnikov, z ktorych vyplyva, ze zapojenie vlastnej rodiny do
manazmentu podniku negativne ovplyviiuje rozhodnutie uskutoc¢novat vyvoz. Na druhej
strane, vyber medzindrodného teritéria, stupen internacionalizacie a geograficky rozsah
sa ako determinanty neliSia medzi rodinou riadenymi podnikmi od rodinou neriadenych
podnikov. Empirické vysledky tiez ukazuju, Ze troven Iudského kapitdlu a pritomnost
zahrani¢nych akcionarov v malych a strednych rodinnych podnikoch pozitivne ovplyviuji
internacionalizdciu podnikania.

Bagheri a kol. (2019) pi$u o doterajsich vysledkoch vyskumov, podla ktorych je inter-
nacionalizdcia rodinnych podnikov vyznamna a strategickd volba na dosiahnutie rastu
a ziskovosti. Otazkou ale ostdva, akym sposobom a do akej miery ovplyviuje internacio-
nalizacia medzindrodnua vykonnost. Autorskym kolektivom prevedeny vyskum naznacuje,
ze podniky, ktoré maju silni medzinarodnu orientaciu, moézu dosiahnut lepsiu vykonnost.
Vysledky tiez poukazujui na to, ze medzi inovaciami v technoldgiach a internacionalizaciou
podnikania existuje pozitivna koreldcia. Inovacie a moderné technoldgie st vyznamné z hla-
diska konkuren¢nej schopnosti podnikov. Uz skorsi vyskum autorov Piva a Rossi-Lamastra
(2013) naznacoval, ze high-tech technoldgie mozu priniest rodinnym podnikom, ktoré sa
rozhodnu internacionalizovat svoje podnikanie uspech na medzinarodnom trhu. Korsakie-
né a kol. (2019) potvrdili predchadzajtce vyskumy, ktoré poukazuji na to, Ze technoldgie,
ktoré zodpovedaji podnikatelskym tloham, st dobrym prediktorom internacionalizacie.

V tejto stvislosti Carney a kol. (2017) hovoria o potrebe zvyS$ovania narodnej konku-
rencieschopnosti, ktorej zabezpecenie pripisuju prave aplikdcii inovacii a internacionalizacii
podnikania rodinnych podnikov. Tie boli doteraz skor na okraji zaujmu ¢o sa tyka ich
medzindrodnej angazovanosti. Tu sa v8ak ukézal volny priestor na trhu, ktory mézu prave
rodinné podniky cestou internacionalizacie svojich podnikatelskych aktivit zaplnit. Tato
moznost ma byt jednozna¢ne predmetom vzajomného dialogu medzi vlastnikmi a manaz-
mentom rodinného podniku, priklanaju sa Casillas a Moreno-Menéndez (2017).

V stlade s pokusom vytvorit novi definiciu internacionalizacie podnikania rodinnych
podnikov uvadzajia Oviatt a McDougall (2005) model, v ktorom analyzuju rychlost interna-
cionalizacie podnikania a silu faktorov, ktoré ju ovplyviuji. Model za¢ina podnikatelskou
prilezitostou a zobrazuje podporné technologické sily, motivujice konkurenéné sily,
sprostredkujice vinimanie podnikatelov a zmiernujuice sily vedomosti a sieti, ktoré spolo¢ne
urcuju rychlost internacionalizacie.

Opviatt a McDougall kriticky hodnotili integra¢ny model internacionalizacie rodinnych
podnikov. Vychadzali z doterajsich teoretickych pristupov, identifikovali zakladné aspekty
a hlavné nedostatky. Ich cielom bolo ponuknut integraény teoreticky model spéjajtci kon-
cept socialno-ekonomického bohatstva s revidovanym pdévodnym Uppsalovym modelom
internacionalizacie. Vytvoreny model pomaha porozumiet spravaniu internacionalizova-
nych rodinnych podnikov so zameranim sa na fakt, kedy a ako internacionalizuju svoje
podnikanie, aké st rizikové faktory, akd tlohou zohravaji znalosti a podnikatelské siete.

Medzi rodinnymi podnikmi sa internacionalizacia stala stratégiou pre ich rast a niekedy
aj pre prezitie. Kontinen a Ojala (2010) zistili, Ze internacionalizacia podnikania rodinnych
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podnikov prebieha ako postupny proces podla Uppsalovho modelu internacionalizacie.
Na rozdiel od Uppsalovho modelu vsak boli niektoré rodinné podniky povazované za glo-
balne ,,znovuzrodené“ podniky.

Internacionalizacia dava teda iny rozmer podnikatelskej ¢innosti a ovplyviiuje buduce
smerovanie kazdého podniku. Po interpretacii internacionalizacie podnikania rodinnych
podnikov pristupujeme este k prezentacii niekolkych pohladov na samotné medzinarodné
podnikanie so zameranim na medzinarodné podnikanie rodinnych podnikov.

Trhové prostredie je aktudlne prizna¢né neprestavajicim procesom internacionalizacie
a globalizacie, zvySujicou sa koncentraciou na domacom trhu, uzkym politickym a hos-
podarskym prepojenim a silnejucou konkurenciou. Hambalkova a kol. (2018) odporucaju
podnikom ako vychodisko potrebu hladat nové moznosti roz$irenia podnikania v medzi-
narodnom prostredi a nutnost pruzne sa prispdsobovat modifikovanym podmienkam trhu.

Podnikanie v medzinarodnom prostredi sa najcastejsie spdja s investiciami zahranic-
nych podnikov na tzemi hostitelskej krajiny. Hoci st zahrani¢né investicie typické skor pre
velké podniky a nadnarodné spolo¢nosti, nevyhybaju sa ani malym a strednym podnikom.
Buckley (2006) tvrdi, ze velka tlohu v medzinarodnej expanzii malych a strednych podni-
kov, sticastou ktorych je pocetna skupina rodinnych podnikov, zohravaja priame zahrani¢né
investicie. Tie sa v pripade mensich podnikov zviac¢sa formalne prejavuju ako spojenectva,
partnerstvd, spolo¢né podniky, fransiza a pod. Ide o finan¢ne menej naro¢né formy expanzie,
ktoré moézu priniest mens$im podnikom nové prilezitosti pri mensej miere podnikatelského
rizika vyplyvajuceho z neznameho medzinarodného podnikatelského prostredia.

Pocetna ekonomicka integracia na regionalnej urovni a liberalizacia trhu vo svetovom
meradle priniesla mens$im a tieZ rodinnym podnikom moznost zapojit sa do podnikania
na medzindrodnych trhoch. Zmeny v podnikatelskom prostredi stavaju podniky roznej
velkosti, resp. bez ohladu na ich velkostné zatriedenie pred tplne odli$nu situdciu, ako je ich
postavenie na domacom trhu, pise Zapletalova (2015). To spdsobuje, Ze stale viac mensich
podnikov pristupuje z dovodu nutnosti rozvoja ich podnikania k expanzii na nové teritoria.
V tejto suvislosti hovorime o zmedzindrodneni podnikatelskej ¢innosti. Podniky, ktoré pri-
jali rozhodnutie vstpit do medzinarodného podnikania si musia byt vedomé nielen novych
a zaujimavych podnikatelskych prilezitosti, ale aj sprievodnych rizik, ktoré podnikanie
vo va¢Som, globalnom priestore prinasa.

Baassiri (2018) hovori o potrebe prijat zmenu v podnikani rodinnych podnikov, lebo
ak chct obstat dspesne na trhu, musia sa rovnako ako podniky nerodinného charakteru
prispdsobit prebiehajicim trendom a etablovat sa aj v oblasti medzinarodného podnikania.
Dnes uz neplati dogma o tom, Ze medzinarodné podnikanie je vysadou velkych podniko-
vych korporacii. Rodinné podniky musia byt rovnako pripravené zareagovat na aktudlne
trhové podmienky nielen v domacom, ale aj medzinarodnom meradle.

Medzindrodné podnikanie je vysledkom procesov, ktoré sa vyskytuju vo svetovom
hospodarstve. Vzniklo najma vdaka globalizacii a je podporované mnohymi vysledkami
novych technolégii a vedeckého pokroku. Snaha malych, strednych ¢i rodinnych podnikov
vstupit do medzinarodného podnikania sa prejavuje okrem iného aj tlakom na harmoniza-
ciu legislativy (v nasich podmienkach najma legislativy EU), pretoze podnikatelsky sektor
vyvija enormny tlak na stale vacsiu odburatelnost obchodnych prekazok (Daikova a kol.,
2010). Obchodné vztahy nadobudaji v medzinarodnom prostredi $irsi zaber, ¢o napomaha
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internacionalizacii. Z daného mozno odvodit, Ze medzindrodné podnikanie je komplexnou
a Sirokou c¢innostou i vedeckou disciplinou a nemozno ho stotoznovat s medzinarodnym
obchodom. Z hladiska budicnosti podnikatelskej ¢innosti jednotlivych podnikov je medzi-
narodné podnikanie rozsireny pristup k podnikatelskej filozofii, ¢im podnik ziskava nové
rozvojové zdroje.

Ubreziova a Wach (2016) zdoraziuju, Ze ekonomické, kulturne alebo politické rozdiely
musia byt zohladnené pri podnikani v medzinarodnom prostredi. Bez akceptacie tychto
odlisnosti nebude moct byt podnikatelsky subjekt v medzindrodnom podnikani uspesny.
Casto su vak tieto faktory zo strany podnikatelskych subjektov podceriované, ¢o mé za
nésledok nedspech pri prieniku na medzinarodny trh.

Motivaciu k vstupu podnikatelskych subjektov na medzinarodné trhy pripisuju Mula-
¢ova a kol. (2013) stéle silnejuicej globalnej konkurencii a vdc¢sej previazanosti obchodnych
vztahov vo svete. Tieto vztahy sa rozsiruju naprie¢ jednotlivymi $tatmi a ich integra¢nymi
zoskupeniami. Podniky musia dlhodobo vytvarat udrzatelné obchodné vztahy, ktoré im
umoznia rozvijat sa a posilnovat vlastnu trhovt poziciu, ¢im ziskaji konkuren¢nua vyhodu
v komparacii s inymi subjektmi na trhu. Tendencie prieniku na medzinarodny trh podc¢iar-
kuje globalizacia, ktora ma mnoho vyznamov, stvislosti a dopadov na vsetky ekonomické
jednotky. Predstavuje prekra¢ovanie narodnej hranice $tatu a prepajanie trhov a politik.

Rodinné podniky ¢elia dnes mnohym vyzvam. Ich dal$ie podnikanie bude in§pirované
pripadmi z praxe a reflexiami, ktoré ziskaju podniky. Zellweger (2017) predpoklada uspes-
nost rodinnych podnikov aj v medzinarodnom podnikani, nakolko tieto podniky su silno
motivované svojimi ¢lenmi (¢lenmi rodiny) so spolo¢nou viziou. Z manazérskeho pohladu
je dolezité prihliadat na moznost kombinovat koncepty medzinarodného manazmentu
so skusenostami z medzinarodného podnikatelského prostredia.

Podniky si v ramci prieniku na medzinarodny trh musia uvedomit niekolko atributov
konkuren¢ného boja charakteristického pre medzinarodné podnikanie (Zadrazilova, 2017):

» volnost pohybu sluzieb a tovarov,

» ponuka financovania spotreby, ktora podporuje rast objemu predaja podnikov,
» moznost novodobych foriem platby,

» ponuka diskontnych cien a vypredajov.

Manazment medzindrodne ¢inného podniku musi zhodnotit rizikové faktory poso-
biace v medzinarodnom podnikatelskom prostredi, zanalyzovat svoje vlastné moznosti, ako
¢elit tymto vyzvam a naformulovat vhodn stratégiu pre cielovy trh. Délezitu tlohu zohrava
podla autorky rozhodovanie o forme vstupu na zamyslany trh a vyber najvhodnejsieho
variantu pre konkrétny podnik.

Urcita paralelu v pristupe k vymedzeniu medzinarodného podnikania a pdsobenia
podnikatelskych subjektov v medzinarodnom prostredi nachadzame u Machkovej (2015),
podla ktorej do medzindrodného podnikania vstupuju podniky réznej velkostnej skupiny
a rozli¢nej ekonomickej sily s vlastnymi podnikovymi cielmi. V silnom konkuren¢nom
prostredi, aké globalne podnikatelské prostredie je, predstavuje primarnu tlohu pre manaz-
ment podniku ziskanie patri¢ného postavenia vo vybranom segmente medzinarodného trhu
s vhodne zvolenou stratégiou medzinarodného manazmentu a marketingu. Tieto pristupy
oznacuje ako strategické vo vztahu k medzindrodnému podnikaniu. V prospech cielene
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“zvolenej stratégie medzinarodného podnikania rodinnych podnikov ,usitej na mieru® sa

prihovaraju aj Cassol a kol. (2017).

Ratten a kol. (2017) sa zamerali na preskimanie internacionaliza¢nych stratégii, ktoré
rodinné podniky uplatiiuju pri svojom vstupe na medzinarodné teritérium. Vychodiskom
je podla autorov mat podnikatelsky pristup k internacionalizacii rodinnych podnikov, ¢o
predpokladd moznosti, kapital, skusenosti a dalie atributy. Stale viac rodinnych podnikov
sa stava globalnymi podnikmi. Je dolezité preto zamerat sa na pozitivne aspekty interna-
cionalizcie vratane rozvijajucich sa trhov a ziskavanie dolezitych podnikatelskych znalosti.

Pred realizaciou prieniku do medzinarodného prostredia by podniky mali uskuto¢nit
niekolko detailnych profesionalnych analyz, ktoré sa stani podkladom pre manazérske
rozhodovanie o zvolenej stratégii medzinarodného podnikania, prizvukuje Aaker (2008).
Podnikovy manazment ma vyhodnotit riziko, ktoré je spojené s podnikanim v medzinarod-
nom podnikatelskom prostredi. Na zaklade tychto faktov ma byt prijaté rozhodnutie o tom,
ako podnikatelsky subjekt vstupi do medzinarodného podnikania a ako na novom trhu bude
podnikat.

Diskusné otazky

1. V ¢om je podstata a vyznam rodinnych podnikov v medzinarodnom podnikatelskom
prostredi?

2. Uvedte a popiste na prikladoch ,,dobrej praxe pdsobenie rodinnych podnikov na Slo-
vensku a vo vybranej krajine EU.

Vyskumy aj tedria rodinného podnikania sa zvycajne zameriava na hodnotenie podnika-
telskej ¢innosti rodinnych podnikov na domacom trhu. Problematike medzinarodného
podnikania tychto foriem podnikov sa v nasich podmienkach nedostava tolkej pozornosti,
ako v zahranici. Liberalizacia obchodu ekonomicka integracia priniesla nielen malym, stred-
nym, ale aj rodinnym podnikov prilezitost prekrocit hranice a pésobit v medzinarodnom
prostredi. V prekroceni hranic vidia podniky najma moznost rychlejsieho ¢i organického
rastu. V predstavenej kapitole sme z tohto dovodu predstavili aspon stru¢ny vstup do tejto
relativne novsej Casti nedostato¢ne rozvinujte tedrie.

Prezentovanim opodstatnenosti a Specifik rodinného podnikania sme priniesli $irsiu
diskusiu o posobeni tychto podnikov v podnikatelskom prostredi. Je zrejmé, ze v obdobi
hyperkonkurencie st aj rodinné podniky nutené hladat nové odbytové trhy pre svoju pro-
dukciu. Z tohto dévodu i pre motiv lepsieho zhodnotenia podnikového kapitalu internacio-
nalizuju svoje podnikanie a prekrac¢uji narodné hranice, ¢im vstupuji do medzinarodného
podnikania. Spdsoby zmedzindrodnenia podnikatelskej ¢innosti sa v pripade rodinnych
podnikov v mnohom prekryvaju so spdsobmi internacionalizacie podnikania malych
a strednych podnikov.
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VYBRANE HLAVNE

A PODPORNE RIADIACE
PROCESY SPOLOCNOSTI
NA MEDZINARODNYCH
TRHOCH

lobalizaéné a internacionalizacné procesy, zintenzivnené za poslednych
30 rokov, prispeli vieobecne k rozvijaniu podnikatelskych aktivit mimo Uzemia
domovskej krajiny. Podnikatelsky subjekt vstupuje do medzindrodného

prostredia, kde prostrednictvom manazérskych funkcii dosahuje vytycené ciele.
Globalizécia svetovej ekonomiky prindsa nové moznosti, prileZitosti, ale gj rizik&
pre firmy, désledkom Eoho je pristup k v&&sim trhom, uplatnenie osvedcenych
postupov riadenia a technoldgii. Na druhej strane predstavuje nové konkurenéné
vyzvy, napr. prostrednictvom miestnych alebo medzindrodnych konkurentov
a doddvatelov s novymi vyrobnymi procesmi a inovativnymi produktmi a sluzbami.

3

Ciele kapitoly

poukdzaf na nevyhnutnl znalost podniku manazmentu procesu vyskumu, vyvoja
a inovdcii produktov v medzindrodnom prostredi, vrdtane ochrany predmetov
dusevného vlastnictva,

definovaf informaé&né prostredie podnikov v medzindrodnom prostredi,
vysvetlif tvorbu hodnotového retazca znalostného a rozhodovacieho procesu,

definovaf a vysvetlit internd a externd komunikdciu podnikov v medzindrodnom
prostredi.
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Trhové postavenie uspesnej spolo¢nosti v novej ekonomike, ktort charakterizuje medzina-
rodny rozmer, nie je dosahovanie maximalneho podielu na trhu, ale dosahovanie optimal-
neho podielu. To si vyzaduje neustélu analyzu, t. j. v kazdom case aktualnu velmi dobru
znalost a trend vyvoja:

» zakaznikov,

» vyrobkov a sluzieb,

» trhovych segmentov,

» distribu¢nych ciest,

» konkurentov,

» socialnych, technickych, ekonomickych, ekologickych a politickych faktorov prostredia.

Hybnymi silami rozvoja podniku v medzinarodnom prostredi st:
1. vyskum trhu - analyzy spravania sa zakaznika,

2.

sietovy manazment — spolupraca vSetkych zainteresovanych internych oddeleni v spo-
lo¢nosti s cielom vytvorenia efektivnej komunikécie so zakaznikom,

. vytvaranie strategickych aliancii podnikov,
. posun k vztahovému (relacnému) marketingu - spolo¢na zainteresovanost vsetkych

oddeleni vnutri spolo¢nosti, ale aj spolo¢ny rovnaky pristup k subjektom vzdialeného
externého a konkuren¢ného medzinarodného prostredia,

. nie prioritné hladanie novych zakaznikov, ale pestovanie existujucich - najnovsie

poznatky vyskumu zédkaznikov dokazuj, Ze rentabilita zikaznikov rastie s dlzkou tr-
vania obchodného vztahu a ze ziskavanie novych zakaznikov je v dosledku vysokych
néakladov na komunikaciu a klesajicej u¢innosti reklamy stale menej rentabilné,

. doraz sa kladie na $pecializaciu. V globalnom pohlade je kladeny coraz vacsi doraz

na inovacné centra. V budicnosti sa bude sutazenie organizdcii, ale aj krajin o takéto
centra vyostrovat, pretoze oni si zdrojom rozvoja, bohatstva a vysokych prijmov,

. posiliiovanie tlohy znalostného centra v spolo¢nosti, ktoré zodpovedne analyzuje inter-

né a externé trendy a navrhuje zarocenie vyskumu do inovacii produktového portfélia
podniku a efektivnych marketingovych koncepcii,

. velkou vyzvou je, aby firma dokazala absorbovat vsetky velmi rychlo napredujuce tech-

nické a technologické inovacie. A to je mozné budovanim takej firemnej kultdry, aby
inovacie boli jednym z hlavnych motorov rozvoja spolo¢nosti a firma motivovala zamest-
nancov, aby sa sami usilovali prinasat do firmy inovacie a dokazali s nimi drzat krok,

. konkuren¢nou vyhodou firmy je schopnost spracovavat informacie a ich cielavedomé

vyuzivanie pri implementdcii inova¢nej stratégie (Diacikova a Lach, 2019).

Inovaciou sa rozumie v podnikatelskom narodnom i medzinarodnom prostredi:
» obnova a rozsirenie Skaly vyrobkov a sluzieb a s nimi spojenych trhov,

» implementacia novych technolégii/vyrob a s nimi spojenych novych produktov,

» nové formy integrovanej marketingovej komunikacie,

/56/

UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL



VYBRANE HLAVNE A PODPORNE RIADIACE PROCESY SPOLOCNOSTI NA MEDZINARODNYCH TRHOCH
» vytvorenie novych met6éd nakupu, vyroby a distribucie,
» zavedenie zmien riadenia, organizacie prace, pracovnych podmienok a kvalifikacie
» pracovnej sily.
Preto nie je spravne inovacie chapat len ako zmeny technickych parametrov produktu.
V skuto¢nosti sa musia inovacie zamerat na vSetky podnikové aktivity — nakup a spotrebu
surovin, technolégiu, organizaciu marketingu, servisu a predaja, personalistiku. Skratka
vsetko, ¢o tahd firmu dopredu a prinasa efekt je zahrnuté do inova¢ného projektu, ktorého
centrom je zakaznik. Je chybou, ked sa inovacie spajaju len s vedecko-technickym rozvojom.
Inovacie su reakcie na nové prilezitosti na trhu, teda moze ist o tplne nové technické rie-
$enia, ale aj o zname veci videné novou prizmou poznania, chapania uzitku, jeho hodnoty
a riadenia. Nakoniec aj technické a funkéné inovacie (produkt s novou, resp. inovovanou
funkciou) vplyvaju a spdsobuju inoviacie v socialnej oblasti. A zas hodnoty a nové potreby
ludi sa prejavia v technickych inovaciach. Je to vlastne akysi neuzavrety kruh, skor stale
rychlejsie sa toc¢iaca $pirdla dostavajuca ludi na vys$siu a vyssiu uroven spolo¢nosti.
Inova¢nu mieru spolo¢nosti, resp. jej inovaénu schopnost, mozno vyjadrit prostred-
nictvom indexu inovacii, t. j. pomeru trzieb novych produktov a sluzieb za uréity cas,
napr. x tyzdnov/mesiacov/rokov k celkovym trzbam. Americké firmy dosahuju tento index
20, firmy s médnym tovarom dosahuju index 100, ¢o znamend, Ze vSetky produkty boli
v hodnotenom obdobi inovované. Samozrejme, Ze niektoré firmy maju produkty s dlhym
zivotnym cyklom, takze inovacie spocivaju v inej dimenzii, napriklad v rozsahu a kvalite
sluzieb. Kazdé odvetvie hospodarstva ma optimalnu ind hodnotu inovativnosti.
Je to jej klucova spdsobilost, ktoru kazda firma potrebuje a guru manazmentu Peter
E Drucker definoval pre nu sedem okien inova¢nych prilezitosti, ktoré firmu inspiruju
inovovat (Drucker, 1985):
1. neoc¢akavané udalosti — neocakavané uspechy, neocakavané neuspechy, vonkajsie
udalosti,
. rozpory - rozdiel, ¢o v skuto¢nosti existuje a v tom, ¢o by malo v skuto¢nosti existovat,
. potreby optimalizacie, resp. zmien procesu,
. zmeny v Strukture odvetvia alebo zmeny v strukture trhu,
. demografické zmeny — migracia, nizka/vysoka poérodnost, viac zamestnanosti zZien a pod.,
. zmeny vo vnimani skuto¢nosti, zmeny nalad a zmeny vyznamov,

N QN U1 b W N

. nové znalosti.

Peter Drucker ich nazval preto oknami, lebo ich pripodobnil okndm na budove, ktorymi
vidime vzdy nieco nové, pretoze st umiestnené na roznych miestach/svetovych stranach, ale
sti¢asne vidime aj niektoré spolo¢né veci. Preto hranice medzi tymito ,,oknami® inovacii su
neostré, ale ked ich dame dohromady, vytvoria jedine¢ny, skuto¢ny obraz. Inovacie su $pe-
cifickym nastrojom podnikatelov, pri ktorom vyuzivaji zmenu ako prilezitost pre realizaciu
odlisného podnikatelského projektu.

Inovacie su disciplina, ktora sa da naucit a da sa v praxi realizovat. Podnikatel potrebuje
cielene vyhladavat in$piracie, zmeny a symptomy inovacii, ktoré vytvaraju zdroje a indikuja
prileZitosti pre ispesné inovacie. Potrebuje vediet aplikovat principy uspe$nych inovécii a
musi sa ich naucit vyuzivat. Castejsie st to skor ekonomické alebo socialne inovécie, nez
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technické, t. j. najlepsie st inovéacie vymedzené v dopyte, nez v podmienkach ponuky a moz-
no povedat, ze kupna sila a spravanie sa zakaznikov vytvara na druhej strane inovativnych
podnikatelov.

Proces vyvoja nového produktu, pozostavajuci z viacerych na seba nadvézujtcich pod-

procesov, je znazorneny na obr. 4.1:

»

»

»

»

»

»

»

»

zrod napadov

zrod (tvorba) napadov - Specializované firemné tutvary, zdkaznici, predaj, vyroba,
apod.;

predvyber napadov — mnohé firmy maju spracovany systém na hodnotenie a triedenie
népadov;

koncepcia vyvoja, testovanie — zakladna koncepcia, prvé rozhovory so zakaznikmi
o zamyslanom produkte, rozhovory s dodavatelmi surovin a sluzieb, doladovanie kon-
krétnej podoby produktu, adaptacia technologie a vyrobného procesu;

marketingova stratégia - sklada sa z troch casti:

1. cielovy trh — charakteristika trhovej pozicie, ktoru firma planuje s novym produk-
tom dosiahnut, charakteristika segmentu,

2. stanovenie ceny - ktora je tvorena okrem priamych a nepriamych nakladov v dlh-
$om ¢asovom horizonte, spdsob predaja/distribucie, marketingovy rozpocet - za-
interesovanost predajcov, naklady na reklamu, resp. komunika¢ny mix, naklady
na vyvoj,

3. projekt dlhodobého predaja - ziskové ciele, stratégia marketingového mixu, aka
chceme dosiahnut trhovi poziciu a za aké obdobie, stanovenie navratnosti vloze-
nych prostriedkov,

podnikatelska analyza - zahrnia prehlad o predpokladanej vyske predaja, nakladov
a zisku. Analyzuje sa finan¢na pritazlivost nového vyrobku. Ak koresponduje so zamer-
mi firmy pristapi sa k vyvoju vyrobku;

vyvoj produktu - podla konkrétnej situdcie st stanovené prislusné technologické
a pracovné postupy;

testovanie na trhu - tzv. marketingovy test — testovanie v realnych podmienkach, napr.
u jedného zakaznika. Spracované informacie slizia na podporu predaja a redlnejsie
prognozovanie zisku;

komercializacia — uvedenie na trh - kedy je spravny ¢as uvedenia vyrobku na trh, kde
sa uvedie na trh, komu - cielovy trh, akym spdsobom sa bude distribuovat, popredajny
servis (Diacikova a Lach, 2019).

> predvyber -5 koncepcia vyvoja, > marketingova
napadov testovanie stratégia '|

,

podnikatelska rrefl testovanie (PR
: —> r - —> mercializaci
Shalza vyvoj produktu na trhu komercializacia

Obr. 4.1 Vyvoj nového produktu
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Kvantita i kvalita inovacii na globalnom trhu rastie ¢oraz viac prostrednictvom strate-

gickych aliancii, ¢o je jedna z najmodernejsich foriem vyvoja nového produktu. Vyznacujua

sa tym, ze tato organiza¢na forma kooperativne zabezpecuje spolo¢ni podnikatelsku

¢innost bez kapitdlového prepojenia zucastnenych strategickych partnerov. Stanovené stra-

tegické ciele st realizované v relativne samostatnej podnikatelskej jednotke, ktora zanika

po naplneni cielov. Strategické aliancie sa vytvaraju medzi konkurentmi i v ramci doda-

vatelsko-odberatelského retazca. Priklad vytvorenia takejto aliancie v ramci dodéavatelsko-

-odberatelského retazca je strategické partnerstvo medzi vyrobcom plastovych polymérov,

vyrobcom obalovej folie z tychto polymérov, vyrobcom technickych zariadeni, vyrobcom

aditiv za i¢elom modifikacie zakladnych vlastnosti polyméru a vyrobcom balenych potravin.

Tito partneri vyvinuli unikatnu dychatelnt obalovu féliu, prezentovant v novembri 1996 na

medzinarodnom obalovom veltrhu v Chicagu, na balenie cerstvej zeleniny a zeleninového

$alatu, ktora sa v sti¢asnosti uspesne komeréne vyuziva v obchodnych retazcoch po celom

svete. Bez takejto spoluprace by vyvoj trval ovela dlhsie a bol by komplikovanejsi. Od roku

2000 bolo vytvorenych niekolko desiatok tisic strategickych aliancii po celom svete, z ¢oho

napodiv viac ako 55 % predstavovalo spojenie a spolupracu konkurentov.

Najcastejsie dovody vytvorenia strategickej aliancie su:

1. vyvoj nového produktu,

. propagécia produktu,

. spolo¢ny postup v ziskani pozicie na trhu,

. dosiahnutie synergického efektu z novych skusenosti,

. dosiahnutie zisku,

. posilnenie na trhu,

. marketing a prieskum trhu,

. vyuzitie distribu¢nej siete partnera,

o 0 N QN Ul R W

. odvratenie hrozby inych konkurentov a pod.

Ak st tvorivou dusevnou ¢innostou vytvorené origindlne produkty, ¢i technologické
postupy, najmé, ked st ur¢ené na medzindrodné trhy, je vhodné ich chranit predmetmi
ochrany dusevného vlastnictva, ako su:

» patenty,

» ochranné znamky,
» priemyselné vzory,
» dizajny,

» autorské prava,

» licen¢né zmluvy.

Velké podniky, ktoré pdsobia predovsetkym na medzinarodnych trhoch, maju vyskole-
nych zamestnancov, ktori sa touto zlozitou problematikou zaoberaji. V krajinach Eurdpskej
unie st zriadené institucie Statnej spravy, ktoré kvalifikovane pomdhaju a radia inovativnym
spolo¢nostiam, ¢i jednotlivcom v oblasti prav ochrany dusevného vlastnictva. Na Slovensku
je to Urad priemyselného vlastnictva Slovenskej republiky so sidlom v Banskej Bystrici.
Podporné sluzby, napr. reer$nt ¢innost (tzv. patentova Cistota — ¢o znamena, vyhladanie
podobnych, alebo rovnakych patentov, ak existuju, aby sa inovator hned na zaciatku procesu
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hladania adekvatnej ochrany svojho originalneho riesenia ubezpecil, ¢i to uz niekto pred nim
vo svete nevymyslel) poskytuje aj Centrum vedeckych a technickych informacii v Bratislave.

Urad Eurépskej unie pre dusevné vlastnictvo (EUIPO) spravuje préva EU tykajuce sa
ochrannych zndmok a dizajnu platné v celej EU, ktoré st prepojené s narodnou troviiou
na medzinarodné systémy ochrany dusevného vlastnictva. V EU znamenal 1. januar 2014
historicky milnik v ochrane predmetov dusevného vlastnictva, kedze vstupil do platnosti na
tzemi EU, v decembri 2012 schvéleny Eur6pskym parlamentom, jednotny eur6psky patent,
ktory vyznamne zjednodusil registraciu eurépskym inovatorom na jednotnom trhu a tak sa
aj zvysila konkurencieschopnost eurdpskych spolo¢nosti vo¢i USA a Japonsku.

Najnizsou formou (preto najnizsou, lebo ma platnost len pre konkrétnu firmu, ¢o vsak
danej spolo¢nosti modze dlhodobo prinasat velky uzitok) ochrany dusevného vlastnictva je
zlep$ovaci navrh, ktorym st:

a) technické, vyrobné alebo prevadzkové zdokonalenia,

b) zlepsenia riadiacich procesov,

¢) ako aj rieSenia problémov bezpec¢nosti a ochrany zdravia pri praci a
d) ochrana Zivotného prostredia.

Zlepsovatel je povinny ponuknut zlepSovaci navrh svojmu zamestnavatelovi, ak sa
zlepSovaci navrh tyka oblasti prace alebo ¢innosti zamestnavatela. Oblast zlepSovatelstva
je interna agenda, ktort netreba riesit s Uradom priemyselného vlastnictva SR, nezahfiia
ani spolupracu s patentovym zastupcom a je v plnej kompetencii spolo¢nosti. Je v podstate
stcastou firemnej kultiry ako motivuje svojich zamestnancov tvorivo pristupovat k svojej
praci. Najefektivnejsie je zakomponovat agendu zlepSovania priamo do firemnych procesov,
aby bol majitel procesu a kazdy zainteresovany zamestnanec technologického procesu,
dalsich savisiacich procesov a ¢innosti motivovany trvalo zlepsovat vykon predovsetkym
pri plneni svojich pracovnych tloh, ktorym najlepsie rozumie a st pre neho vizitkou profe-
sionality a odbornosti. Ak sa podniku podari vybudovat a podporovat takato firemnua
kultiru stéva sa to jej konkuren¢nou vyhodou. O to viac je takato kulttira prospesna vytva-
ranim synergického efektu v skupine medzindrodnych firiem, v ktorych firmy takéto dobré
praktiky vzéjomne zdielaju.

4.2 Informacné prostredie podnikov

Start ekonomiku, ktort predstavovala industridlna a postindustridlna spolo¢nost, postup-
ne strieda nova ekonomika reprezentovana spolo¢nostou informacii a znalosti, ktorych
zdielanie podporuju predovsetkym informac¢no-komunika¢né technolédgie. Konkurenénou
vyhodou podnikania v starej ekonomike bola schopnost rychlo zareagovat na rast dopytu
rastom rozsahu vyroby, a to bez vyraznejsicho zvySenia nakladov. V novej ekonomike nie
st rozhodujtice vyrobné prostriedky, ale kvalitné informdcie a ich zmysluplné vyuzitie, ¢i uz
v internom alebo externom prostredi. Dochadza k zmene paradigmy. V novej ekonomike sa
stava najdolezitej$im kapitalom intelektudlny kapital.
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Vyznam informacii a znalosti vyznamne narasta pre existenciu akéhokolvek podnika-

telského subjektu, pre fungovanie trhového hospodarstva a pre zivot v globalnej spolo¢nosti.
Rastie:

» informovanost,

» konkurencieschopnost,

» rizikovost podnikania i rozhodovania,

» vyznam adaptability,

» turbulentnost prebiehajucich procesov,

» globalizacia trhu,

» internacionalizacia manazmentu, produktovych i technologickych inovécii a pod.

V poslednom ¢ase nadobuida sila informacii v nasej globalnej spolo¢nosti dalsi rozmer
a tym je ovplyviiovanie $irokych vrstiev obyvatelstva v digitalnom priestore na socialnych
sietach. Takéto informdcie s ¢asto neoverené, polopravdivé az nepravdivé, nestice naboj
senzacif a vyvolavajice nielen pozitivne emocie, ale aj obavy. Tento stav spolo¢nosti bol uz
aj pomenovany na tzv. ,postfakticky®, ¢o znamend, Ze stav spolo¢nosti, v ktorom sa verejna
mienka netvori na zéklade overenych faktov, ale na zaklade emdcif a osobnych dojmov. Zije-
me v dobe nadvlady emdcii nad faktami, ¢o je nebezpec¢né a preto jednou z hlavnych vyziev,
a to nielen technologickych spolo¢nosti, je zhromazdovanie a nasledna analyza tychto dat,
faktov a informacii. Plati to v§eobecne, ako pre informaéni/znalostnd spolo¢nost, v ktorej
zijeme, tak aj pre deciznu sféru, organizacie a podnikatelské subjekty. Kto dokaze informacie
ucinne spravovat, vyhodnocovat a nasledne pozitivne vyuzit vo svoj prospech a v prospech
spolo¢nosti so v§eobecnym uzitkom (v podnikani ide o spolo¢ensky zodpovedné podnika-
nie), tomu patri sicasnost, ale najmé buducnost (Dia¢ikové a Lach, 2019).

Podmienky podnikania v znalostnej ekonomike a globalnom prostredi sa tiplne zmenili.
Rychlost zmien mé vysoku akceleraciu, ktort moze vystihnut len kvalitny spravne nastaveny
a implementovany spravodajsky informa¢no-znalostny firemny systém. Tento systém musi
byt neoddelitelnou sucastou strategického riadenia spolo¢nosti, ktoré je zalozené na prom-
ptnom prijimani efektivnych rozhodnuti, ktoré firma moze prijimat len vtedy, ak dobre
pozna svoje interné a externé prostredie. Len takyto pristup manazovania spolo¢nosti vedie
k ich tspechu a trvalo udrzatelnému rozvoju na globalnom trhu.

Prelomom 3. tisicrodia sa ludskd spolo¢nost nachddza vo vyvojovej faze nazyvanej
informacnd, resp. znalostnd spolo¢nost. Rozumie sa tym spolo¢nost, kde kvalita Zivota, per-
spektiva socialnych zmien a ekonomického rozvoja v rasticej miere zavisi od informacii, ich
vyuzitia, t. j. od intelektudlneho kapitalu. V tejto faze maju a stale viac budt mat informacie
a znalosti podobnu tlohu, aki mala v predchadzajtcej priemyselnej etape rozvoja spolo¢-
nosti energia. Informacie a znalosti, ako strategicka surovina sa v informa¢nej spolo¢nosti
nazyvaju rozne, napr.:

a) $tvrty faktor rozvoja spolo¢nosti — pdda, kapitdl, praca a informacie,
b) zakladna podmienka hospodarskej prosperity,

¢) podstata podnikania,

d) vyrobny faktor spoloc¢nosti a jej tispes$nosti,

e) hlavny zdroj konkuren¢nej vyhody,
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f) strategicka ,,surovina’,
g) integrujuci faktor roznych technickych i vednych disciplin,
h) zdroj moci a iné.
Proces, ktory predstavuje obrazok 4.2, znazoriuje hodnotovy retazec tvorby zisku, resp.

konkurencieschopnosti firmy podmieneny synteticko-analytickym pristupom zalozenom
na riadeni procesu informdcii a vyuzivani znalosti (Diac¢ikova a Lach, 2019).

, . . . znalosti , . T
data —} informécie -} skﬁsenos/ti '} mudrost -}rozhodovanle -} realizacia

trvalo udrzatelny ‘— zisk {

rozvoj

Obr. 4.2 Hodnotovy retazec znalostného a rozhodovacieho procesu
Zdroj: Diadikova a Lach (2019)

Najelementdrnej$im stavebnym kamenom v celom hodnotovom informac¢nom retazci
st data. Holé data bez suvislosti ziskané napr. meranim, vyskumom, experimentom, a pod.
Ked data prijemca analyticko-synteticky spoji, utriedi a interpretuje ich, kriticky zhodnoti
pri spracovani urcitej témy, tak data dostavaju nova vypovedaciu hodnotu, t. j. ziskavame
informaciu. Informacie st teda data v stvislostiach. Avsak ako sa maju tieto déta spojit, pre-
¢itat a vsadit do kontextu, to uz umozni znalost problematiky jednotlivca (interakcia vedo-
mosti, skisenosti, zru¢nosti, pripadne dalsich faktorov), ktoru ziskal procesom §tudia, t. j.
ziskanim vedomosti, ale aj praxou na zaklade ziskanych zru¢nosti. Znalost sa vzdy vztahuje
na konanie ¢loveka a jeho emdcie. Aké kvalitné st nae vedomosti a nasa znalost rozmyslat
v kontexte, tak kvalitna je aj informacia vy¢itana a pretransformovana z dat. Potom zalezi uz
len od mudrosti jednotlivca, resp. muadrosti okolia, ako dokaze s touto informaciou nalozit
a pouzit ju. Pretoze akokolvek je informacia kvalitnd, ked nie je zmysluplne pouzitd nema
ziadnu hodnotu, aj ked bola draho kapena/ziskana.

Ak chce spolo¢nost uspesne podnikat v globalnom konkurenénom prostredi sti¢asnej
informacnej a znalostnej spolo¢nosti, musi vediet efektivne vyhodnocovat permanentne sa
meniace prostredie. Predpoklady, Ze to bude robit dobre jej umozni spravodajsky informac-
ny a znalostny systém a prijata stratégia pre tto oblast. Cielom informacnej stratégie je
optimalna podpora strategickych cielov a prebiehajucich procesov v spolo¢nosti prostred-
nictvom informaénych systémov, informacnych technoldgii a komplexnych informacnych
sluzieb zameranych na obsah informécie.

Informacna stratégia urcuje zakladné smery budovania toku informacii v spolo¢nosti
tak, aby spracované informacie a explicitné znalosti sluzili riadiacim pracovnikom k efektiv-
nemu a uspesnému rozhodovaniu a znizovali riziko tejto ¢innosti.

Preto by mala informacna stratégia obsahovat predovsetkym:
» Specifikaciu klu¢ovych informacii, t. j. aké informacie budem potrebovat:
- pre hodnotenie legislativy a makroprostredia (faktory socidlne, technické, ekono-
mické, ekologické a politické),
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- pre hodnotenie stavu trhu,
- pre hodnotenie stavu postavenia spolo¢nosti na trhu s ohladom na konkurenciu,
- pre vyhodnocovanie trendov vyvoja trhu,
- pre vyskum, vyvoj a inovacie produktov,
- pre vyhodnocovanie aktualneho interného stavu spolo¢nosti a vsetkych jej procesov,
» prehlad $tandardov, ktoré chce spolo¢nost uplatnovat pri budovani informacéného
systému,
» objem finanénych prostriedkov a dal$ich zdrojov, ktoré spolo¢nost vy¢leni na realizéciu
informacnej stratégie,
» program a politiku rozvoja komplexného informa¢ného systému spolo¢nosti,
» akény plan budovania a vyuzivania komplexného informaéného systému spolo¢nosti,

» zasady pre vyhodnocovanie u¢innosti informacnej stratégie a informa¢ného systému
(Vymétal a kol., 2005).

Pre uspe$nu realizaciu prijatej informacnej stratégie mozno odporucit manazmentu
spolo¢nosti plnenie nasledovnych bodov:

1. vSetci ¢lenovia vrcholového vedenia musia vo svojej ¢innosti akceptovat skuto¢nost, Ze
v konkuren¢nom prostredi trhovej ekonomiky st informacie a znalosti, ktorymi spo-
lo¢nost disponuje, jednym z rozhodujuicich zdrojov jej dlhodobej prosperity,

2. stotoznenie sa vrcholového vedenia s kultirou zdielania informadcii a znalosti prostred-
nictvom komplexného informac¢ného systému spolo¢nosti a byt vzorom pre ostatnych
zamestnancov spolo¢nosti a podporovat ich v tejto ¢innosti,

3. vSetci ¢lenovia vrcholového vedenia musia byt prehladne a zrozumitelne oboznament
s principmi sucasnych informacnych technoldgii a s postupmi zavadzania tychto tech-
nologii do praxe,

4. ziskanie $irokej podpory pre implementaciu informacnej stratégie u stredného manaz-
mentu a ostatnych zamestnancov,

5. dosledna realizacia informacnej stratégie v kazdodennom Zivote spolo¢nosti pri dosa-
hovani jasne definovanych cielov.

Vytvorit, implementovat a zmysluplne vyuzivat manazérsky informacny systém
Business Intelligence (dalej BI), ktory integruje interné a externé informacie v spolo¢nosti
znamena nevyhnutne vytvorit platformu pre zdielanie znalosti a tym vytvorit vysoky pred-
poklad pre trvaloudrzatelny konkurencieschopny inovacny potencial firmy.

BI systém je chapany ako skupina prostriedkov a napadov podporujtcich vsetky oblasti
manazérskeho rozhodovania s dorazom na zlepsenie informovanosti manazérov na vsetkych
stupnoch riadenia. Obsahuje interné a externé informacie. BI systém je uréeny pre podporu
rozhodovania na roznych riadiacich urovniach spolo¢nosti. Cielom je poskytnat manaz-
mentu rychly pristup k aktualnym informdcidm - agregovanym, vopred preddefinovanym,
alebo datam vyexportovanych az z primarnej Grovne, ak si to informa¢na poziadavka pre
rozhodnutie vyzaduje.

Cely proces prebieha za prisnej kontroly pristupovych prav, ktoré zabranuju nepovola-
nému pristupu k dolezitym udajom.
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Bezna je trojuroviiovd architektura systému:

1. droven rela¢nych databaz - data ulozené v tabulkach, ktoré maji medzi sebou vzta-
N hy a vézby a st navzajom prepojené,
:P_' 2. troven multidimenzionalnych databaz — rozne Grovne agregacie dat ulozenych v mul-
: tidimenzionalnej kocke s mnohymi priestorovymi osami — napr. stav zamestnancov,
trzby, zisk... v konkrétnom ¢ase, z ktorych je mozné ,vyberat® udaje prostrednictvom
OLAP technolégie (On Line Analytical Processing),
3. uroven prezentacnych nastrojov - texty, tabulky, grafy.

V architektire pyramidy manazérskeho informacéného systému ma Marketingovy
informacny systém (dalej MIS) Specialne postavenie, lebo st v nom skombinované dva typy
informacii a dat, t. j. pochadzajuce z interného a externého prostredia. Takyto MIS systém sa
sklada z nasledovnych casti:

a) analyza a riadenie zakaznikov (informadcie o existujucich a potencidlnych zékazni-
koch, segmentacia zakaznikov, riadenie vztahov so zdkaznikmi, bonitacia, atd.),

b) analyza a riadenie dodavatelov a logistiky (informacie o existujucich a potencialnych
dodavateloch, segmentacia dodavatelov, riadenie vztahov s dodéavateImi, bonitacia,
atd.),

c) analyza a riadenie marketingovych ¢innosti (prilezitosti a ohrozenia na trhu, situa¢né
analyzy, makroanalyza, analyza odvetvia, analyza trhu, bonitacia regionu, marketingo-
vy plan, prognozy, atd.),

d) analyza a riadenie produktov (nové a existujiice produkty hodnotené BCG maticou,
namety na rie$enie novych produktov, informdcie o inovaciach konkurencie, atd.),

e) analyza a riadenie marketingovych sluzieb (integrovana marketingova komunikacia,
reportingy, vzdelavanie zakaznikov a internych zamestnancov, atd.),

f) analyza internych obchodnych pripadov.

Dal$im expertnym IS systémom, resp. databazou, ktory moze byt samostatny alebo je
stcastou MIS, je systém pre riadenie a analyzu konkurencie Competitive Intelligence (dalej
CI). CI je proces legalneho zberu informacii o konkurencii, ich nasledného spracovania,
analyzy a vyhodnotenia za uc¢elom ziskania konkurencnej vyhody a zniZenia rizika pri
obchodnej ¢innosti spolo¢nosti. Spolo¢nosti si za¢inaji uvedomovat, ze k spravnemu roz-
hodnutiu im uZ nestaci len uréity zhluk informacii z interného a externého prostredia, ale
komplexnd, ucelena a hlavne rychlo dodand relevantnd sprava. Preto spolo¢nosti zaclenuju
do svojej organizaénej §truktiry samostatnych pracovnikov na zber, analyzu a vyhodnotenie
informdcii o konkurencii, konkurenénom prostredi a ich ndslednt vhodnu distribuciu vo
forme pravidelnej spravy pre kompetentnych prijimatelov.

Cyklus procesu CI v spolo¢nostiach sa skladé z niekolkych faz:

1. planovanie a riadenie — Uspesnost cyklu CI do znac¢nej miery zavisi od toho, ako st
formulované potreby a stanovené priority. V tejto faze je potrebné stanovit, ¢im sa ma
spolo¢nost zaoberat, preco potrebuje CI a ¢o sa ma so ziskanymi znalostami urobit.
Je dobré, ak pracovnik zodpovedny za CI patri do vedenia spolo¢nosti, pripadne do
vedenia pre strategicky rozvoj a strategické planovanie a ma moznost podielat sa na
rozhodovacich procesoch spolo¢nosti,
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2. zber dat a informacii — musi sluzit konkrétnemu zadaniu. Okolo 90 - 95 % vsetkych
potrebnych informaécii je verejne dostupnych v roznych zdrojoch. Sucastou tejto fazy je
teda urcenie kvalitnych zdrojov, identifikovanie, vyhladanie, ziskanie, triedenie a po-
rovnanie informdcii,

3. analyza dat a informacii — prvok, ktory kvalitativne odliSuje spravodajstvo od obyc¢aj-
ného monitoringu informadcii. Pridéva sa interpretovany a zhodnoteny vyznam infor-
macii kompetentnym analytikom,

4. distribucia informacii - transformacia vysledkov analyzy do informac¢ného produktu
vhodného pre cielového pouzivatela a dorucenie vhodnym spdsobom tohto informac-
ného produktu pouzivatelovi v poZzadovanom case a forme,

5. spdtna vizba sa pripdja k danym fazam, avSak prebieha permanentne pocas celého
cyklu.

CI ma pre organizaciu velky vyznam z pohladu urcenia jeho postavenia a smerovania
na trhu.

Svojimi prinosmi umoziuje vrcholovému manazmentu lepsie pochopit podmienky na
trhu, spoznat jednotlivych hrac¢ov trhu a pomocou nastrojov CI vytvorit svoju konkuren¢nud
vyhodu. Preto ma CI vyznamny vplyv na tvorbu konkurencnej stratégie, ale aj na ostatné
strategické rozhodnutia. Hlavné prinosy CI pre strategické rozhodnutia by sa dali zhrnuat do
nasledujtcich bodov:

a) odhalenie najvac¢sich konkurentov v danom prostredi, monitorovanie ich krokov

a zmien na trhu,

b) hladanie slabych stranok konkurencie a naznacenie ciest, ktorymi mozno konkurenta
ohrozit,

¢) identifikovanie silnych stranok organizacie, na ktorych spolo¢nost moze stavat a rozvi-
jat sa,

d) identifikovanie slabych stranok organizacie, odporudenie procesov a postupov na ich
elimindciu, pretoze konkurencia ,,nespi®,

e) v¢asné pravidelné dodavanie dolezitych sprav s varovanim pre vrcholovy manazment

o rastudcich rizikach, ktoré mézu ohrozit postavenie spolo¢nosti.

4.3 Interna a externa integrovana marketingova

Internd komunikdacia predstavuje velmi dolezity prvok podnikovej kultury, ktorej silu pod-
niky ¢asto podcenuju na ukor precenovania vonkajsej komunikacie. Obom je v$ak potreb-
né venovat pozornost na rovnakej drovni, obe su pre uspesnost a udrzatelnost podniku
mimoriadne dolezité. Kazdy podnik predstavuje Zivy socidlny systém zalozeny na dobrej
informovanosti svojich zamestnancov, vratane stratégie a zdkladnych hodnoét podniku, pre-
to st na kvalitu internej komunikacie kladené vysoké poziadavky ovplyviiujice uspe$nost
podniku. Prave komunikacia je prostriedkom riadenia a prepojenia ludi v organizacii pre
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wdosiahnutie spolo¢nych cielov a zimerov. No a druha, externa komunikacia je dolezitd z hla-

diska vnimania podniku zvonka, jej doveryhodnosti a imidzu.

Vnutorné prostredie firmy je predovsetkym tvorené jednotlivymi zamestnancami, ktori
predstavuju najdolezitej$i prvok fungovania firmy. A prave na zaklade ich réznorodosti,
senzitivnosti a emocii st najtazsie ovplyvnitelnym prvkom v ramci firemnej $truktary.
Spojit ich racionalitu, myslenie, prejavy a spravanie mozno riadit a kontrolovat len do urcitej
miery, av§ak je mozné ich ovplyviiovat a stimulovat, preto je interna komunikacia ndro¢ny
a dolezity proces. Kedze zamestnanci pracuju s datami, informaciami a znalostami, je dole-
Zité presné a jednoznaéné vymedzenie, ako s nimi majui zaobchadzat, kto s nimi ma a moze
narabat a v akom Ccase.

Interna komunikdcia moze byt:
a) formalna (Standardizovand),
b) neformalna (nestandardizovana).

Pri procese komunikdcie je dolezité vybrat spravny komunika¢ny kandl na spravne
porozumenie odoslanej/sprostredkovanej spravy (pisomna, elektronickd, alebo osobna), aby
bola komunikac¢na bariéra a nezrozumitelnost/nejednozna¢nost v maximalnej miere elimi-
novand. Pri pisomnej a elektronickej komunikécii, kde pochopitelne absentuje neverbalna
komunikacia, je tato poziadavka este vyznamnejsia (Vymeétal a kol., 2005).

Druhy komunika¢nych kanalov:
» interna pocitacova siet — intranet, extranet,
» externa pocitacova siet — internet, e-mail, socidlne siete,
» telefon,
» pisomné obezniky, listy,
» porady,
» nastenky,
» rozhlas,
» podnikové noviny,
» schranky (stutaze, anonymné ohlasenia),
» chodba, vytahy, jedélne, konferen¢né a iné firemné priestory,
» sluzobné cesty, resp. teambuilding,
» dopravné prostriedky.

Neustala vymena informécii je neoddelitelnou sticastou fungovania podniku, ktorou sa
sleduju spolo¢né zaujmy, ale aj zaujmy jednotlivca ¢i malej skupiny. Z hladiska smerovania
informacie ide o:

a) horizontalnu komunikaciu - sprava dolava a naopak (nie je priamy organiza¢no-

-riadiaci vztah),

b) vertikalnu komunikaciu - zhora nadol (nadriadenost) a naopak (podriadenost).

Ani v dne$nej dobe internetovej a pocitacovej komunikacie nestraca tstna komu-
nikdcia na vyzname a nie je ju mozné plnovyznamovo nahradit. Dostava sa vSak na iny,

kvalitativne vys$s$i stupen, ked sa stava efektivnejSou, pretoze je mozné sa na tstnu poradu
v dostatoénom predstihu, vdaka distribucii potrebnych materidlov intranetom alebo inym
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komunika¢nym kanalom ¢i naslednému dohladaniu relevantnych informacii na internete,
vopred velmi kvalitne pripravit. Pri vedeni porady je potrebné riadit sa zdsadou, aby boli
prijaté konkrétne jednozna¢né zavery, adresné a ¢asovo ohranicené, ktoré s podla potreby
na konci porady zrozumitelne zhrnuté a zopakované, pretoze ¢im si prerokovavané témy
strategickejsie s dlh$im ¢asovym horizontom rieSenia, tym st viac odstvané na neskorsie.
Castou realitou je, pretoze zamestnanci plnia mnoZstvo pracovnych tloh, ked opustia miest-
nost porady a zavru sa za nimi dvere, v tu chvilu rieSia operativu a ,,rozdrncia“ sa telefony.
Preto je nanajvy$ nutné na konci takéhoto stretnutia sa uistit, ¢i vSetci rozumeju svojim
uloham. Samozrejmostou je véasné vytvorenie zapisov a ich rozoslanie.

Na zaklade skusenosti medzinarodnych korporacii sa rozvija medzinarodny manazment
so svojou neoddelitelnou sucastou, t. j. medzinarodnym podnikanim. Zaroven je tu pritom-
ny dynamicky prvok tspechu, ktorym je multikultirnost medzinarodnych spolo¢nosti ako
schopnost pochopit a prijat kultiru partnera. S tym musi medzinarodna spolo¢nost pocitat
predovsetkym z dvoch hlavnych dévodov:

1. interné prostredie spolo¢nosti - multikultirnost medzinarodnych spolo¢nosti ovplyv-
nuje kvalitu interného prostredia a interny manazment, ktory musi citlivo v multikul-
turnom prostredi aplikovat riadenie ludskych zdrojov a ich potencial, aby zamestnanci
spravne chapali nielen hodnoty, politiku a stratégiu spolo¢nosti, ale aj pokyny denného
operativneho riadenia a na strane druhej, aby si zamestnanci navzdjom rozumeli a boli
spravne chapani;

2. externé prostredie spoloc¢nosti — kazdd krajina ma svoje Specifikd dané historickym
vyvojom regionu dané charakteristikami a vztahmi v externom a kultdrnom prostredi
(socidlne, technické, ekonomické, ekologické a politické faktory), tak aj v konkuren-
¢nom prostredi, ktoré pdsobia v bezprostrednom okoli firmy a zahrani¢ny podnikatel
s nimi musi po¢itat a musi im rozumiet. Specifickt dlohu zohrédva marketing, aby sprav-
ne nastavil procesy a vyhodnotil uspokojovanie zdkaznickych potrieb musi spravne
pochopit a poznat jeho kultaru.

4.3.2 Externd komunikacia

Moderny marketing vyzaduje nie¢o viac ako len vyvinutie dobrého vyrobku s pritazlivou
cenou a jeho spristupnenie potencialnym zakaznikom. Firma tieZ musi neustale vhodnou
formou komunikovat so svojimi si¢asnymi a potencidlnymi zakaznikmi, odberatelmi,
sprostredkovatelmi a s verejnostou. Uspokojovanie potrieb zakaznikov je hlavnou ulohou
marketingu a dosahuje sa prostrednictvom marketingového komunika¢ného mixu (obr.
4.3). Medzi zékladné zlozky marketingového mixu patri, v anglickom jazyku oznacovany
termin promotion, ktory sa skor do slovenského jazyka prekladal ako propagéacia. V sucas-
nosti su v tejto zlozke mixu integrované ovela $irsie ¢innosti a preto sa v odbornej termino-
16gii pouziva termin marketingova komunikacia. Pre tieto nové komunikac¢né aktivity sa aj
v nasej praxi udomacnili vyrazy nadlinkové (tla¢, rozhlas, televizia, bilboardy) a podlinkové
(public relations, propaga¢éné aktivity, osobny predaj, sponzorstvo, priamy marketing...)
komunika¢né aktivity.
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Obr. 4.3 Integrovany marketingovy komunikaény mix

Zdroj: Diacikova a Lach (2019)

Marketingova komunikacia, t. j. propaga¢ny mix zahfna nasledovné nastroje:
reklama (advertising),

podpora predaja (sales support),

osobny predaj (personal sale),

vztahy s verejnostou (public relations),

priamy marketing (direct marketing),

marketing udalosti (event marketing),

partizansky marketing (guerilla marketing),

viralny marketing (viral marketing),

© RPN AR

obsahovy marketing (content marketing),

10. umiestiiovanie produktov (product placement) vo filmoch, TV programe a pod., kde
ide o formu skrytej reklamy (na Slovensku je product placement legislativne upraveny
od roku 2009 v zdkone 308/2000 Z. z. o vysielani a retransmisii na zaklade smernice
Eurépskeho parlamentu a Rady 2007/65/ES),

11. internetova komunikacia, najma web stranky a socialne siete,

12. SoLoMo (Social Local Mobile) digitalny marketing, ktory integruje socidlne siete,

lokalitu a mobilné telefény, pretoze socialne siete tvoria nezastupitelnt ulohu pri $i-

reni hodnotného obsahu. V ramci realizacie tychto ¢innosti je ddlezité integrovat do
konceptu vsetky tri charakteristiky tak, aby boli schopné ponukat svojim navstevni-
kom jedine¢né zazitky. Tento trend vznikol s rasticou oblubou mobilnych telefénov

a rychlym rozsirovanim mobilného internetu. Mobilné telefény sa stali primarnym

kanalom pre vytvaranie, zhromazdovanie a zdielanie informacii o identite, priateloch,

zivote uzivatelov, pre pristup k socidlnym sietam a pre zdielanie sti¢asnej polohy zné-
mym. Vicsina takejto marketingovej komunikacie je zaloZena na zapojeni uzivatelovej
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lokacie do komunikacie prostrednictvom aplikacii tretich stran, ako st lokalne vyhla-
davania, oznacovanie fotografii na urcitych miestach, pisanie typov a recenzii kon-
krétnym lokdciam, tagovanie tweetov alebo prijimanie geoloka¢nych reklam a ponuk,

13. dalsie formy online marketingu (Diac¢ikova a Lach, 2019).

Pomocou tychto nastrojov je cielovd skupina informovana o existencii produktu a uzit-
ku (ekonomickom aj psychologickom), ktory poskytuje zakaznikovi. Uvedené nastroje st
marketingové nastroje pre masova komunikdaciu, ku ktorym je protikladom osobny predaj
zameriavajuci sa na urcitd skupinu spotrebitelov (Zyman, 2002).

Dnes, ked velka ¢ast obchodnych aktivit, rozhodnuti a stratégii prebieha vo virtudlnom
medzinarodnom prostredi, je tejto realite prisposobena i externa marketingova komunika-
cia, ktora vyuzitim nastrojov optimalizacie (SEO) v internetovom prostredi vie promptne
reagovat na lokdlne podmienky. Podobne je to aj v redlnom indoorovom alebo outdoorovom
prostredi, ked reklamou vedia $pecialisti jemne vystihnut potreby lokalnych regionov v ram-
ci medzinarodnych trhov.

Blizsi popis jednotlivych nastrojov marketingovej komunikacie:

Reklama
- umoznuje firme propagovat vyrobok pomocou umeleckého stvdrnenia, videa, pisma,
zvuku a farby. Reklama oslovuje Siroké publikum geograficky rozptylenych kupujucich. Sice
oslovuje $iroké publikum, ale je nepersonalna a nemdze byt taka presvedciva ako osobny
predaj. Jej nevyhodou je aj jednosmerna komunikacia s publikom, pricom publikum jej
nemusi venovat pozornost, nemusi vyjadrit odozvu, ba reklama ho méze obtazovat, ¢im sa
stava kontraproduktivnou. Nemozno ju pausalne pouzit na vsetky produkty.
Reklama plni funkciu:
a) informativnu - informdcie o produktoch a ich vlastnostiach na trhu,
b) pripominajicu - pripomina urcity produkt, zZe je este stéle na trhu,
c) presvedcovaciu - aby si potencialni zakaznici vyrobok kupili.
Prostriedky reklamnej komunikdcie:
» inzerat - v tlacenych médiach, sam o sebe uptta, ak je spojeny s ilustraciou, ma velka
presvedc¢ovaciu schopnost v $pecializovane;j tlaci,
» letak - informuje spotrebitela o propagovanom vyrobku,
» prospekt, brozira - obsahuje viac informacii ako letak,
» plagat, billboard - oslovuje Siroku verejnost, puta oznamom, ilustraciou i vystiznym
textom,
» putad, resp. citylight — vo vykladoch a vykladnych skriniach, na vonkajSom priestran-
stve, na zastavkach hromadnej dopravy, resp. pohybliva reklama,
» napisy na obaloch, symboly, loga - informacie na vyrobkoch a reklamnych nosic¢och,

» audiovizudlne zobrazenia - vide4, kind, obchodné centrd, zdravotnicke zariadenia,
hromadna doprava a pod.,

» televizny spot - pdsobi obrazom i zvukom na $irokd verejnost,
» rozhlasova reklama - pdsobi zvukom na Siroku verejnost,
» nalepky - siroké spektrum pouzitia.
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Rozhodovanie o reklame sa uskuto¢nuje v postupnosti piatich krokov, ktoré tvoria:

1. urcenie cielov - zadavatel reklamy si stanovi jasné ciele podla toho, ¢i ma reklama za-
kaznikov informovat, presvied¢at, alebo pripominat,

2. rozhodovanie o rozpocte — rozpocet sa moze odvodzovat od toho, ¢o si moze zadavatel
dovolit, alebo sa vypocita ako podiel z objemu predaja, podla vydavkov konkurencie, ¢i
podla cielov a tloh. Znamy je vyrok Henryho Forda, amerického podnikatela ,,Polovica
nékladov na reklamu st vyhodené peniaze, ale bohuzial neviem, ktora polovica to je...%

3. rozhodovanie o sprave — obsah spravy, ich frekvencia a ich ciele pdsobenia,

4. rozhodovanie o médiach - vyber druhov médii, ktoré si vyzaduju adekvatne spracova-
nie oznamov, ich hodnotenie a efektivnu realizaciu,

5. vyhodnotenie - analyza efektov komunikdcie na ukazovatele predaja, t. j. objem pre-
daja pred realizaciou reklamy/reklamnej kampane, pocas nej a po ukonceni reklamy/
reklamnej kampane.

Reklamy st v sucasnosti psychologicky hlboko prepracované, vtipné a st to v podstate
kratuc¢ké pribehy. A preto je potrebné dbat o to, aby si [udia v§imali produkty a nielen pribehy.
Inaé by reklama stratila svoj efekt. Casto sa stdva, Ze nevieme, o ¢om reklama vlastne bola, ¢o
propagovala, len vieme opakovat vtipné dialogy alebo popisat vtipné obrazy, ¢i videa.

Podpora predaja
- povazuje sa za nastroj nepriamej komunikdcie v marketingu. Kym reklama sa snazi pre-
sviedcat zakaznikov o dovode kupy, podpora predaja predstavuje konkrétny motiv. Su to
kratkodobé stimuly, ktoré nepodmienuju dlhodobé preferovanie k znacke, ale povzbudzuju
zakaznika k vyskusaniu vyrobku, ¢i sluzby, alebo priamo k ndkupu. Patria sem napr. vzorky,
zvyhodnené balenia, sutaze, hry, lotérie, stavky, odmeny, darceky, veltrhy, predajné vystavy,
prehliadky, ukazky, kupoény, zlavy, uvery s nizkym trocenim, slavnostné udalosti, odkipenie
starej verzie produktu pri ndkupe novej verzie, dlhodobé programy, viazané obchody.
Patria sem aj sponzoring, ucast na vystavach a veltrhoch, spolocenské a firemné akcie,
komunikdacia v mieste predaja a samotna tprava predajného miesta (merchandising), inter-
aktivne formy komunikacie a firemna identita (Corporate Identity). Avsak aj styl vyrobku,
jeho ekologicky dopad, cena, dizajn obalu, oblecenie a spravanie sa personalu sprostredkuj-
uceho kupujicemu konkrétnu spravu.
Program podpory predaja vyzaduje:
» stanovenie cielov,
» vyber ndstrojov a ich pripravu,
» overovacie testovanie,
» implementdciu programu,
» vyhodnotenie vysledkov.

Osobny predaj
- nastroj marketingovej komunikacie, ktory prebieha pri vzajomnej interakcii medzi ztcast-
nenymi stranami. Ide o rokovanie tvarou v tvér s jednym, alebo viacerymi potencialnymi
kupcami za tGc¢elom prezentacie vyrobku, zodpovedania otazok a ziskania objednavky.
Zameriava sa na urciti skupinu zakaznikov. Vyuziva sa najmi pri drahsich, zlozitejsich
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vyrobkoch, vo farmaceutickom a kozmetickom priemysle, pre chemické a strojarske vyrob-
ky, investi¢né celky... Medzi jeho nevyhody patria vysoké néklady, vyzaduje vyskolenych Iudi
s dobrou znalostou produktu a so schopnostou komunikacie. Ku komunika¢nym nastrojom
osobného predaja patria napr. obchodné ponuky, obchodné stretnutia, aktivne programy,
vzorky, veltrhy, predajné vystavy.

Vztahy s verejnostou (Public Relations - PR)
- $pecificky nastroj marketingovej komunikacie, pomocou ktorého firma posobi na vytvara-
nie pozitivneho a potla¢anie negativneho imidzu firmy, pripadne konkrétnych produktov na
verejnosti. Pracuje s odbornymi faktami, ktoré sa snazi jednoducho vysvetlovat zaujmovym
skupindm. Posobi prirodzenejsie ako reklama, nevtieravo, a preto je tento nastroj dove-
ryhodnejsi, oslovuje ovela $irsi okruh ludi. Vztahy s verejnostou st vyznamnou suéastou
formovania verejnej mienky o organizcii.
Pri uplatriovani vztahov s verejnostou sa uplatiiuji dve koncepéné vychodiska:
1. proaktivna komunikacia - vyty¢ia sa ciele, vytvori sa program a zabezpedi sa jeho vyko-
nanie. Reakcia verejnosti je znama az po realizacii akcie,
2. reaktivna komunikacia - je to opa¢na tendencia vo¢i proaktivnej, podnik kond pod
tlakom vonkajsieho prostredia, nazyva sa aj krizovou komunikaciou.

Hlavné rozhodnutia pripravy koncepcie PR:

a) urcenie cielov PR - napr. na zlep$enie imidzu, zvySenie podielu na trhu, alebo zvysenie
presvedcenia o vyhodnosti kipy vyrobku, ¢i sluzby,

b) vyber obsahu a nositelov spravy PR - pribeh je potrebné pripravit $ity na mieru cielovej
skupine. Moze byt aj vo forme podujatia so znamymi osobnostami, ¢i zorganizovanie
tla¢ovej konferencie,

c) realizacia planu PR - pri planovani je dobré spolupracovat so Zurnalistami, ktori
poznaju medialne prostredie a jeho zvyklosti,

d) vyhodnotenie vysledkov PR - efekt PR sa tazko meria a hodnoti. Je mozno hodnotit
kvantifikdciu publikovanych sprav, av$ak to nie je hodnoverny ukazovatel, pretoze ni¢
nehovori o tom, kolko Iudi a z akych skupin si spravu precitalo a ¢o si o nej myslia.
Najlepsi ukazovatel je zmena objemu obratu a zisku, vzrast poctu zakaznikov, ¢o sa zas
neda vzdy jednoznacne prisudit PR kampani.

Medzi prostriedky PR komunikdcie patria napr. ¢lanky v tlaci, prejavy, seminare, vyroc-
né spravy, charitativne akcie a dary, sponzoring, publikacie, styky s miestnymi komunitami,
lobovanie, prezentacie v médiach, firemné ¢asopisy, slavnostné podujatia.

Priamy marketing (direct marketing)
- vyuzivanie postovych zéasielok, telefénu, faxu, emailu, socialnych sieti a dal$ich neosobnych
prostriedkov kontaktu pre bezprostredné predavanie sprav a ziskanie priamych odpovedi
od ur¢itych zakaznikov a prieskum ich nazorov. Komunika¢nymi prostriedkami priameho
marketingu st napr. katalogy, postové zasielky, telemarketing, elektronicky obchod, nakup
prostrednictvom teletextu, zasielanie informacii faxom, alebo emailom, komunity na social-
nych sietach, telefonické rozhovory a odkazy a pod.

171/



{

0

M

iy

CAST PRVA // KAPITOLA 4

Marketing udalosti (Event marketing)

= umoznuje dat produktu pridana hodnotu vo forme pozitivnej emdcie, nevéedné nové pozi-
tivne zazitky a spomienky, ochotu vratit sa k pozitivnej skusenosti so znackou. Zazité pretr-
vava v spomienkach [udi dlhsie, niektoré pribehy sa traduju celé generacie. Event marketing
pomaha vytvarat také situdcie, aby zazitky spojené s nimi boli pozitivne a zaroven sledovali
naplnanie obchodnych cielov firmy. Patri sem usporadivanie vecierkov, teambuilding, $por-
tové podujatia, charitativne akcie, konferencie, motivacné zazitkové cesty a podobné aktivity
organizované ako pre zamestnancov, tak aj pre zakaznikov.

Guerilla marketing (partizansky marketing)
- ide o provokativnu, kontroverznu a agresivnu reklamu, ktord nepouziva klasické reklam-
né kanaly, alebo ak ano, tak sa pouziju nestandardnym spdsobom. Jej u¢innost sa spolieha
predovsetkym na predstavivost ¢loveka. Vyuziva nestandardné, tzv. ambientné médid, napr.
Tudské telo, alebo napr. tspech zaznamenala siet posiliovni, ked vybavila kadernictva origi-
nélne potlacenymi ochrannymi plastenkami s vypracovanym muzskym, ¢i Zenskym telom
a tak mal zakaznik dostatok ¢asu pri uprave svojho ucesu obdivovat vySportované telo so
svojou tvarou a pri odchode ho uz ¢akal letdk s ponukou posilnovne. Do guerillovej reklamy
patri aj tzv. ambush marketing, ktory parazituje na reklamnych aktivitich konkurencie,
alebo velkych, hlavne $portovych udalostiach. U¢elom je bezpracne sa zviest na vire velkych
udalosti, bez toho aby sa firma finan¢ne na jej organizovani podielala. Podobnou reakciou,
t. j. flexibilitou, rychlostou a orientaciou na zakaznika je aj mosquito marketing, ktorého
néazov je prirovnany ku komarovi vzhladom na jeho spravanie, pretoze malé komare dokazu
malym cielenym bodnutim celit ovela vd¢sim jedincom. Rovnako tak aj mala firma vdaka
obratnym reakcidm sa moze ,viest“ na kampani velkych firiem, ¢im minimalizuje svoje

néklady.

Viralny marketing
- (slovo virdlny znamen4, Ze marketing sa $iri ako virus) je samovolné, prirodzené $irenie
informdcii medzi ludmi, t. j. Gstnym podanim, alebo v si¢asnosti na socidlnych sietach,
ktoré sa stali pre ,,bezpracnu“ reklamu fenoménom. Snahou je, aby potencialni zakaznici
zacali sami roz$irovat informacie o sluzbach, produktoch alebo o firme.

Mnohé spolo¢nosti si uvedomili, Ze najlepsie sa predavaju produkty, ktoré nepropaguju
marketéri, ale informadcie st $irené samovolne medzi zdkaznikmi. Internetové prostredie je
pre viralny marketing doslova ako stvorené. Za preposlanym zdanlivo nevinnym vtipom,
e-mailom, videom, hrou alebo obrazkom sa mnohokrat skryva prepracovana marketingova
stratégia sledujiica svoje komercné ciele. Avsak viralny marketing ma dva opa¢né efekty. Ako
sa mozu bleskovo $irit pozitivne informadcie, tak aj negativne a modzu zasiahnut pozitivne,
alebo negativne obrovsku skupinu potencialnych zakaznikov.

Content marketing
- je marketingovy pristup zamerany na tvorbu a distribuiciu cenného, relevantného a kon-
zistentného obsahu s ciefom prilakat a udrzat si jasne definovanu skupinu a nakoniec riadit
ziskové akcie zakaznikov. Zakaznikom hovori to, ¢o nevedia, pomaha im riesit ich problém,
oslovuje ich v ¢ase, ked informadcie hladaju, a ¢asto st blizko nakupného rozhodnutia. Exis-
tuju predovsetkym tri hlavné dovody a vyhody vyuzivania obsahového marketingu a sice
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zvy$enie predaja, uspora nakladov a lepsie informovani zékaznici, ¢oho nasledkom je ich
vacsia lojalita. Klucovym slovnym spojenim je hodnotny obsah, ktory odlisuje akykolvek
obsah, od nie¢oho, ¢o zdkaznikovi akymkolvek sposobom pomoze v Zivote.
Medzi najpouzivanejsie techniky obsahového marketingu patria:

» infografiky,

» webstranky,

» podcasty,

» kratke spravy,

» vided,

» e-knihy,

» blogy,

» mobilné aplikdcie,

» prezentdcie.

Do Content marketingu patri aj komunikdcia marketingu s ekologickou tematikou
tzv. zeleny marketing (Green marketing). V sucasnej dobe sa firmy snazia vyuzit nové
prilezitosti pre nadvdzovanie kontaktov so zakaznikmi, s partnermi a okolim. Vyuzivaji
k tomu nielen moderné nastroje informa¢no-komunikacnych technolégii, ale aj posolstva
s novym obsahom. Tymto obsahom, s ¢oraz va¢$im akcentom je environmentdlna téma,
ktora sa dostava do marketingovej komunikacie, napr. v oblasti energetiky, priemyselnej
vyroby produktov, ale aj v sluzbach, ako je cestovny ruch, ¢i velkoobchod a maloobchod. Je
to téma nielen modernad, podporujica konkurencieschopnost organizacii, ale predovsetkym
téma potrebna. Avsak nie z hladiska prazdnych fraz, farizejstva a polopravd, ale z hladiska
seridzneho snazenia sa organizacii krd¢ik po krociku zlepsovat svoje technoldgie a produkty
priatelské voci zivotnému prostrediu. Marketingova komunikacia s ekologickou problemati-
kou sa nazyva zeleny marketing, resp. zelena marketingova komunikacia, ktorej negativnou
strankou je green washing, ktory zavadza spotrebitelov o dopade ¢innosti firmy na zivotné
prostredie, alebo ekologickej Setrnosti vyrobku, ¢i sluzby. Je zarazajuce, kolko polopravd, 1zi
a nie celkom férovych informacii je komunikovanych smerom k zakaznikovi s ekologickou
tematikou.

Product placement

- je reklamna aktivita prostrednictvom umiestiiovania produktov vo filmoch, TV progra-
me, v poéitatovych hrach a pod. Ide o formu nenapadnej, skrytej reklamy. Ako sucast deja
st v audiovizudlnom meédiu prirodzene umiestnené produkty, ¢i zndme obchodné siete
a obchody a dal$ie komer¢né podnety. Product placement je v podstate marketingova stra-
tégia, ktord sa snazi prirodzene spojit produkt s redlnym okolitym prostredim, v ktorom sa
bezne vyskytuje alebo pouziva. Patri sem aj tzv. Celebrity placement, ked firmy daruju svoje
vyrobky celebritdm zo Soubiznisu, ¢i $portu. Takato forma propagacie je efektivnejsia, menej
agresivna a prirodzend v porovnani s klasickou reklamou, pretoze ludia, t. j. potencialni
zékaznici si takto spdjaju pozitivne emdcie a uspes$nost s konkrétnym produktom.

Shockvertising (Sokové reklama) - forma reklamy, kde st socidlne a moralne hranice
potlacené s ciefom vytvorit rozruch a polemiku. Najcastejsie je to takd forma reklamy, kto-
ra znechucuje, pohorsuje, dviha adrenalin, ale ¢o je najpodstatnejsie, Ze oslovuje a Iudia si
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\jupamitaju. Takouto formou reklamy je znama napr. talianska médna spolo¢nost United

Colors of Benetton.

Internetova komunikacia
- najma web stranky, na ktorych komunikuji organizacie svoju ¢innost, vyrobky a sluzby
s cielom informovat ¢o najsirsiu internetovi verejnost. Aby to tak bolo a domovska stranka
organizacie bola na webe vyhladdva¢mi dobre ndjditelna slizi nastroj SEO optimalizacia
www stranky (Search Engine Optimization). Tiez medzi internetovi komunikdciu patria
¢im viac oblibené socidlne siete (Facebook, Twitter, MySpace, LinkedIn, Instagram, You
Tube a dalsie stdle pribudaju), ktoré spdjaji online komunitu ludi so spolo¢nymi zaujmami
s cielom zdielat svoje nazory, skiisenosti, vided, fotografie, vytvaranie profilov, blogov a pod.

Do $pecialnej internetovej komunikacie patri Influencer marketing - stratégia digitél-
neho marketingu, ktord vyuziva osoby z roznych oblasti internetu k tomu, aby sa v dobrom
zmienovali o produktoch alebo sluzbach a tak ich dostavaju do povedomia verejnosti pro-
strednictvom réznych komunikaénych kandlov. V zavislosti na kanali, ktory pouzivaju, ich
mozeme rozdelit do skupin, napr. Bloggeri, Vloggeri, Instagrammeri, Youtuberi.

Integrovand marketingova komunikacia, resp. komunikaény mix je koncepcia, ktora
vznikne vdaka ucelenému planu, zaloZzenom na poznani strategickych uloh réznych komu-
nika¢nych disciplin, ktoré kombinuje s cielom vyvolat maximalny, zretelny a konzistentny
pozitivny dopad na poznanie produktu na trhu a jeho predajnost. Zaroven sa vyzdvihuje
nevyhnutnost symbiézy a synergie prvkov komunikaéného mixu, ich vzajomné doplianie
a spolupdsobenie tak, aby firma dosiahla predpokladané strategické postavenie.

Diskusné otazky

1. Co patri medzi nevyhnutné znalosti podniku pre oblast vyskumu a inovécii v medzina-
rodnom prostredi?

2. Charakterizujte hybné sily a inovac¢né prilezitosti rozvoja podniku v medzinarodnom
prostredi.

3. Charakterizujte proces vyvoja nového produktu, predmety ochrany dusevného vlast-
nictva a ich ulohu.

4. Charakterizujte internt komunikacia podnikov v medzinarodnom prostredi.

5. Co vytvara externd komunikéciu podnikov v medzindrodnom prostredi a na ¢o sluzi?

Presvedcenie o nutnosti, aby mala spolo¢nost najvacsi trhovy podiel z dovodu, Ze je to jediny
sposob ako zvitazit, je mylné. Existuje mnoho spolo¢nosti, ktoré maju maly trhovy podiel
a su ziskovejsie, ako firmy s va¢sim podielom na trhu. Este horsia je skuto¢nost, ze pokial
sa vSetky spolo¢nosti snazia ziskat pre seba najvacsi trhovy podiel, vedie to k nicivej bitke,
v ktorej mozno tazko jednoznac¢ne zvitazit. Ovela efektivnejsie je podnikatelské aktivity
dosledne orientovat na zdkaznika, t. j. spolo¢nost musi neustile premyslat, ktoré hodnoty su
vnimané existujucimi a potencidlnymi zakaznikmi a ako tieto hodnoty ¢o najlepsie uspoko-
jovat. A nielen to. Musi aktivne vyvoldvat nové potreby zakaznikov, vymyslat nové produkty,
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ktoré bude ponukat zakaznikovi. K optimalnemu uspokojovaniu potrieb zakaznika musi
spolo¢nost smerovat véetky svoje activity tak, aby zakaznik dostal maximalnu hodnotu pri
minimalizacii nakladov. To st vieobecne platiace pravidla bez rozdielu velkosti firmy, jej
predmetu podnikania a ndrodného, ¢i medzinarodného rozmeru.

Ked hovorime o integrovanej marketingovej komunikacii myslime vacsinou jej vplyv
na externé prostredie firmy. Avsak aj kvalita irovne vnatropodnikovej komunikacie vplyva
na celkové vnimanie spolocnosti a preto aj interna komunikdcia je sucastou integrovanej
marketingovej komunikdcie. A preto primarnym cielom vnutrofiremnej komunikécie nie
je spokojny zamestnanec, ale prostrednictvom spokojného zamestnanca spokojny zakaz-
nik. Interna komunikacia je zlozitd, pretoze postihuje vSetky organiza¢né zlozky vo firme,
vSetkych zamestnancov. Interna komunikacia, ¢i uz pisomna, dstna, alebo komunikéacia
prostrednictvom vnutropodnikovej digitalnej siete, musi byt nastavena podla jednotlivych
existujucich firemnych procesov tak, aby kazdy zamestnanec mal v kazdom case spravne
informacie potrebné pre vykonavanie jednotlivych ¢innosti, resp. zamestnanci na manazér-
skych postoch, aby mali nacas spravne informacie na rozhodovanie (Diacikova a Chocho-
lakova, 2018).
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ekonomického vyvoja. S rastom globalizdcie si podniky uvedomuju, ze
sU prepojené so zahranic¢nymi zdkaznikmi, doddvatelmi, konkurentmi gj
vo vnutri krajiny. Svetovy proces globalizdcie a internacionalizécie je délezitym
faktorom pre rozvoj medzindrodného podnikania, nuti vedenie podnikov prehodnotit
podnikatelské aktivity. Nové priority vo vedeni podnikov vytvdra globalizécia
ndrodnych ekonomik. Ide hlavne o strategické riadenie, inovdcie, zakladanie
efektivnych organizacnych §truktir a utvdranie podnikovej kultdry a etiky podnikania.
Pred vstupom do medzindrodného prostredia spolo&nosti uskutoEAuju réznymi
metddami analyzu daného prostredia, politického a pravneho, ekonomického,
socio — kulturneho ¢i technologického, ktord je zdkladom pre rozhodovanie o stratégii
v medzindrodnom manazmente s dopadom na ich medzindrodné podnikanie.

G lobalizdcia sa zaraduje medzi najvyznamnejiie viastnosti svetového

Ciele kapitoly

- vysvetlit podstatu a vyznam kultdry v medzindrodnom prostredi,
- charakterizovat pojem kultUra a jej formy,

- popisat zdkladné prvky kultdry.
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¥5.1 Podstata a vyznam kultary

Globalizacia je nevyhnutnym procesom, rovnako ako ako aj akceptovanie kultirnej rozma-
nitosti. Na jednej strane sa Eurdpa stava viacej homogénnym priestorom z pohladu hodnoét,
priani, zivotného $tylu a rozdiely medzi narodnymi trhmi sa pomaly stracaji. Na druhej
strane odli$nosti medzi narodmi, regiénmi a etnickymi skupinami najma z pohladu kultur-
nych rozdielov nielen pretrvavaju, ale vo viacerych pripadoch su zretelné uz skor. Zdkladom
osobnych, spolo¢enskych, pracovnych a obchodnych stykov s partnermi z inych krajin, st
popri jazykovych znalostiach a niektorych $pecifickych znalostiach (v konkrétnej krajine) aj
poznatky o mentalite a kulttire obyvatelov tychto krajin (Svétlik, 2003).

Koncom 20. storoc¢ia povazovalo vela madarskych, polskych a ceskych manazérov
zapadnych manazérov, ktori prisli spolu s investormi so vstupom zapadnych firiem na trh,
za agresivnych a necitlivych vo¢i domacej kultdre vysvetluje Strach (2009) a dalej uvédza,
ze prave kultirne medzery medzi veducimi pracovnikmi viedli v tom c¢ase k spomaleniu
implementacie zahrani¢ného know-how. Vo vztahu k marketingovym aktivitim Horska
a kol. (2018) konstatuju, ze st v praxi prispdsobované spoloc¢enskému a kultirnemu pro-
strediu, v ktorom sa uskuto¢nuju, dalej vysvetluju, ze tieto aktivity st v sii¢asnosti ¢oraz viac
ovplyvniované antropoldgiou, socioldgiou a psychologiou.

Slovo kultiura ma vela vyznamov. Pévodné latinské agri cultura vyjadrovalo vzdelanie
a obrdbanie zeme. Sldavny rimsky filozof Cicero nazval filozofiu kultirou ducha, a tym
polozil zaklad chapania kultdry ako charakteristicky ludskej vzdelanosti. Abstraktny pojem
kultura, tak ako ho chapame dnes pravdepodobne vychddza z nemeckého slova die Kultur,
ktoré sa pouzivalo od zaciatku 18. storocia v zmysle slova civilizacia. V anglosaskom svete
sa tento pojem zacal pouzivat na zaciatku 20. storocia. Pod pojmom kultura si vaésina ludi
predstavuje produkty umeleckej tvorby. V $irSom abstraktnom chapani je dnes kultara
ponimana ako vsetko, ¢o ¢lovek vytvoril v priebehu v priebehu svojho historického vyvo-
ja, ¢i sa uz ide o produkty materialnej povahy alebo o produkty dusevné, vratane uznavanych
hodnoét a zvykov. Tie st postupne odovzdavané z generacie na generaciu. Kultara je potom
prostredim historicky vytvorenym, ktoré urcuje spravanie a konanie ¢loveka (Svétlik, 2003;
Sronék, 2000).

Existuje viacej nez 160 definicii pojmu kultura, napriklad:

» je kolektivne naprogramovanie myslenia [udi, ktoré odliSuje urcita skupinu ¢i kategdrie
ludi od inych (Hofstede a Hofstede, 2007).

» je neviditelnou dimenziou medzinarodnych vztahov na vietkych trovniach. Predstavu-
je sthrn vedomosti, hodnét, viery, umenia, zvykov, jazyka a dal$ich atribatov, ktoré si
osvojil &lovek, alebo ¢lenovia spolo¢nosti (Strach, 2009).

» je Siroky pojem, ktory okrem inych Specifik predstavuje dlhoro¢né nemenné efektivne
vzité hodnotové vztahy voéi vyrobku a znacke (Simo a Mura, 2015).

» je naucend, nie je zdedena. Je odvodend od spolocenského prostredia, nie od génov
a je potrebné ju odlisovat od ludskej povahy a charekteru jednotlivych osob (Ubreziova
a kol., 2013).

/78/ UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL



TEORETICKE A PRAKTICKE VYCHODISKA KULTURY V MEDZINARODNOM PROSTREDI

Narodnd podnikatelska kultira vychadza z podnikatelského prostredia danej krajiny,
pricom obidve na seba navzajom pdsobia. Pochadza zo zemepisnych, politickych, ekono-
mickych, socidlnych a pravnych faktorov.

Vychddzame z toho, Ze kultiira moze byt definovana ako orienta¢ny systém, ktory pre
prislusnikov ur¢itého naroda poskytuje zmysel urcitych javov a vyraznou mierou definu-
je ich prislu$nost. Je to tym, ze psychické zaklady spravania (vnimanie, myslenie, citenie
a konanie) kazdého clena socidlneho spolocenstva st ovplyvnené kultirnym a $pecifickym
orienta¢nym systémom a zaroven sa aktivne kazdy podiela na jeho vytvarani a vyvoji. Potom
je zrejmé, aky vplyv ma narodna kulttra na to, ¢o sa oznacuje ako firemna, podnikova alebo
organizacna kultara. Internacionalizacia vo vsetkych oblastiach spolocenského zivota,
v politike, ekonomike, umeni, vede, vyskume a v mnohych dal$ich ma vzdy za nasledok kul-
tarne stretnutie na réoznych drovniach. Zaroven dochadza k stretnutiu réznych narodnych
a podnikovych kultur, ako aj dal$ich subkultir na niz$ich urovniach. Jedinec sa tak dostava
do velmi komlikovaného vzdjomného vztahu. Ovplyviluje a utvara tieto kultury, zrastol
s nimi v priebehu individudlnej socializécie, prehlbil tak svoje $pecifické socidlne hodnoty,
normy a vzory spravania a pouziva zodpovedajtce kultirne orienta¢né systémy k vlastnému
urcovaniu zmyslu a pripisovaniu vyznamu (Novy a Machl-Schroll, 2005).

Firemna kultdra je v sticasnej literatire ozna¢ovana mnohymi synonymami ako podnikova
kultura alebo organiza¢nd kultura. Literatira ponuka Siroky vyber jej definicii, avSak ziadna
nedokaze vysvetlit vSetko, ¢o tento pojem zahrfna. Mdézeme ju definovat:

a) na zaklade vysvetlenia E. A. Scheina ako ,,vzorec zakladnych a rozhodujucich predstav,
ktoré urcita skupina prevzala alebo vytvorila, odkryla a rozvinula, v ramci nich sa nau-
¢ila zvladat problémy vonkajsej adaptacie a vnutornej integracie a ktoré sa osvedd¢ili tak,
ze su chapané ako vSeobecne platné. Novi ¢lenovia organizacie ju maja, pokial mozno,
zvladat, stotoznit sa s nimi a konat podla nich“ (Ubreziova a kol., 2013);

b) ako, systém predpokladov, predstav, hodnot a noriem, ktoré sa v organizacii prijali
a rozvinuli a maju velky vplyv na konanie, uvazovanie i vystupovanie zamestnancov.
Navonok sa prejavuje ako forma spolocenského styku zamestnancov, v spolo¢nych zvy-
koch, oby¢ajach, oble¢eni, materidlnom vybaveni a pod. Zakladné sposoby spravania sa
stavaji vzorom pre novych zamestnancov® (Kachanakova, 2010);

¢) ako subor zakladnych presvedéeni, hodndt, postojov a noriem spravania, ktoré sa
zdielaju v rdmci organizacie, a ktoré sa prejavuju v myslienkach, citeni a spravani ¢lenov
organizacie a v artefaktoch materialnej a nematerialnej povahy (Lukasova, 2010);

d) dusu spolo¢nosti, ktora prejavuje uznavané normy a hodnoty. Tieto normy a hodnoty
stanovuju charakteristické prostredie organizacie a sposob, ako sa maju ludia v organi-
zacii spravat (Torrington a Hall, 1991).

Z uvedenych definicii mozno konstatovat, ze firemna kulttra sa tyka predovsetkym
abstraktnych javov ako su predstavy, hodnoty, postoje, normy a pod., ktoré su st¢astou pod-
niku. Aj napriek tomu Ze neboli konkretizované, ovplyviiuju spravanie ludi. Predovsetkym
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jefiremna kultdra vysledkom ¢innosti Iudi a nasledujicimi funkciami napomaha formovat
podnikovu individualitu (Sekova a kol., 2013):

i » firemna kultura ma vplyv na sposob integracie v podniku, t. j. spdsob adaptacie nového
J;lr" zamestnanca, technologicky postup a pod.,

» firemna kultira ovplyviluje presadenie podnikovej stratégie. Pokial je firemna kultira
v sulade so strategicky potrebnou firemnou kulttrou, strategické zamery podniku maja
velkd priebojnost,

» firemna kultira ma vplyv na spdsob adaptacie v ramci zmien v podnikovom okolj,
spravne formuje organiza¢nu $truktdru, pomaha rychlejsie reagovat na zmeny trhovych
podmienok, ako vedenie podniku svojimi opatreniami,

» firemna kultdra do urcitej miery definuje imidz podniku.

Firemna kultdra by mala byt sti¢astou firemnej stratégie a podla nej by sa mala tvorit
ariadit. MoZznostou pre podniky mézu byt modelové riesenia uplatnenia firemnych kultar.
Ubreziova a kol. (2013) rozli$uju $tyri modelové riesenia firemnych kulttr:

1. Globalna firemna kultara - je zalozena na kultirnej dominancii. Zakladna stratégia
spociva vo vytvoreni silnej firemnej kultiry v ramci vSetkych podnikatelskych subjek-
tov danej firmy, ktorej cielom je presadit podnikatelské zamery, hodnoty a normy. Ten-
to model je realizovatelny hlavne vtedy, ak dcérske spolo¢nosti sa vytvaraju ako nové
subjekty bez minulych tradicii. Vyhodami modelu je vytvaranie spravne fungujucej
komunikacénej siete a zrychlenie vnttroorganiza¢nych ¢innosti, spdja sa medzinarodna
identifikacia na zaklade spolo¢nych symbolov, pracovnici sa spravaji v ramci Standar-
dov a noriem.

2. Polycentricka firemn4 kultira - je zaloZend na principe plurality kultar. Ulohou je vy-
tvorit dostato¢ne velky priestor na presadenie individuality pri tvorbe firemnej kultary
vo vSetkych dcérskych spolo¢nostiach, ktoré vznikaju z kultirnych tradicii a Specifik
daného prostredia a iba v obmedzenej miere majui povinnost reSpektovat ciele, postupy,
metody materskej firmy.

Vyhody tohto modelu spocivaju v tom, ze miestna firemnd kultdra dava moznost
vyuzit komunikacné nastroje, ktoré su lepsie v ramci celého kontextu, vzniknuté sub-
kultdry sa dokazu pruznejsie menit podla potreby.

3. Geocentricka firemna kultara - je zaloZena na synergii. Obsahuje Specifické crty
jednotlivych narodnych kultir so zdmerom vytvorit jednu spolo¢nt firemnu kulttru,
ktora bude potom predstavovat ucelné a efektivne prepojenie véetkych regionalnych
Casti medzinarodnej spolo¢nosti.

Vyhody geocentrickej kultury st silna integrita spolo¢nosti, vysoka identifikacia
pracovnikov so spolo¢nostou, upeviuje sa samostatnost a spoluzodpovednost pracov-
nikov bez ohladu na miesto, v ktorom pdsobia.

4. Regiocentricka firemna kultura - tento typ sa nachadza medzi polycentrickym a geo-
centrickym typom. Dcérske spolo¢nosti su zoskupované do kulturne podobnych regio-
nalnych jednotiek uvadza Lukasova (2010).

Nasledovne definuje zakladné riadiace modely medzinarodnych spolo¢nosti:
» model kultarnej dominancie - vo vsetkych dcérskych spolo¢nostiach nachadza-
jucich sa v zahraniéi je pouZzity koncept vedenia, ktory je pouzivany v materskych
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spolo¢nostiach. Rozdiely v kultirach st bud ignorované, alebo sa v ramci dosahované-
ho ciela povazujui za nevyznamné;

» model kultirneho kompromisu — nachddzaju sa tu subkultiry jednotlivych pobociek
a v ramci vedenia treba najst kompromis medzi konceptmi manazéra a riadiacimi styl-
mi. Model je pomerne neucinny;

» model kultirnej synergie — predstavuje, ze odlisnosti v hodnotach a vzoroch spra-
vania sa jednotlivych narodov sa vnimaju ako zakladny potencial k vzniku nového,
synergického spdsobu vedenia, ktory bude lepsie zodpovedat predstavam medzinarod-
nych podmienok. Pre medzinarodnt firmu to znamena vypracovanie novej filozofie
riadenia, ¢o zvySuje naroky na inovativny spdsob myslenia a konania. Tento model je
najnarocnejsi, ale v§ak najprinosnejsi.

Hodnotenie predchddzajucich moznosti pri utvarani firemnej kultiry medzinarodnych
spolo¢nosti je nejednoznac¢né. Kazda z uvedenych moznosti ma svoje pozitiva aj negativa.
Hlavné je vsak vediet identifikovat, ¢o je dolezité prevziat od pévodnych kultur, a ¢o by sa
nemalo uplatnit pri vytvarani novej kultdry.

Vo firemnej (podnikovej, organizacnej kulture) sa prelina niekolko urovni, ako
vysvetluje Ubreziova a kol. (2018):

a) nadnarodna kultira - sa formovala po starocia na zakalde euroamerickej civilizacie
a $irila sa rozvojom priemyslu a hospodarstva do vSetkych casti sveta;

b) narodna kultara - vyjadruje zvlastnosti dané narodnymi tradiciami. V rdmci kultuar-
nych vzorov z celého sveta ndjdeme $pecifika narodnych tradicii;

¢) kultira vlastnej firmy - ktord sa vytvorila rozdielnym vyvojom spravania Iudi z roz-
nych firiem v jednej krajine;

d) subkultary - divizii alebo utvarov v ramci firmy, fudia so spolo¢nou profesiou vo firme
a kultura vrcholovych manazérov.

5.2.1 Zakladné zlozky kulturneho prostredia

Kazda spolo¢nost ma svoje tradicie, zvyky a z nich konkrétne formovanu vlastna kultaru.
Jednotlivé kultury sa prelinaju v rozli¢nych pospolitostiach i u konkrétnych jedincov, a to
v Sirokom historickom rdmci. Medzi kultirne javy sa najcastejsie zaraduju nabozensky
okruh, narodny okruh a okruh jednotlivych socialnych subjektov.

Potom, zakladné zlozky kultirneho prostredia tvoria podla Usuniera (Usunier, 1993),
Svétlik (2003) a Diacikova a Dudinska (2007):

a) nabozenstvo - patri medzi dalsie dolezité faktory trhového prostredia ovplyviujiucim
kultaru. Kazdé nabozenstvo determinuje ludské hodnoty, ktoré predurcuju zivotny $tyl
a ovplyvnuju aj jeho spotrebu;

b) rodina - mé velkd tlohu v kultirnom rozvoji spolo¢nosti. V jednotlivych kultirach
sveta maju rozdielnu ulohu aj jednotlivi ¢lenovia rodiny. Diferencovana je velkost
rodiny i napr. zamestnanost Zien. Tato skuto¢nost ovplyviiuje diferenciaciu kipneho
spravania, zaujmy, preferencie, postoje, angazovanost, hodnoty, ale tiez aj materidlne
zabezpedenie a spotrebu;
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jazyk spolo¢nosti - je kli¢om k pochopeniu kultdry. Jazyk nechapeme len ako sihrn
slov, ale odraza aj myslenie daného naroda. V marketingu st jazykové bariéry dost vel-
kou prekazkou. Samotny preklad alebo tlmocenie st niekedy pre firmu netspechom.
Jazyk je klucovym prvkom kultury, pretoze vic¢sina spolocenskej kultury nachadza svoj
sposob vyjadrenia v hovorenej rec¢i. Takto v mnohych ohladoch jazyk stelesnuje kultaru
spolocnosti. Znalost jazyka spolo¢nosti sa moze stat kli¢com k pochopeniu jej kultary;

d) vzdelanie a vzdelavaci systém krajiny - vplyva na kvalitu podnikatelského prostredia,

na sposob riadenia podnikov a dalsich organizacii i na velkost a $truktiru spotreby.
Vzdelanie determinuje nielen podnikatelské rozhodovanie, ale aj rozhodovanie a mo-
tivaciu pri kupe. Vzdelanie determinuje nielen potencialnych zdkaznikov, ale v medzi-
narodnom marketingu aj pracovnu silu, konkurenciu a celé podnikatelské prostredie.
Pocet a $truktara $tudijnych odborov, pocet absolventov (v absolitnom i relativnom
vyjadreni) jednotlivych stupnov §kél, miera negramotnosti, systém zakladného vzdela-
vania a iné ¢initele ovplyviuju ekonomicky rozvoj krajiny.

Ako priklad mézeme uviest pre Eurépu charakteristickU réznorodost vzdeldvacich systémov.
Z&kladny rozpor casto nie je ani tak v ochote menit organizdciua Struktiru vzdeldvacej
sUstavy, ako skér v rozdielnosti a polarizécii ndzorov, Ci skér rozvijat akademické (Velkda
Britdinia) alebo profesijné vzdeldvanie (Nemecko) a ur€it, aky by mal byt pomer poctu
studentov na tercidrnej Urovni vzdeldvania k celkovej populdcii a ¢o do tejto Urovne

zahrnut (Svétlik, 2003);

e)

f

~

praca a volny cas - jednotlivé krajiny alebo socialno-kultirne zény maju osobitosti
iv $irsej socialno-kulturnej oblasti. Odlisny je napr. podnikatelsky duch ludi alebo spo-
sob travenia volného casu. Je potvrdené, Ze postoje spolo¢nosti k praci maji podstatny
dosah na ekonomicky uspech spolo¢nosti alebo kultiry. To, ¢o uré¢uje ekonomicky rast
krajiny, nie st jej externé zdroje, ale je to podnikatelskd schopnost vyuzit existujice
zdroje. Rozhodujuca je pritom orientacia alebo postoje k vykonu a praci. Kultury s vy-
sokou trovniou motivécie k vykonu vykazuja rychlejsi rast hospodarskeho rozvoja ako
kultary s nizkou Groviiou motivacie. Diskusia o praci obycajne vedie k diskusii o jej
opaku - volnom case. Rozne spolocenstva odlisnym spdsobom nazerajii na akceptova-
telny rozsah volného casu;

socialne skupiny a stratifikacia - spolo¢nost sa moéze rozliSovat na formélnu a ne-
formalnu. Formalna spolo¢nost je prisne hierarchicky organizovana a jej organizacia
zodpoveda zna¢nym rozdielom v spolocenskej organizacii (napriklad Japonsko, India).
Druhu skupinu, neformalnu alebo menej formalnu, tvoria spolo¢nosti s pomerne ma-
lymi rozdielmi v spolo¢enskom postaveni (napriklad Australia, Spojené $taty americké,
Dénsko, Kanada).
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Napriklad, vo vysoko stratifikovanych spolocnostiach sa prislusnost k urcitej vrstve premieta
do hovorového jazyka, postavenia a postavenia v réznych institGcidch, v administrative,
priemysle, politke a pod. Ako priklad sa mézu uviest absolventi Grandes Ecoles
vo FrancuUzsku alebo Oxbridge (Oxford a Cambridge) vo Velkej Britdnii. Medzi elitou je
stdle viac ludi, ktori vy$tudovali iné university ako Oxford a Cambridge. V Nemecku sa
kladie vyznam na absolventov technickych odborov;
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Animizmus - tento vyraz sa pouZiva na popis primitivnych ndbozZenstiev. Vietkym su&asnym
ndbozenstvdm predchddzal animizmus. Je rozsireny hlavne v Afrike, Severnej, Strednej
a Juinej Amerike a v Austrdli medzi pévodnym obyvatelstvom. Ide o vieru v existenciu
nadprirodzenych bytosti, duchov a dusi. Je tu viera v posmrtny Zivot dusi. Animizmus

vyzndvaju tradicionalistické, do minulosti zahladené spolo¢nosti, ktoré nevyhladdvaju
pokrok, ale zaujima ich ochrana tradicii, a nie zmeny.

TEORETICKE A PRAKTICKE VYCHODISKA KULTURY V MEDZINARODNOM PROSTREDI

g) kultarna adaptacia, zmena kultdry a sprostredkovatelské vztahy - svet sa radikalne

zmenil. Do popredia sa dostala medzinarodna konkurencieschopnost. Podniky nového
typu vychadzaju z globalnej perspektivy a maju mnohé centralizované funkcie spolu
s decentralizovanou pravomocou manazmentu v krajine, kde podnik pdsobi. Globalny
manazér musi byt vodcovskou osobnostou schopnou vyrovnat sa s medzindrodnou
konkurenciou, globalizaciou trhov, rozsirovanim technolégii, demografickymi posun-
mi a rychlostou celkovych zmien. Musi byt vybaveny diametralne odli$nym suborom
schopnosti. Taki vodcovia sa orientuju skor na autoritativny $tyl pristupu k riadeniu
spolupracovnikov. Na vykon manazérskej funkcie uz nie je podstatny pocet odpra-
covanych rokov, dokonca ani absolutérium prislusnej vysokej $koly, ale preukazana
schopnost vyrovnat sa s nepretrzitymi rychlymi zmenami a schopnost v kratkom case
aktivne prijimat vyznamné rozhodnutia pri primeranych rizikach. Zivotne dolezité su
interpersonalne sposobilosti. Globalni manazéri musia mat cit pre iné kultiry a uve-
domovat si vlastnd individualitu a vlastné kulturne sklony. Je to zaroven predpoklad
rychlej adaptacie na odli$né podmienky podnikania.

Pripadova studia 5
Charakteristika vybranych nabozenstiev podla Sroneka (2000)

Monoteistické ndbozenstva:

» judaizmus (Zidovské ndbozenstvo) — je prvé monoteistické ndbozenstvo, z ktorého
vzniklo krestanstvo a isldm. V 12. — 13. storoci pred nasim letopoctom (pred n. 1)
Mojzis prijal eticky kddex — desatoro, platnych takmer bez zmien vo vietkych troch
ndbozenstvdch, s dopadom aj na ekonomicky cinnost. Niektoré zadvaziné princi-
py judaizmu, vztahujice sa k ekonomike mozno zhrnit nasledovne: ekonomické
potreby sU uspokojované ludskou Cinnosfou, a nie je preto nemordine, ze ludia
ziskavaju majetok a viastnia majetok a hodnoty. Zdkladnym prameriom judaizmu
je kniha téra, z ktorej uc¢enci odvodili viacej ako 600 pozitivnych prikazov a nega-
tivnych zdkazov, z ktorych v sucasnosti plati 270. Tykaju sa hlavne svétenia Sabatu
(soboty), sobotnej prdce, svatenia inych sviatkov, zdkazu pouzivania urcitych
potravin, ich pripravy a velmi citlivého vztahu medzi muzmi a zenami;

» krestanstvo - je druhé najvyznamnejsie monoteistické ndbozenstvo. Krestanstvo
sa stotoznilo so Zidovskym desatorom a niektoré prikdzania nepriamo ovplyviuju
ekonomické dianie;

» isldm - je najmladsie z monoteistickych ndbozenstiev. Vzniklo v 7. storo¢i ndsho
letopo&tu. Je roziirené hlavne v Afrike a Azii. Moslimskd teolégia ,tawhid"
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upravuje vietko, v ¢o md C&lovek verit, zatial co prdvo ,3aria" predpisuje, o
musi robif. Posledné slovo md ,kordn" a veriaci odmietaju vietko, €o v nom nie
je obsiahnuté.

4;]' Takzvané vychodné ndbozenstva:

5.2.2

» konfucianizmus - nie je ndbozenstvom, skdr systémom myslienok a ndzorov &in-

skeho mudrca Konfucia (551 — 479 pred n. I.). Zdkladom konfucianizmu je idea, ze
ludia maju zit v harmonii jeden s drunym a s prirodou. Podla filozofie ndbozenstva
je cnostny taky muz, ktory md nasledovnych pat viastnosti: vyberavé sprdvanie,
Slachetnost, dobrd vélu, trpezlivost a laskavost. V Cine, v juhovychodnej Azii
a v Japonsku je vela zdsad konfucianizmu hlboko zakorenenych dodnes. Mnohi
ho povazuju za duchovny zdklad ,,dzijskych hodnét", ktoré su pévodcom hospo-
ddrskych vysledkov v krajindch juhovychodnej Azie. Ide o povinnost vzdeldvat
sa, oddanost rodine, ale aj odovzdanost voci autoritativnym rezimom, v ktorych

vlidda preberd Ulohu otca vodi rodine;

» hinduizmus - vznikol asi 1500 rokov pred n. I. Nejde o ndbozenstvo, skér o spb-

sob Zivota, ktory existuje iba v indickej spoloc¢nosti. Nemd podobu presvedcenia
alebo viery. Hindom sa ¢lovek narodi, neméze k nemu na rozdiel od budhizmu
pristUpit. Najvyznamnej§im faktorom je kastovny systém, ktory rozdeluje spolocnost
z hladiska socidlneho, rasového a ritudinej Cistoty. ExistujU Stari kasty — kniezacia
(branmani), bojovnici a viddcovia, obchodnici, polnohospoddri, remeselnici
a sluzobnictvo. Mimo kasty sU nedotknutelni. Kazdy sa narodi v urCitej kaste a svo-
je prislusenstvo nembze menit. Kastovny system ale pomaly strdca pdévodnu Ulohu.
Druhym zdkladom systému je ,,spolocnd rodina — baraddri. Cielom hinduizmu je
dosiahnutie nirvdny;

» budhizmus - vznikol v 6. storoci pred n. I. Je uréitou reformdciou hinduizmu. Neod-

stranuje kasty, ale budhisti sU zbaveni kastovnych obmedzeni. Je rozsireny v celej
juhovychodnej Azii a v Japonsku. Vyskytuje sa vo viacerych podobdch v réznych
krajindch;

» Sintoismus — je vyhradne ndrodnym ndbozenstvom, uzndvajl a uctievaju ho iba

Japonci vratane tych, ktori Ziju mimo Japonska. Hlavnym zdkonom je mravnd
a telesnd cCistota. V spojeni s prvkami konfucianizmu md aj v sucasnosti vplyv na
vela aspektov japonskej ekonomiky (systém riadenia, vztah k cudzincom, pinenie
zavézkov ainé).

Zakladné prvky firemnej kultary

Pri vysvetlovani pojmu firemna (podnikova, organiza¢na) kultura vic¢sina autorov vychadza

zo sociologického a antropologického pristupu (Ubreziova a kol., 2013; Zadrazilova a Khe-

lerova, 1994).

Na tomto zaklade sa urcili $tyri zakladné prvky firemnej (podnikovej, organiza¢nej) kultury:
1. Symboly - st slova, predmety, a gestd, ktorych vyznam sa odvadza od zvykov. Na trovni
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narodnej kultiry symbol zahfna celd oblast reci. Na trovni podniku symboly zahfnaji
naprikald jazyk, rozne skratky, slang, sposob oslovania, znaky a znacky, spésob oblieka-
nia, symboly postavenia alebo udalosti z histérie firmy.
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Doélezitou sucastou symbolov firemnej kultdry je aj jazyk. Vela firiem a oddeleni

vo vnutri organizacie pouzivaju jazyk jako spdsob identifikdcie toho, Ze patria k urcitej

kultdre. Tym, Ze sa zamestnanci naucia pouzivat dany jazyk sa overuje, ¢i prijali dana
kultdru a do akej miery st ochotni ju chranit.

2. Hrdinovia - st skuto¢ni alebo imaginarni Iudia, ktori slizia ako model idealneho spra-
vania a ako nositelia tradicie. Cielom je mat vzor idedlneho ,,manazéra“alebo idealneho
zamestnanca.

3. Ritualy - st opakované postupy pre ¢innosti, ktoré vyjadruji a znova upeviuji hodno-
ty v organizacii, jej najdolezitejsie ciele a ocenuju tych, ktori st pre firmu najcennejsi.

4. Hodnoty - predstavuju najhlbsiu Groven kultary. Vyjadruju, ¢o je vo firme dobré a zlé,
moralne a nemoralne. Hodnoty sa premietaju do oblasti pracovnej moralky, Zivota pra-
covnikov s firmou ako aj do celkovej orientacie firmy.

Niektori odbornici v oblasti manazmentu casto si ¢asto davaju otdzku, ¢i je potrebné
sa zaoberat prvkami a kulturou firmy vébec. Firemnu (podnikovt, organiza¢nt) kultiru
vnimame ako nastroj, ktory mozeme zamerne vyuzit pri realizacii podnikovych cielov. Je
mozné pouzit hypotézu, ze ¢im vedomejsie tento nastroj budeme budovat, tym jasnejsia je
cesta k cielu a vdcsej pravdepodobnosti jeho dosiahnutia. Potom pod silnou organiza¢nou
kultarou chapeme takd kulturu, ked vsetky jej parametre dosahuji pozadovanu uroven
a zakladné hodnoty si uvedomuju vsetci pracovnici.

Diskusné otazky

1. Vysvetlite podstatu, vyznam a definovanie kultury v medzinarodnom prostredi.
2. Definujte zakladné zlozky kultdrneho prostredia.
3. Popiste pojem firemna kulttra a jej zakladné prvky.

Pri medzindrodnom podnikani v zahrani¢i sa ¢asto stretavame s ulohou, ako sa vysporiadat
s kultrou, ktora sa lisi od kultury aka sa uplatiiuje v domacom podnikatelskom prostredi.
Dolezitym prvkom je zosuladenie uznania zakonitosti kultdrnych odli$nosti a ich integro-
vanie do vzdjomne vyhodného partnerstva. Ako sa chape nova kultira v medzinarodnom
podnikani? Existuju rézne definicie vyrazu kultara. Z pohladu medzinirodného manaz-
mentu a podnikania, kultara predstavuje informacie, ktoré fudia vyuzivaju pri interpretova-
ni svojich skusenosti a v spolo¢enskom spravani. Kultura je vSetko, ¢o Iudia vlastnia, robia
a myslia ako ¢lenovia spolo¢nosti. Jej Stidium je dolezité, pretoze napomaha vysvetlit a urdit
viaceré aspekty ludského konania. Kultdrne zvlastnosti hostitelskej krajiny spoluurcuja
komunika¢né a motiva¢né nastroje a ovplyvnuju riadiaci $tyl manazérov z domacej krajiny.
Firemna (podnikova) kultira je mnohostranny jav. Pre jej pochopenie je potrebné poznat
jednotlivé urovne a zakladné prvky. Poznavanie zacina na vrcholovej tirovni vytvaranej sys-
témom symbolov. Pre hlbsie poznanie je nutné zaoberat sa druhou vrstvou, t. j. systémom
hodnét, principov, pravidiel a $tandardov, ktoré akceptuji zamestnanci. Jadro firemnej
(podnikovej) kultury tvoria predstavy a vychodiskd manazmentu v trhovych oblastiach,
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wiako je vztah podniku k zivotnému prostrediu Iudskej ¢innosti, vztah medzi skuto¢nostou
a pravdou, orientacia v Case, priestore a medziludské vztahy.

Literatura

/86/

Diacikova, A., & Dudinska, E. (2007). Marketing v multikulturnim prostredi. Ruzomberok:
Katolicka univerzita.

Hofstede, G., & Hofstede, G. J. (2007). Kultura a organizace — Software lidské mysli. Praha:
Linde.

Horska, E., Paluchovd, J., & Galova, J. (2018). Medzindrodny marketing. Nitra: Slovenska
polnohospodarska univerzita.

Kachanakova, A. (2010). 2010. Organizacnd kultiira. Bratislava: Wolters Kluwer.
Lukasova, R. (2010). Organizacni kultura a jeji zména. Praha: Grada.

Novy, I., & Machl-Schroll, S. (2005). Spoluprdce pres hranice kultur. Praha: Management
Press.

Sekova, M. a kol. (2013). Manazment II - ludia v organizdcii a organizacnd kultiira. Wolters
Kluwer.

Svétlik, J. (2003). Marketing pre europsky trh. Praha: Grada Publishing.

Simo, D., & Mura, L. (2015). ManaZment organizdcii. Bratislava: Wolters Kluwer.
Sronék, 1. (2000). Kultura v mezindrodnim podnikdni. Praha: Grada Publishing.
Strach, P. (2009). Mezindrodni management. Praha: Grada Publishing.

Torrington, D., & Hall, L. (1991). Personnel Management. Prentice Hall International (UK)
Ltd.

Ubreziova, 1., Sedliakovd, I., & Ubreziova, A. (2013). Medzindrodny manazment a podnika-
nie. Nitra: Slovenska polnohospodarska univerzita.

Ubreziova, L., Kozakova, J., & Diacikovd, A. (2018). Medzindrodny manaZment a podnikanie.
Nitra: Slovenska polnohospodarska univerzita.

Usunier, J. C. (1993). International Marketing and Cultural Approach. New York: Prentice
Hall.

Zadrazilovd, D., & Khelerova, V. (1994). Management obchodni firmy. Praha: Grada,
Publishing.

UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL



PODSTATA A VYZNAM
KULTURNYCH
DIMENZII

kultr. Potom, medzindrodny manazment mozno vysvetlit ako aktivity manazérov
a spoloc¢nosti, ktoré sa uskutocnuju za hranicami §tatu. KultUra rozsiruje ciele
podniku o ciele, ktoré chce vedenie podniku dosiahnutf v rdmci inych krajin a odlisnymi
formami. Tym dochddza k formovaniu jednoduchych kooperacnych vztahov k vzniku
oficidinych zmluvnych vztahov. V prvej polovici 20. storocia, $tUdium socidinej
antropoldgie dospelo k presvedceniu, ze vietky spolocnosti, moderné qj tradi¢né, riesia
rovnaké zdakladné problémy, ale spdsob ich riesenia je odlisny ako vysvetluju Hofstede
a Hofstede, G. J. (2007). Preto sa dostdva do popredia pokus socidinych vedcov urcit,
ktoré sU spolocné vietkym spolocnostiam na zdklade teoretickych a praktickych Uvah.
Pomocou terénnych $tudii a Statistickej analyzy Udajov. Geert Hofstede so synom
Gertom Janom Hofstede (2007) uvdadzaju, Ze Ameri¢ania, socioldg Axel Inkeles
a psycholég Daniel Levinson, publikovali rozsiahlu $tudiu o ndrodnej kulture, v ktorej
predstavili vieobecné zdkladné problémy, ktoré maju désledky pre fungovanie
spolocnosti Ci skupin vo vnutri spolocnosti a pre jednotlivcov v tychto skupindch.

I’_udio pochddzaju z rozlicnych socidinych celkov, dochddza k transferu jednotlivych

Ciele kapitoly

- charakterizovaf kultUrne dimenzie podla Gerta Hofstedeho,

- objasnit medzikultdrne rozdiely podia Fonsa Trompenaarsa,

- vysvetlit ndzory inych autorov na hodnotenie kultirnych dimenzii.
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V obdobi sedemdesiatych rokov 20. storo¢ia mal Geert Hofstede moznost $tudovat rozsiahly
stibor vysledkov vyskumu hodnot ludi z viacej nez 50 krajin z celého sveta. Tito ludia praco-
vali v miestnych pobockach velkej korporacie — IBM. Na zaklade vysledkov vyskumu v danej
spolo¢nosti a v porovnani s pracami inych urcil dimenzie kultur.

Dimenziu definuje ako aspekt kultdry, ktory moze byt merany vo vztahu k inym
kultaram.

Podla Ubreziovej akol. (2013) a Zadrazilovej (2004) jeho dimenzie vyjadruji vSeobecnu
uroven medzi kultirami jednotlivych krajin. Autor sa zameriava na tie dimenzie, ktoré vedu
k odli$nému chapaniu zakladnych parametrov zivota Iudi, premietaju sa do ich prace, riade-
nia organizacie a do spdsobu komunikécie. Svoje rozsiahle $tudia zalozil na modeli $tyroch
vseobecnych dimenzii, ktoré vysvetluji podstatné rozdiely medzi jednotlivymi kultdrami:

1. rozpitie moci - vyjadruje mieru, v ktorej menej mocni clenovia spolo¢nosti ocaka-
vaju a su ochotni akceptovat nerovnomerné rozlozenie moci a vplyvu. V kultirach
danej krajiny s vysokym rozpétim moci povazuju jej ¢lenovia i velky sklon k moci
v institaciach a organizacidch za neproblematicky a oc¢akavaju ho. Moc prevlada nad
pravom a ti, ktori su nositelia moci st sicasne aj ,spravneho nazoru a pravdy“. Na
zaklade toho sa tvoria podla Geerta Hofstedeho mnohovrstevné hierarchické systémy.
Okrem iného prevldada vicsia akceptacia star$ich Iudi. Nadpriemerné rozpitie moci
maju Japonci a extrémne vysoké rozpétie moci maja krajiny Latinskej Ameriky, Mexico,
arabské krajiny a India. V kultdrach s nizkym rozpétim moci povazuju jej ¢lenovia
velky sklon k moci v institiciach a organizacidch za velmi problematicky a bojuju proti
nemu. V zamestnani prevlada sklon k timovej praci. Malé rozpétie moci je typické pre
severnu Europu;

2. individualizmus - kolektivizmus - tito dimenzia vyjadruje, do akej miery sa Iu-
dia udia spravat viacej ako nezavisli jedinci alebo ako ¢lenovia skupiny. Clenovia
individualistickych kultar sa vnimaju ako ¢lenovia socidlnej skupiny a snazia sa svoje
osobné ciele vytvarat nezavisle s touto skupinou. Popri Spojenych statoch americ-
kych a Australie su vysokym stupniom individualizmu charakteristické aj priemyselne
vyspelé eur6pske krajiny, najma Velka Britania a Holandsko. Clenovia kolektivistickych
kulttr sa vnimaju ako ¢lenovia socialnej skupiny, kde sa snazia svoje osobné ciele vyvijat
v stlade s touto skupinou. Medzi kolektivistické kultary patria azijské krajiny vratane
Japonska a krajiny Latiskej Ameriky. VSeobecne pritom plati, Ze s rastom Zivotnej irov-
ne rastie aj individualizmus. Naopak, ak sa ludia nachddzajui v obtiaznej situdcii, snazia
sa spojit do skupiny;

3. maskulinita - feminita - na tejto dimenzii je mozné poukazat, do akej miery su
v urcitej kulture od seba oddelované muzské a Zenské ulohy a do akej miery su
pevne stanovené. V maskulinych kulturach st spolocenské tlohy muzov a zien jasne
oddelené. Pre muzské tlohy je charakteristické dosiahnut vykon, presadit sa a pre Zen-
ské ulohy v tejto kulture je typicka starostlivost, skromnost, solidarita a dobrosrde¢nost.
Manazéri v maskulinnych kultirach maju sklon riesit konflikty $tylom boja o moc, ¢o
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sa prejavuje aj v obchodnych vztahoch ¢i rokovaniach s odbormi. Medzi maskulinné
kulttry sa zaraduje Nemecko, Svajéiarsko, Rakusko, Taliansko a Spojené téty americké.
Vo feminnych kultarach mo6zu vsetky tlohy vykonavat zeny aj muzi, zenské tlohy nie
st presne definované. V tejto kulture rodina vedie deti k solidarite, skromnosti, firmy
¢asto hodnotia svojich zamestnancov na zaklade principu socialnej spravodlivosti, t. j.
prihliadaju viacej k socialnej situacii a potrebdm pracovnikov. Femininné hodnoty su
typické pre severské krajiny Svédsko, Nérsko, Finsko a Dénsko.

6.1.2 Medzikulturne rozdiely podla Alfonsa Trompenaarsa

Okrem Geerta Hofstedeho, dalSou uznavanou autoritou pri hodnoteni medzikultirnych
rozdielov je E Trompenaars, ktory rozoznava sedem zakladnych dimenzii kultiry vycha-
dzajucich z hodnét a noriem (Ubreziova a kol., 2018; Zadrazilovd, 2004). Tie sa rozdeluju
do troch skupin:
1. Vztah k Iudom, ten sa prejavuje ako:
A/ univerzalizmus alebo partikularizmus,
B/ individualizmus alebo kolektivizmus,
C/ neutralny alebo emocionalny,
D/ $pecificky alebo difuzny,
E/ priznanie statusu bud na zaklade dosahovaného uspechu, alebo na zaklade toho,
kto ¢lovek je vdaka okolnostiam.
2. Vztah k casu.
3. Vztah k okoliu.

A/ Univerzalizmus a partikularizmus
Univerzalistické kultury aplikuju dosledne pravidla, zdkony a predpisy bez ohladu na
zlcastnené strany a meniace sa podmienky. Vyrazom univerzalizmu v podnikani byvaju
neosobné detailné kontrakty, ktoré maju platit bez ohladu na to, ¢o sa stane po ich podpisani.
Zmenili sa ceny surovin na svetovych trhoch a podmienky sa tak stali nevyhodnymi? Smola:
kontrakt je kontrakt a je potrebné ho splnit.

Partikularistické kultary naopak zdoéraziuju rozdielnost, jedine¢nost a vynimky.
Vseobecné pravidld sa podriaduju vztahom a dobré vztahy su pre business najdolezitejsie.
Priklady univerzalistickych kultir si USA, Nemecko, Svajéiarsko. Oproti nim Japonsko,
Venezuela, Cina a Rusko st prikladmi kulttr silne partikularistickych. Pre partikularistické
kultary je kontrakt voditkom, vyrazom spolo¢nej vole. Z ich hladiska je neetické trvat na
jeho splneni, pokial sa podmienky zmenili. Aj povinnosti k rodine a priatelom ¢asto maju
v partikularistickych kulturach va¢siu vahu nez povinnosti k spolo¢nosti ako takej.

B/ Individualizmus a kolektivizmus
Individualistické kultury zdoéraznuju individudlnu identitu osobnosti a kladu ju nad
zdielanou identitou skupiny. Vdc¢sinou kladu velky doéraz na slobodu osobnosti, rovnost
a nezavislost. Okrem zavizkov k najblizsej rodine je malo povinnosti medzi ludmi a spolo-
¢enské viazby si pomerne volné a pruzné. Pracovnici si najimani a povySovani na zdklade
svojej kvalifikacie a osobnych zasluh. Odmenovanie na zaklade individudlnych zasluh je viac
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motivujice nez odmenovanie timu. Jednotlivci maju ¢asto delegovant pravomoc rozhodo-
vat za firmu a vyjednavajuce timy byvaji nepocetné. Uprimnost a otvorenost sa povazuje za
cnost a prejav Cestnosti.

Naproti tomu kolektivistické kultiry kladi doéraz na harmoéniu a podriaduju zaujmy
jednotlivcov zaujmom celku. Spolo¢nost pozostava zo sudrznych skupin, ktoré svojich
¢lenov ochranuju. Osobna identita je zviazand s identitou skupiny, ku ktorej ¢lovek patri.
Najimanie pracovnikov a ich povySovanie nie je zalozené len na zasluhach, ale berie do
uvahy ich prislusnost ku skupine a velakrat ich senioritu. Odmenovanie jednotlivcov za
individualny uspech mdze spdsobit rozpaky ako u odmenovaného, tak v skupine, ku ktorej
patri. A mdze mat aj opacny ucinok, nez aky bol zamyslany. Vyjednavajice timy byvaja
pocetné a vyjednavanie neskonéi skor, ako skupina dosiahne vSeobecny konsenzus. Udr-
zanie harmonie a ,zachovanie tvare® byva casto dolezitejsie ako otvorenost a Uprimnost.
Medzi individualistické kultury patri predovsetkym USA, Australia, Kanada, a vd¢$ina seve-
ro- a zapadoeurdpskych krajin. Kultury so silnejsou kolektivistickou orientaciou su vac¢sinou
azijské a latinskoamerické krajiny a krajiny juznej Eurdpy.

C/ Emocionalny a neutralny vztah k ludom
Emocionalne spravanie, ziva gestikuldcia, vzajomné dotyky, zvySovanie hlasu su v niekto-
rych kultirach normou, v inych sa také prejavy povazuju za nepripustné, zvlast v obchod-
nom styku. Emocionalnym, expresivnym kultram vécsinou zalezi na vybudovani vztahov,
ktoré povazuju za nevyhnutné pre buduici obchodny styk, nez na presnom vyjadrovani.
Chladni, neemocionalni prislu$nici neutralnych kultar im mézu pripadat nevyspytatelni az
neddveryhodni. Fin moze gestikulujiceho a hlu¢ného Taliana povazovat za nevychovaného
alebo si 0 nom moze mysliet, Ze straca kontrolu. Talian méZe naopak mat podozrenie, ze
mlc¢anlivy a zdrZanlivy Fin nie je vnutorne presved¢eny o tom, ¢o hovori, méze si mysliet,
Ze je nudny a pokladat ho za emocionalnu mftvolu. To, Ze ludia svoje city nevyjadruju, ale
neznamena, Ze ich nemaju. Su len naudeni ich drzat pod kontrolou.

Neutralne kultary su vi¢$inou zamerané na dosiahnutie ciela, splnenie danej ulohy.
Nezélezi im tak na vypestovani trvalych vztahov, nepokladajt ich pre obchod za ddlezité
do takej miery ako kultiry emocionalne. Kultary Stredného vychodu, Latinskoamerické
a juho- a vychodoeurépske st vac¢sinou emotivne a silne expresivne. Severské narody
st naopak zname svojou zdrzanlivostou az nepristupnostou. Americ¢ania su zdrzanli-
vi, ¢o sa tyka negativnych emdcii, ale vyjadrovanie pozitivaych emdcii je ich kultarou
podporované.

D/ Specifické a difiizne zameranie
Kultdry so $pecifickym zameranim, sa lidia od kultur so zameranim difiznym hlavne
v miere zamerania na danu ulohu, funkciu, ciel ¢i aktivitu a uznavanie statusu ¢i pozicie
s nimi spojenej. V USA, Australii, Kanade a severnej Eurdpe je veduci vedicim, s autoritou,
svojim miestom v hierarchii podniku a istym odstupom, prevazne len na svojom pracovisku.
Mimo neho uz je ale ¢lovek ako kazdy iny a jeho okolie mu z pozicie jeho funkcie ¢i titulu
neprejavuje ziadnou zvlastnu tctu. V- mnohych inych krajinach je ale pan riaditel panom ria-
ditefom a pan doktor panom doktorom kdekolvek. Ich titul so sebou nesie autoritu i mimo
pracovného prostredia, okolie sa k nim sprava s patri¢nou tctou a oni také spravanie oc¢aka-
vaju. V ceskych krajinach, ktoré v tomto zmysle patria skor do tejto druhej skupiny, snad nie
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je potrebné pripominat, Ze k obchodnym partnerom je potrebné sa spravat so zdvorilostou
v danej krajine obvyklou. St vSak zndme pripady, kedy priatelska severoamericka nefor-
malnost mala velmi neprijemné dosledky. Zvlast azijské kultury, v ktorych kazdy zaujima
urcité miesto na spoloc¢enskom rebricku, su velmi citlivé na stratu tvare, ktort moze spdsobit
i dobre mienena priatelskost.

Prislusnici $pecificky zameranych kultur sa snazia vybavit dand tlohu ¢o najrychlejsie
a postupit k dal$ej. Kto st ich obchodni partneri nie je pre nich prili§ dolezité — nepovazuju
za nutné budovat s nimi dlhodobé vztahy. Koniec koncov, pri nasledujicom rokovani méze
ich firmu zastupovat niekto iny. V inych kultirach (Juznéd Amerika, Azia, juzné Eurépa atd.),
ale dobré vztahy mozu byt dolezitejsie ako cena, kvalita, dodacia doba atd. Ich prislusnici
sa pozeraju na dany obchod z dlhodobejsieho hladiska. Chct rokovat s ¢lovekom, ktorého
poznaju a ktorému moézu doverovat.

E/ Priznanie statusu

Bud na zaklade dosiahnutého uspechu alebo na zéklade toho, kto ¢lovek je vdaka okolnos-
tiam (achievement vs ascription). Zvlast Americania a Australéania hladia viac na to, ¢o
¢lovek sam dosiahol, ako na to, z akej rodiny pochddza a aké tituly (¢i uz vedecké alebo
$lachtické) nadobudol. V inych kultdrach moze byt trebars povod sam osebe kvalifika¢nym
predpokladom. Status sa moze priznavat na zdklade spolocenskej triedy ¢i rodiny, do ktorej
sa ¢lovek narodil alebo podla titulu pri jeho mene. Ako priklady mézu poslazit hlavne 4zij-
ské krajiny, ale tiez napriklad Rakudsko, Nemecko a Ceska republika.

2. Vztah k ¢asu
Rozdielny vztah Iudi k ¢asu byva castou pric¢inou frustracii pri medzinarodnych obchodnych
rokovaniach. Presnost md podstatne iny vyznam v Nemecku ako napriklad v Saudskej Arda-
bii. Rozne kultiry vyuzivaju ¢as rozne.

Tie, ktorych koncepcia ¢asu je linearna a sekvencna (Severna Amerika, Austrdlia,
severnd, zapadna a stredna Eurdpa), jednu tlohu, rokovanie alebo schédzku ukoncia skér,
nez za¢nu dal$iu. Cas je pre ne rozdeleny do hodin, mintt a sekind a jeho vyuzitie je pléno-
vané dopredu. Plytvanie ¢asom sa povazuje za nepripustné, presnost je dolezita.

Na druhej strane, prislusnici kultir so synchrénnou koncepciou ¢asu su schopni sa
zaoberat niekolkymi vecami ¢i rokovaniami naraz. Harmonogramy sa tu neteSia velkej
vaznosti. Schodzky sa nedohaduju na zéklade presného ¢asového planu, ich poradie sa meni
podla toho, aku relativnu zavaznost maji v dany moment, ¢i aké vzrusenie so sebou nesu.
V Juznej Amerike, arabskych krajinach, ale aj v juznej Eurdpe nie je neobvyklé, ked pocas
obchodnej schodzky prichddzaju a odchadzaju dalsie strany a vlastne prebieha niekolko
rokovani sic¢asne. Povazuje sa za nezdvorilé nechat novych prichadzajicich ¢akat. Cas je
menej dolezity ako vztahy. Nepouceného a netrénovaného Americana, ktory je neustale
prerusovany, ktorému bezi cas, ktory si dopredu napldnoval a ktory by mohol vyuzit inak,
privadzaju takéto praktiky k zufalstvu. Na druhej strane Afri¢an nechape americku posad-
nutost ¢asom a moze byt pre neho urazliva.

3. Vztah k okoliu
Na jednej strane je nazor, ze ¢lovek je strojcom svojho osudu a ma moznost ovplyvnit svoje
okolie, vratane [udi. Ciele sa daju naplanovat, rizika je mozné odhadnut a riadit. Problémy sa
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\“daju rozdelit na malé ¢asti a postupne zvladat. Ked sa ¢lovek bude snazit, prosperita sa dosta-

vi. Zapadné spolo¢nosti maju vd¢$inou tento pristup, zvlast tie, kde prevladaju protestantské
nabozenstva. Na druhom konci spektra je fatalizmus, presvedcenie o tom, ze vietko je dané
alebo riadené zhora a c¢lovek ni¢ nezmeni. Tymto pristupom sa vyznacuju predovietkym
kultary Latinskej Ameriky a Stredného vychodu.

6.2 Nazory inych autorov na hodnotenie

Podla Mead a Andrews (2009) a Stracha (2009) kulttirne rozdiely st zistované aj na zaklade
inych kritérii a klasifikacii, napriklad:

» Hallov model

- Edward Hall sa zacal venovat oblasti medzikulturnej analyzy na zaklade antropoldgie
v roku 1976. Za kltcovy interkulturalny rozdiel, ktory sposobuje problémy v medzinarodnej
komunikacii povazuje kontext vo vztahu k zdielanym informdciam a ako medzi sebou ludia
komunikujt, pricom rozne skupiny reagujui na svoje kontexty odlisne. Tento princip apli-
kacie zdielaného kultiurneho zazitku je rozhodujtci. Kontext je oznacenie pre okolie, suvis-
losti, prostredie alebo situaciu, ktord urcuje, priblizuje alebo vysvetluje vyznam konkrétnej
udalosti.

Vo svojom modeli rozliSoval medzi kultirami s vysokym a nizkym kontextom.
Prislusnici kultir s vysokym kontextom st pri komunikacii do velkej miery zavisli od
spolocenskych vidzieb, skusenosti a prostredia, v ktorom sa nachadzaju. Komunikovat na
tirovni ,hladania vyznamu medzi riadkami®. Sem patria krajiny v oblasti Azie, Stredného
vychodu, Afriky a Stredomoria. Pri komunikacii v arabskom, japonskom a ¢inskom jazyku
uprednostiiuju aj formy neverbéalnej komunikacie pomocou gesta alebo naznakov.

Avsak v kulttrach s nizkym kontextom (Skandindvia, nemecky hovoriace krajiny,
Severna Amerika), prvky neverbalnej komunikacie st ¢asto ignorované a komunikacia musi
byt slovna, jasna a presna.

» Kluckhohn a Strodtbeckov model

- Kluckhohn v ¢lanku z roku 1952 navrhol, aby existovali jednotlivé kategdrie priestoru,
podla ktorych by bolo mozné popisat kulttiry. Tato tedriu rozvinul spolu so Strodtbeckom
v roku 1961. Kluckhohn a Strodtbeck vo svojej teérii vysvetlovali, Ze podstatou celého diania
je orientacia na nieco. Vo svojom modeli identifikovali pét orientacii a neskor pridali Siestu
orientdciu na priestor nasledovne:

- Akd je povaha ludi?

- Aky je vztah ludi k prirode?

- Aké su vzdjomné vztahy medzi ludmi?

- Aky je model ludskej cinnosti?

- Aké je smerovanie ludskej ¢innosti?

- Akd je Struktiira priestoru?
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Zasadnym predpokladom uspechu je tolerancia odlisnych kultar, ktora je prejavom

urcitej zdrzanlivosti manazéra, ktory pdsobi v tiplne inom prostredi. Na zaciatku to vyzaduje
zna¢nu déavku znasanlivosti a trpezlivosti.

Diskusné otazky

1. Charakterizujte kultirne dimenzie podla G. Hofstedeho.
2. Charakterizujte kulturne rozdiely podla E Trompeenaarsa a inych autorov.
3. Porovnajte $tudie oboch autorov, v ¢om st ich pozitivne a negativne stranky.

Analyza narodnych kultar podla délezitosti a vyznamu kultirnych hodnoét a uréenie kritérii,
podla ktorych by bolo mozné objektivne a zrozumitelne popisat interkulturdlne rozdiely
bola koncom dvadsiateho storoc¢ia snahou viacerych vedcov a analytikov. V stcasnosti sa
cituji a casto pouzivaju vysledky prace dvoch Holandanov, Geerta Hofstedeho a Fonsa
Trompenaarsa. Obaja pouzili dvojpolové stupnice k vyjadreniu rozdielov narodnych kulttr
za pouzitia zakladnych tendencii v spravani sa prislusnikov kazdej kultary. Tieto zdkladné
tendencie sa nazyvaju kulturne dimenzie.
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8 MEDZINARODNY
Ve il MANAZMENT
§ 'UDSKYCH ZDROJOV

prvkom vo vietkych oblastiach Cinnosti aj nadndrodného podniku, preto je

potrebné venovaf im ndlezitu pozornost. Medzindrodny manazment ludskych

zdrojov je ndrocnejsi ako riadenie v jednej krajine, kedZe nadndrodny podnik mdze

zamestndvat ludi v materskej krajine, ludi z hostitelskej krajiny, ale aj z tretich krajin.
Tak moézu vznikaf problémy pri rokovani so zamestnancami v suvislosti s rozdielnostfou
kultdr, pravidldch v zamestndvani, komunikdcii, odmenovani, poskytovani benefitov,
aj Vv lojalite zamestnancov. Kedze manazment ludskych zdrojov pozostdva z mnozstva

Specifickych Uloh a pritom sU vietky rovnako délezité, je nutné pristupovat k nim
profesiondine a kvalitne. Nemenej podstatnd je aj komplexnost vykonu jednotlivych
Cinnosti tak, aby personalisti v spoluprdci s manazérmi co najefektivnejsie plnili
svoje ciele a prispievali tak k naplfianiu stratégie medzindrodného podniku.

Z amestnanci su najddlezitejsim zdrojom pre kazdu organizdciu, sU klt€ovym

Ciele kapitoly

- pochopif podstatu a vyznam medzindrodného manazmentu ludskych zdrojov,

— charakterizovat procesy manazmentu ludskych zdrojov v nadndrodnom podniku,
- vysvetlit Ulohy manazmentu ludskych zdrojov v medzindrodnom prostredi.
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Efektivny manazment fudskych zdrojov je nevyhnutny v kazdej organizacii, ¢i podniku, a to na
narodnej, aj na medzinarodnej urovni. V medzinarodnom podnikani su vSetky ,,medzindrodné
problémy* sposobené ludmi a ludia ich musia aj vyriesit. Preto st ,,spravni Iudia, v spravnom
case na spravnom mieste® klti¢ovym prvkom a konkuren¢nou vyhodou aj v medzinarodnom
podniku. Pre podniky pdsobiace v medzinarodnom prostredi je charakteristické, Ze zamestna-
vajui pracovnu silu mimo materskej krajiny, bez ohladu na jej narodnost. Tzv. internacionalizacia
pracovnej sily zacala eSte v $tyridsiatych rokoch 20. storocia, po druhej svetovej vojne. V sedem-
desiatych rokoch vs$ak zacali vznikat problémy s riadenim zamestnancov vysielanych do zahra-
nicia, preto v osemdesiatych rokoch podniky zacali uplatiiovat coraz sofistikovanejsie postupy
zamerané na manazment fudskych zdrojov v zahranici. Tieto trendy pokracuju dodnes, ked sa
multikultirna pracovna sila uplatniuje na vSetkych pracovnych poziciach, vratane manazmentu.

Medzindrodny manazment [udskych zdrojov nespociva len v napodobnovani postupov
Ameri¢anov, Japoncov, Nemcov a pod. na inom Uzemi, aj preto, Ze ich nemozno len tak
preniest do inej kulttry. Nestadi tiez len poznat kultaru inych krajin a vhodne modifikovat
spravanie ich ludi. Podla Torringtona (1994) mozno rysy medzinarodného manazmentu
[udskych zdrojov charakterizovat ako ,,7K“ nasledovne:

1. Kozmopolitizmus - [udia majui tendenciu stat sa prislusnikmi uspe$nej mnohojazy¢ne;j
elity, ktora sa podiela na koordina¢nych ¢innostiach na vysokej urovni, alebo expa-
triantmi, ktori sa mozu po niekolkych rokoch vratit, ale mozu mat urcité problémy
s repatridciou.

2. Kultura - velké rozdiely vo vychove, vzdelavani, kultdrna rozmanitost spoloc¢enskych
systémov, prostredia pévodu, poziadaviek legislativy.

3. Kompenzacia - poziadavky na urcenie platov, odmien a zamestnaneckych vyhod expa-
triantom a ob¢anom hostitelskej krajiny.

4. Komunikacia - udrziavanie dobrej komunikacie medzi véetkymi poboc¢kami organiza-
cie po celom svete.

5. Konzultacie - poziadavka na $ir$iu odbornost, aby bolo mozné zaoberat sa miestnymi
potrebami.

6. Kompetencie — rozvijanie $irsej $kaly schopnosti ludi, ktori musia pracovat naprie¢
politickymi, kultarnymi a podnikovymi hranicami.

7. Koordinacia - formalne a neformdlne postupy zabezpecovania tesnejsej spoluprace
roznych stucasti medzinarodného podniku.

Zakladny pristup k typologii stratégii ludskych zdrojov spracoval Howard V. Perllmutter este
v roku 1969. Rozlisil $tyri pristupy:

1. Etnocentricky - vyznacuje sa uprednostiiovanim manazérskeho $tylu, vedomosti,

schopnosti, zru¢nosti, aj samotnych manazérov z domovskej krajiny. Iba takyto mana-

zéri su povazovani za dostato¢ne kvalifikovanych pre obsadenie manazérskych pozicii
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v materskom podniku, a vjeho dcérskych spolo¢nostiach. Jednym z prvkov je aj prevza-
tie noriem, postupov i vykonnostnych §tandardov z materského podniku. Tento pristup
prirodzene preferuje domace Iudské zdroje.

2. Polycentricky - zahrani¢né organiza¢né jednotky nadnarodného podniku su nezavislé
od centraly. Tento pristup charakterizuje uprednostiiovanie pracovnikov z hostitelskej
krajiny na kluc¢ovych poziciach v deérskych spolo¢nostiach z dovodu, Ze lokalni mana-
zéri lepsie poznaju a rozumeju kultare a prostrediu. Kariérny postup takychto manazé-
rov do domacej krajiny nebyva zvykom.

3. Geocentricky - vyznacuje sa tym, Ze podnik sa snazi ziskavat najlepsich pracovnikov
do svojho manazérskeho timu kdekolvek na svete, manazéri pracujui nezavisle na svo-
jich narodnostiach. Kariérna perspektiva pre lokalnych zamestnancov takého podniku
je neobmedzend, manazment fudskych zdrojov nie je ani pod vplyvom materskej spo-
lo¢nosti, ani pod vplyvom dcérskych spolo¢nosti.

4. Regiocentricky - podnik vybera a zamestnava pracovnikov na regionalnej baze. Pristup
spaja geocentrizmus s regionalnou orientaciou. Pracovnici st vyberani z ur¢itého regio-
nu, ktory ma spolo¢né trhové a kultirne znaky (Strach, 2009).

Zakladom uspe$ného fungovania kazdého podniku st kvalitni a odborne zdatni zamest-
nanci, ktori st klu¢ovym prvkom vsetkych podnikatelskych aktivit na domdcom, aj zahra-
ni¢nom trhu. Existencia podniku, jeho prosperita a dynamické napredovanie su v prvom
rade podmienené kvalitou fudskych zdrojov. Aj pri nespornej zavaznosti vSetkych ostatnych
faktorov st zamestnanci prioritnym potencidlom podniku, preto je nevyhnutné venovat
kvalifikovant pozornost manazmentu ludskych zdrojov. Sucastou uspechu nadnarodného
podniku je sprévne zvolena stratégia manazmentu Iudskych zdrojov. Podla Armstronga
(1999) musi byt stratégia medzinarodného manazmentu Iudskych zdrojov zamerana na tri
hlavné okruhy: centralizaciu, obsadzovanie manazérskych pozicii a rozvoj manazérov:

1. Centralizacia - musi zvazovat do akej miery by mala byt politika zamestnavania vy-
tvdrand a riadend z centraly nadnarodného podniku. To by mohlo znamenat, Ze roz-
hodnutia o obsadzovani pracovnych miest, o riadeni kariéry a rozvoji zamestnancov,

o odmenovani atd. by boli prijimané vrcholovym manazmentom materskej krajiny.

Podnik ma takto dobré podmienky pre planovanie ndstupnictva manazérov, alebo pre

vyuzitie kvalifikovanych odbornikov v budicnosti. Takymto systematickym pristupom

sa podnik snazi stabilizovat Specialistov a zvy$ovat ich lojalitu. Ale je tu aj riziko vnu-
covania podnikovej kultiry organiza¢nym jednotkam po celom svete, ¢o moze vyvolat
miestne napitie v niektorych organiza¢nych jednotkach.

2. Obsadzovanie manazérskych pozicii - st mozné tri pristupy:

a) politika obsadit véetky klucové pozicie [udmi materskej krajiny — uplatiiuje sa
v rannej faze internacionalizcie, alebo ked matersky podnik za¢ina svoje podni-
katelské aktivity v novej krajine. I ked manazéri materskej krajiny su kvalifikovani
a skaseni, mozu vzniknut problémy pri prendsani know-how do inej krajiny;
mozu zistit, ze aké je tazké prispdsobit sa odlisnym podmienkam, sposobu riade-
nia, kultire a pod.;

b) politika menovania manazérov zamestnancami hostujicej krajiny - takto sa
nadnérodny podnik mdze vyhnit problémom s inou kultdrou, ale m6zu vzniknut
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problémy vo vztahoch s manazérmi materského podniku, ktori chcu zachovat
svoje postupy v riadeni aj v inych organiza¢nych jednotkach. Rizikom je aj, ze
domaci manazéri budi mat len obmedzent moznost ziskat medzinarodné skuse-
nosti mimo svojej krajiny (aj ked st manazérmi v nadndrodnom podniku), ¢im
sa potencialne znizuje efektivnost podniku ako uc¢astnika globalnej hospodarske;j
sutaze;

c) politika riadenia pobociek najlepsimi manazérmi bez ohladu na ich narod-
nost - to umozni nadnarodnému podniku rozvijat skutocne globalnych mana-
zérov a vyhnut sa provinénému pristupu. Tento spdsob vyzaduje vysoky stupen
centralizovaného riadenia.

3. Rozvoj manazérov — musi brat do tivahy do akej miery moze byt v celom nadnarodnom
podniku presadzovany medzinarodny uhol pohladu (napr. talent manazment, riadenie
kariéry, programy distan¢ného vzdelavania, manazérske programy uskuto¢niované me-
dzindrodnymi manazérskymi skolami a pod.).

Medzindrodne posobiace podniky si uvedomuju dolezitost hladania, ziskavania, moti-
vacie a rozvoja ludskych zdrojov potrebnych pre implementaciu medzinarodnych politik
a stratégii. Okrem uvedenych procesov je uzko suvisiacou problematikou aj formovanie glo-
béalnych manazérov pdsobiacich v réznych krajindch a kultarach, ktori v medzinarodnom
kontexte uplatiiuji odli$né manazérske postupy.

7.3 Personalna politika v medzinarodnom podniku

V medzindrodne aktivnom podniku je personalna politika ovplyvnena tym, ze sa tyka zasad
prijatych pre vykon personalnych procesov pre zamestnancov vo viacerych organiza¢nych
jednotkach (dcérskych podnikoch), umiestnenych v roznych krajinach sveta, v réznych kul-
turach. Za jednu z najnaro¢nejsich tloh riadenia sa v nadnarodnych podnikoch povazuje zber,
spracovanie a vyhodnocovanie informacii suvisiace s personalnou politikou a z toho vyplyva-
juce rozhodnutia. Za rozhodujtce faktory uréujuce personalnu politiku st povazované:
» okolie nadnarodného podniku (demografické, politické, pravne, narodné);
» danosti podniku (historia, organiza¢na Struktura, priestorové rozdiely medzi mater-
skym a dcérskym podnikom, komunikaéna siet, iné odli$nosti);
» hodnotové predstavy nositelov rozhodnuti nadnarodného podniku (Sr$nova a kol.,
2008).

Oblasti a ulohy medzinarodného manazmentu fudskych zdrojov

Medzindrodny manazment ludskych zdrojov plni podla Ferencikovej a kol. (2013) $tyri
zakladné tlohy, od ktorych sa odvija $iroky ramec dal$ich personalnych ¢innosti, a to:

1. Zabezpecovanie potreby Iudskych zdrojov - podnik potrebuje zamestnancov, ktory-
mi obsadi pracovné miesta v potrebnom mnozstve, pozadovanej kvalifika¢nej $truk-
ture, a v primeranom case. To vyzaduje vykon jednotlivych personalnych ¢innosti,
a to su analyza pracovnych miest, personalne planovanie, ziskavanie, vyber, prijimanie
a prepustanie zamestnancov. Pri ziskavani a vybere zamestnancov je vhodné zohlad-
novat postupy pouzivané v domovskej krajine, ale aj poziadavky a $pecifické postupy
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charakteristické pre hostitelsku krajinu. Kritéria vyberu novych zamestnancov su ¢asto
porovnatelné s poziadavkami uplatiiovanymi v domacom prostredi, naro¢nej$i moze
byt proces vyberu zamestnancov na manazérske pozicie. Nadnarodné podniky preto
Casto vyuzivaju sluzby miestnych personalnych agentur.

2. Personalny rozvoj a riadenie kariéry - ide o profesijnt adaptaciu, vzdelavanie a rozvoj
zamestnancov, planovanie nastupnictva na kli¢ové pracovné pozicie a riadenie kariéry
vybranych jednotlivcov. Rozvoj a vzdelavanie zamestnancov by mal nadnarodny pod-
nik rozliSovat najma v troch kategoriach, a to:

a) vzdelavanie zamestnancov pracujucich v pobockach po celom svete;
b) priprava a vzdeldvanie expatriantov na pdsobenie v zahranici;
c) rozvoj osobitnej skupiny globalnych manazérov, tzv. transpatriantov.

Je vhodné individuélne rozliSovat obsah a rozsah vzdeldvacich aktivit. Nedostato¢na
priprava je ¢asto pri¢inou neuspechu expatriantov. Okrem pracovnych zruc¢nosti a jazy-
kovych znalosti je potrebné pripravit zamestnancov najmé na inu kultaru, nabozensky
systém hodnot, tradicie, ¢i postavenie jednotlivcov (resp. Zien) v spolo¢nosti krajiny,
do ktorej smeruje. Rastica globalna konkurencia vytvara tlak na rozvoj manazérov
disponujucich globalnymi kompetenciami so schopnostou vyuzit globalne prilezZitosti,
presuvat sa z miesta na miesto a vediet posobit v multikultirnom prostredi.

3. Optimalizacia vyuzivania ludskych zdrojov - cielom personalnych ¢innosti je riade-
nie a hodnotenie pracovného vykonu, motivovanie a odmenovanie zamestnancov, t. j.
mzdova politika. Nadnarodny podnik musi hodnotit pracovny vykon zamestnancov po-
sobiacich vo v$etkych krajinach, kde ma svoje pobocky. Snaha uplatnit jednotny pristup
v rozdielnych kultirach moéze narazit na problémy vyplyvajice z miestnych zvyklosti
a $pecifik. Napr. pri odmenovani, ked zakladnym atributom systému odmenovania ma
byt jeho interna aj trhova porovnatelnost. Okrem toho musi nadnarodny podnik riesit
odmenovanie zamestnancov expatriantov, ktorych vysiela pracovat do inej krajiny.

4. Socialna politika a starostlivost o zamestnancov — usmernovanie socialnych procesov
v nadnarodnom podniku je prevazne v kompetencii manazérov, ktoré zaroven musia
byt v sulade s legislativou v danej krajine. Ide o pracovné vztahy, vytvaranie efektivnych
pracovnych skupin a timov, ich vedenie, efektivnu komunikaciu vo vnutri podniku aj
navonok, bezpe¢nost a ochranu zdravia pri praci, vytvaranie nad$tandardnych pra-
covnych podmienok, starostlivost o zamestnancov, regeneraciu pracovnej sily a pod.
Koncepcia pracovnych vztahov sa v jednotlivych krajinach odlisuje.

POZNAMKA

Kym napr. v USA sU pracovné vztahy velmi formdine, striktne vymedzené
kolektivnou zmluvou, v Japonsku sU vztahy medzi manazérmi a zamestnancami
velmi kooperativne. V niektorych krajindch je usporiadanie pracovnych vztahov
regulované viddou, resp. inymi verejnymi orgdnmi. Vseobecne previdda vo svete tendencia
poklesu odborovej organizovanosti zamestnancov. Nadndrodné podniky presadzuju
stratégiu koordindcie kolektivnych pracovnych vztahov v globdlnom rdmci a podporuju

skér rozvoj vztahov na neodborovej bdze.
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Medzinarodné podnikanie si vyzaduje schopnych, kompetentnych a vhodne motivovanych
[udi. Manazment ludskych zdrojov v nadnarodnom podniku vyzaduje tie isté procesy ako
manazment ludskych zdrojov v jednej krajine, avSak okrem toho je vysledkom posobenia
troch dimenzii, v ktorych sa od domdceho odlisuje nasledovne:

» Zakladné procesy Iudskych zdrojov — personalne planovanie, ziskavanie a vyber za-
mestnancov, zamestnavanie a mobilita, adaptdcia, riadenie a hodnotenie pracovného
vykonu, motivacia a odmenovanie, vzdeldvanie a rozvoj zamestnancov.

» Typy zamestnancov — miestni (lokdlni) zamestnanci, expatrianti (zamestnanci z ma-
terskej krajiny zijuci v inej krajine) a prislusnici tretich krajin.

» Kategorie krajin — hostitelskd krajina, domovskd (materskd) krajina, iné, tretie krajiny,
ktoré mozu poskytovat ludské zdroje (Csikosova a Janoskova, 2017).

Specifickou su¢astou manazmentu ludskych zdrojov v nadndrodnom podniku st expa-
trianti. SU to zamestnanci vykonavajuci pracu v zahranici, mimo svojej domovskej krajiny,
najmé v dcérskych pobockach nadnarodného podniku. Podniky sa pri expanzii svojho pod-
nikania v zahranici ¢asto stretavaji s nedostato¢ne pripravenym, resp. malo kvalifikovanym
personalom pre efektivne zabezpecenie svojich cielov. Preto vysielaju do zahranicia svojich
zamestnancov z centraly, expatriantov s konkrétnou tlohou na tzv. misiu, kedy horizont ich
vyslania nie je definovany len na planovany cas, ale aj podla konkrétnych uloh, ktoré maju
pocas misie splnit. Okrem prenosu vedomosti a svojich skisenosti expatrianti presadzuju do
dcérskych spolo¢nosti v zahranici aj pravidla podnikovej kultary a prijatych hodnot. Bennet
a kol. (2000) vidia dévody vysielania manazérov do zahrani¢nych pobociek najmé v plneni
uloh tykajucich sa uvedenia podniku na zahrani¢ny trh, riadenia pobocky, zodpovedného
transferu technolodgii, rozvoja medzinarodnych komunika¢nych zru¢nosti a pod. Ward
a kol. (2001) hovoria o manazéroch expatriantoch ako o klu¢ovych hrac¢och v globalnej
ekonomike, ktori pdsobia ako fudské prepojenie v prostredi medzinarodného podnikania.

Zlozitost medzinarodného manazmentu ludskych zdrojov vyplyva z pdsobenia v roz-
dielnych krajinach a zamestndvania [udi rozlicnych narodnosti a kultir. Podla Balaza a kol.
(2005) medzi faktory, ktoré odlisuji medzinarodny manazment od domaceho, patria:

a) viac aktivit a ¢innosti, ktoré sa vdomacom prostredi nevyzaduju — napr. medzina-
rodné zdanovanie prijmu zamestnancov, medzinarodné premiestiiovanie (cestovné
formality, zahrani¢né povolenia a pod.), administrativa a servis pre expatriotov (uby-
tovanie, zdravotna starostlivost, skolské zariadenia pre ¢lenov rodiny a pod.), roz-
dielna legislativa zamestnanosti, vztahy s vladou hostitelskej krajiny, prekladatelské
sluzby atd’;

b) Sirsia perspektiva — vzhladom na heterogénnu struktaru Iudskych zdrojov je po-
trebné diferencovat odmenovanie expatriotov a domacich zamestnancov vysielanych
do zahranidia;

c) zasahovanie do sukromného Zivota zamestnancov - utvar ludskych zdrojov zabezpe-
¢uje vSetky nevyhnutné sluzby stvisiace s pdsobenim zamestnancov a ich rodin v inej
krajine (najmé ubytovanie, zdravotna starostlivost, $koly pre deti, dane a pod.);
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d) rozdielne taziska personalnej prace — s postupnym rozvojom pdsobenia podniku v za-
hrani¢i sa meni aj doéraz kladeny na personalne ¢innosti. Napr. na zaciatku pdsobenia
v zahrani¢i je kladeny doraz na prepustanie nadbyto¢nych zamestnancov, prisposobo-
vanie podnikovej kultdry, cieleny tréning chybajticich zru¢nosti a pod., a po uréitej dobe
dava podnik vacsi priestor zapracovanym domdcim zamestnancom. Potom dochadza
k presunu lokalnych zamestnancov s vysokym potencialom do tstredia nadnarodného
podniku, prip. jeho pobociek v inych krajinach;

e) vidsie riziko - nasledky zlyhania ludskych zdrojov v zahranidi su Casto citlivejsie ako
pri netspechu v podnikani na domacom trhu. Napriklad zlyhanie expatriota a jeho
pred¢asny navrat zo zahranicia znamena vysoké naklady pre kazdy podnik. Priame
naklady zlyhania zamestnancov v zahrani¢i (mzdy, cestovné, ubytovanie, vzdelavanie
a pod.) mozu byt pre matersky podnik az trojnasobne vyssie ako v domacej krajine;

f) viac vonkajsich vplyvov - ide najmi o legislativu v oblasti pracovno-pravnych vztahov,
bezpe¢nost a ochranu zdravia pri praci, stav hospodarstva krajiny, politickd situdciu
v krajine, poznanie miestnych sposobov spravania sa zakaznikov pri obchodovani, udr-
Ziavanie kontaktov, korupcia, etika a iné.

7.4.1 Personalna stratégia a planovanie

Ma v prostredi nadnarodného podniku $pecificky charakter v zavislosti od toho, ze jednot-
livé aktivity sa vykonavaju na narodnych, aj medzinarodnych trhoch. Nadnarodny podnik
robi strategicky plan pre celu korporaciu, aj jeho organiza¢né jednotky zvlast. Dcérske spo-
lo¢nosti v jednotlivych krajinach si svoj personalny plan pripravuju pre svoje podmienky
samostatne, planuju personalne zdroje potrebné na naplianie svojich cielov osobitne. Perso-
nalne planovanie za¢ina personalnou stratégiou, na zaklade ktorej konkretizuje personalne
politiky jednotlivych oblasti, najcastejsie st to politika vzdeldvania a rozvoja zamestnancov,
politika hodnotenia a odmenovania zamestnancov, politika starostlivosti o zamestnancov
ainé.

Persondlna stratégia vyjadruje vzdjomny vztah medzi strategickym manazmentom
ludskych zdrojov a strategickym riadenim v nadnarodnom podniku. Strategické riadenie
ludskych zdrojov sa tyka zamerov nadnarodného podniku vo vztahu k vsetkym svojim
zamestnancom, plnenia vsetkych jeho cielov prostrednictvom Iudi. Vrcholovy manazment
nadnarodného podniku by mal ludské zdroje povazovat za klucovy faktor svojho uspechu.
St to Tudia, ktori pre nadnarodny podnik vypracuju stratégiu, viziu a poslanie, rovnako ako
pripravia taktické a operativne plany a v neposlednom rade to budu ludia, ktori budd plnit
svoje ulohy preto, aby podnik dosiahol splnenie svojich cielov. Podla Armstronga (1999)
zahfna makroorganiza¢né zalezitosti tykajuce sa podnikovej kulttry, organiza¢ného uspo-
riadania, efektivnosti a vykonnosti zamestnancov a podniku, prisposobenia zdrojov budu-
cim potrebam a poziadavkam podniku, aj pripadnych zmien. Podla Millera (1989) zahina
strategické riadenie ITudskych zdrojov tie rozhodnutia a aktivity, ktoré sa tykaju riadenia
zamestnancov na véetkych urovniach v podniku a st zamerané na vytvaranie a udrzanie
konkurencnej vyhody. Boxall (1984) vyslovil nazor, ze ,,rozhodujiice otdzky manaZmentu
ludskych zdrojov st integrdlnou sucastou strategického riadenia akéhokolvek podniku‘. Walker
(1992) zdoraznuje, ze personalna stratégia je rovnakou funkénou stratégiou v podniku ako
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- Fuvyrobnd, marketingova, financna, ¢i stratégia rozvoja. Naviac je vhodné prepajat ju s ostat-

nymi stratégiami, pretoze je nastrojom, prostrednictvom ktorého sa mézu naplnat vietky
ostatné podnikové stratégie.
Strategicky manazment ludskych zdrojov uplatniovany v nadnarodnom podniku ma
podla Armstronga (1999):
» silny, vizionarsky, sudrzny a ¢asto charizmaticky vrcholovy manazment;
» jasne vyjadrené poslanie a hodnoty, so silnym dérazom na kvalitu a sluzbu zakaznikom;
» presne vyjadrent podnikovu stratégiu, ktora je prijatd a uspesne zavedend;
» pozitivne zameranie na spravne pochopené kritické faktory aspechu;
» persondlny manaZzér je sucastou vrcholového manazmentu, haji zaujmy nadnarodného
podniku a aktivne prispieva k plneniu jeho cielov.

Strategicky manazment [udskych zdrojov je realny len vtedy, ked je aplikovany v jed-
notlivych personalnych politikach, ktoré st uplatinované v kazdodennej praxi nadnarodného
podniku a jeho organiza¢nych jednotiek (Antosova, 2012).

7.4.2 Staffing — ziskavanie a vyber pracovnikov

V medzinarodne posobiacom podniku st ovplyvnené faktom, ze okrem vnutornych a von-
kaj$ich zdrojov v regiéne svojho pdsobenia moze pri obsadzovani volnych pracovnych
pozicii Cerpat aj zdroje v zahrani¢nych organiza¢nych jednotkach, ako aj v prevadzkach
a agenturach tretich krajin.

Medzi novovytvorené pracoviska pobocky nadnarodného podniku v zahraniéi patri
najcastejSie aj personalny utvar (resp. utvar manazmentu [udskych zdrojov), ktorého
prioritou je zamestnat [udi réznych profesii este pred zahdjenim prevadzky. Pri zakladani
organiza¢nej jednotky nadnarodného podniku v zahrani¢i sa odporuca pri obsadzovani
pracovnych miest vyuzit sluzby miestnych personalnych agentdr. Takéto institucie dobre
poznaji miestny, resp. regionalny trh prace, nadnarodny podnik moze takto vyuzit ich
skusenosti pri ziskavani kvalifikovanych odbornikov, administrativneho, aj technického
personalu. Okrem toho kazda krajina musi respektovat legislativne odlinosti tykajtice sa
zamestnavania (Anto$ova, 2010).

Pre podnik je vyhodné, ak st na persondlnom utvare zamestnani miestni kvalifikovani
odbornici. Podobne st obsadzované aj iné kltucové pracovné miesta a niektoré manazérske
pozicie. Pri ziskavani a vybere pracovnikov je vhodné pouzit metodologicky prepracovany
postup, vratane praxou overenych metdd. Odporuca sa postupovat nasledovne:

1. V nadvéznosti na personalny plan, ktory urcuje potrebu obsadit urcity pocet volnych
pracovnych miest, personalista pracuje s vystupmi analyzy pracovnych miest (opis
pracovného miesta a kvalifikaény profil pracovnika) a pripravit sa na proces ziskava-
nia uchadzacov.

2. Vychodiskom pri obsadzovani pracovnych miest je ich opis (obsah a charakter prace)
a $pecifikdcia poziadaviek na zamestnanca (kvalifikicia, zru¢nosti a schopnosti). Je
vhodné, aby podnik v takychto pripadoch $pecifikoval aj poziadavky tykajice sa mobi-
lity pracovnej sily, pravdepodobnost budiceho premiestnenia v domacej krajine, alebo
v zahranidi. V opise pracovného miesta mozu byt definované aj konkrétne ciele, ulohy
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a terminy, najmd ak ide o manazérsku poziciu. V nadndrodnom podniku by mali
poziadavky na obsadzovanie pracovnych miest umoznit medzindrodné porovnanie,
vratane kulturnych faktorov, ktoré je potrebné brat do uvahy.

3. Pri obsadzovani pracovnych miest v inej krajine je d6lezité spravne rozhodnit o oslove-
ni zdrojov uchadzacov, podnik rozhoduje o vniitornych zdrojoch, t. j. vysiela na pracu
v zahrani¢i vlastnych zamestnancov (tzv. expatriante), alebo oslovi vonkajsie zdroje
pracovnych sil (tzv. domdci pracovnici z lokalnych zdrojov, prip. moze zamestnat Tudi
z tretich krajin). Na zaklade toho voli vhodné metddy ziskavania, medzi ktoré patria
ponuka pracovného miesta formou inzercie (tla¢, internet), vyuzitie sluzieb uradov pra-
ce a personalnych agentur, spolupraca so strednymi a vysokymi $kolami, odporucanie
vlastnymi zamestnancami, nahodni uchadzaci o pracu, priame oslovenie odbornika
ai. Manazéri v nadnarodnych podnikoch musia dobre zvazit zamestnavanie miestnych
pracovnikov a expatriantov, napr. porovnavanim vyhod a nevyhod (Obrazok 7.1, podla

Trevena, 2001).
Zamestnavanie miestnych pracovnikov
Vyhody Nevyhody
— nizsie naklady na pracovnu silu — zladenie miestnych a globalnych priorit
— dbévera miestnych obcanov, lepsie prijatie — narocnejsi proces ziskavania a vyberu
podniku miestnou komunitou kvalifikovanych pracovnikov
— uznanie spolocnosti ako legitimnej — nedostato¢né informacie
stcasti miestnej ekonomiky 0 miestnom trhu prace
— maximalizuje moznosti dostupné — nizsia miera kontroly zo strany
v miestnom prostredi centraly nadnarodného podniku
— pri rozhodovani berti do tvahy — odklad komplikovanych rozhodnuti, az
miestne potreby a obmedzenia do doby kedy ich riesenie nie je nevyhnutné
Zamestnavanie tzv. expatriantov
Vyhody Nevyhody
— jednoduchsi transfer a aplikacia riadiacich — narocnejSia adaptacia expatriantov
a technologickych procesov na prostredie a cudziu kultdru
— uzsia kontrola a koordinacia medzi — vyssie naklady na zamestnavanie a pobyt
jednotlivymi organiza¢nymi jednotkami rodin expatriantov v zahranici
— multinarodna orientacia zamestnancov — narocné na zladenie miestnych obmedzenti
— ziskavanie a vyuzivanie medzinarodnych — moznost negativneho vplyvu na moralku
skdsenosti zamestnancov a motivaciu miestnych zamestnancov

Obrazok 7.1  Vyhody a nevyhody zamestnavania miestnych pracovnikov a expatriantov
Zdroj: Treven 2001

4. Dals$im krokom v procese ziskavania pracovnikov je volba informdcii a pisomnych
dokumentov, ktoré budt pozadované od uchadzacov. Najcastejsie su to ziadost o pri-
jatie do zamestnania, osobny dotaznik a profesijny zivotopis. Na zaklade porovnavania
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tychto dokumentov od uchadzacov a poziadaviek kladenych na obsadzované pracovné
miesta vedia personalisti kvalifikovane v tzv. procese predvyberu rozhodnut o tom,
ktori z uchadzacov su vhodni, resp. nevhodni na prijatie do zamestnania.

5. Ak podnik obsadzuje manazérsku poziciu, alebo hlada vysoko$pecializovaného od-
bornika, organizuje vyberovy proces, kedy o najvhodnejSom uchadzacovi rozhoduje
komisia zainteresovanych manazérov. Najcastejsie su to: zastupca vrcholového manaz-
mentu, manazér pracoviska, na ktorom sa obsadzuje pracovné miesto a personalny
manazér. Takyto proces vyberu zamestnancov je nevyhnutné organizacne pripravit
a kvalifikovane zvladnut tak, aby nebolo potrebné predchadzajiice kroky opakovat. To
predpoklada, ze komisia vybera z tych uchadzacov, ktori splnili zakladné predpoklady
a véetci ¢lenovia komisie mali moznost oboznamit sa s uz spracovanymi pisomnymi
dokumentmi. Pri vybere st najcastejsie pouzivané rozne osobné metédy, ktorych pred-
nostou je moznost osobnej komunikacie s uchadzacom, a zistenie inych predpokladov
a reakcil jednotlivcov, ktoré nemozno opisat napr. v zivotopise. Medzi takéto metddy
patri vyberovy rozhovor (interview), ¢asto v kombinacii s testami sposobilosti, testami
zruénosti, assessment centre (Antosova, 2008).

Pri vybere manazérov su zohladnované jeho predchadzajice skisenosti s pracou
v zahranic¢i, hodnotovy systém v stlade s hodnotami kultdry, v ktorej bude pracovat, jeho
schopnosti adaptovat sa na kultiru, rodinné pomery, aj schopnosti rodinnych prislusnikov
(manzelka, deti) prisposobit sa ich pobytu v zahranici.

Vzdelavanie v nadnarodnom podniku nadobuda globalny vyznam. Podobne ma odlisny
vyznam aj adaptaény proces, kedy je vhodné zamestnanca adaptovat najskor na podni-
kovu kultiru, aby sa stotoznil s hodnotami a normami spravania materského podniku.
Vzdelavanie ma umoznit miestnym zamestnancom, zamestnancom z materskej krajiny, aj
fudom z tretich krajin, aby boli na svojej sic¢asnej pracovnej pozicii efektivni. Jeho cielom
je formovat schopnosti potrebné pre funkény postup v medzindrodnom rozsahu. Cielom
rozvojovych aktivit a riadenia kariéry je zabezpe(it, aby mal nadnarodny podnik dostatok
kvalitnych manazérov, ktorych moze potrebovat pre riadenie narodnych, ¢i nadnarodnych
a globalnych operacii v buducnosti.
Politika vzdeldvania a rozvoja zamestnancov v nadnarodnom podniku musi brat

do avahy zlozitost medzinarodnych ¢innosti, ako aj dalsie vplyvy, medzi ktoré patria:

a) rozdielnost kultur;

b) vplyv pravnych, politickych, spolo¢enskych a hodnotovych systémov;

¢) miera centralizacie v podniku a zasahov miestnych praktik.

Vzdeldvanie moze byt ovplyviiované miestnymi pravnymi predpismi, poskytovanim
prilezitosti pre vzdelavanie bez diskrimindcie, narodnym systémom vzdeldvania a vycviku,
vratane pripravy mladeZe na povolanie a inétittcii dalSieho vzdelavania v krajine. Rozdielny
spolocensky vplyv sa prejavuje aj v relativnom vyzname vzdelavania pre vykon prace na
roznych pracovnych miestach, stredoskolskd, vysokoskolska a postgradualna kvalifikacia.
Zodpovednost za vzdeldvanie miestnych pracovnikov a rozvoj ich zrucnosti prenechdava
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nadndrodny podnik na miestne organiza¢né jednotky. Mo6zu vsak byt centrélne prijaté
jednotné pravidla uplatiované vo vSetkych krajinach. Napr. rozvoj manazérov medzindrod-
nej urovne je planovany a koordinovany centralne, v materskom podniku. Jeho sucastou
je vyuzivanie zariadeni pre vzdelavanie a rozvoj zamestnancov, niektoré velké nadnarodné
korporacie pripravuju programy dal$ieho vzdelavania spolu so Skolami. Riadenie kariéry
jednotlivcov je planované a realizované ponukou kurzov a programov medzinarodnych
manazérskych $kol, v snahe podporovat rozvoj globalnych manazérov. Si¢asna prax pou-
kazuje na prepojenie manazmentu [udskych zdrojov a strategického manazmentu, najma
v nadnarodnych podnikoch. Bez rozvoja Iudskych zdrojov tazko mozno zaistit uspech
v buducnosti. Ak st zakladom podnikovej stratégie inovacie, kreativita a flexibilita, tymto
predpokladom musia vyhovovat v prvom rade zamestnanci, ktori su klu¢om k prosperite
kazdého podniku (Antosovd, 2012).

g .. R Pripadova studia 6

Riadenie a pldnovanie kariéry Uzko suvisi s pristupom k medzindrodnej stratégii ludskych
zdrojov, ktoru prijal a realizuje nadndrodny podnik:

» podnik, ktory sa riadi etnocentrickou stratégiou neumozrivje kariémy postup
manazérov z hostitelskych krajin do materského podniku, nakolko vyrazne pre-
feruje domdcich manazérov. Kariérny postup zamestnanca je prakticky mozny
iba v rdmci organizacnej struktiry domdcej krajiny. Naopak, mozny je postup
pracovnikov, ktori pochddzaju z domdcej krajiny multindrodného podniku, a to
v rdmci materského podniku, aj na vyssie riadiace pozicie v jednotlivych dcér-
skych podnikoch;

» podnik, ktory prijal polycentricky stratégiu je opacny, negativny pristup k transferu
riadiaceho stylu, ktory je charakteristicky pre kazdu krajinu. Podnik uprednostriuje
domdcich manazérov na domdcich miestach, preto je mozny kariérny posun v
rédmci organizacnych jednotiek spolocnosti iba v domdcej krajine. Takisto to plati
pre pracovnikov materskej spolocnosti;

» v podniku, ktory realizuje geocentricky stratégiu, je mozny kariérny pohyb zamest-
nancov nahor v jednotlivych dcérskych podnikoch, ako aj v rémci materského
podniku.

Zamestnavanie a mobilita pracovnej sily v nadnarodnom podniku st ovplyvnené perso-
nélnou stratégiou a politikou, ktoré podnik prijal a presadzuje. Re$pektované st aspekty
flexibility, ako aj predpoklady budovania medzinarodnej kariéry jednotlivcov, so zaujmom
stabilizacie kvalitnych zamestnancov. Nadnarodny podnik vysiela do zahrani¢ia najma
manazérov pre rozne funk¢né oblasti. Ich vyber musi byt zalozeny na dékladne spracova-
nom profile schopnosti, ktory konkretizuje nielen odborné vedomosti, technické zru¢nosti
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- Fusajazykové schopnosti, ale zdoraznuje aj Ziaduce charakteristiky sprévania a citlivost na int
kultaru.

N Osobitny vyznam v medzinirodnom manazmente Iudskych zdrojov ma riadenie
4;," expatriantov (obcania jednej krajiny zijuci a pracujuci v inej krajine). Pri riadeni ich
' zamestnavania je potrebné venovat pozornost odliSnostiam nielen pri ich vybere, vzdelavani
a rozvoji v zahranici, ale aj ich odmenovaniu a opatovnému vrateniu do domacej krajiny,
resp. domaceho podniku.

V nadnarodnom podniku je potrebné odliSovat aj odmenovanie expatriantov. Spravidla
tu mozno rozlisit dva pristupy, a to odmenovanie podla domacich pravidiel a odmenovanie
podla pravidiel hostitelskej krajiny.

1. Cielom odmenovania podla domacich pravidiel je zabezpecit, aby hodnota platu
expatrianta bola rovnaka ako v materskej krajine (plat je taky, aky by bol vyplacany
expatriantovi, keby zostal pracovat doma). Tento pristup sa ¢astejsie pouziva pri kratko-
dobom posobeni zamestnanca v zahranici ako zéklad, na ktory sa viazu dalsie odmeny
a priplatky (napr. vyrovnavajuice priplatky na zivotné naklady v zahranidi, priplatok na
zabezpecenie byvania v domacej krajine, priplatok za stazenu lokalitu v zahranici, $kol-
né pre deti a pod.). Okrem toho ide o tthradu dalsich vydavkov, ako st napr. zdravotné
a socialne zabezpecenie, poistenie cestovnych nékladov, naklady na sluzobné auto,
sluzobny mobil, cestovné naklady vyplacané v hostitelskej krajine a i. Odmenovanie
podla domaécich pravidiel moze vytvorit nerovnost medzi odmenovanim expatriantov
a ich spolupracovnikmi, obéanmi hostitelskej krajiny. Ak je v hostitelskej krajine viac
obcanov z tretich krajin, moze tento pristup k odmenovaniu znamenat neprimerane
vysoké naklady.

2. Odmenovanie podla pravidiel hostitelskej krajiny znamend vyplacanie platu a vyhod za
rovnakych podmienok ako pre ob¢anov hostitelskej krajiny, ktori vykonéavaju rovnaka
pracu. Zabezpecuje to rovnost medzi véetkymi zamestnancami, aj ked expatrianti maja
k svojmu platu vyplacané najma priplatky na ubytovanie, zdravotné a socialne pois-
tenie, $kolné pre deti, Zivotné poistenie a pod. Tento pristup k odmenovaniu je menej
nakladny pre nadnarodny podnik, ale na druhej strane je menej pritazlivou ponukou
pre zamestnancov pracovat v zahrani¢i, najma v nepriaznivych, resp. menej atraktiv-
nych lokalitach (Armstrong, 1999).

Nie kazdy je ochotny prijat prdcu v zahranici. Ludia maju ¢asto obavu zop&tovného
ndvratu do podniku v materskej krajine po skonceni misie, aj obavu o to, Ze hodnota
ich zahrani¢nych skiUsenosti nebude dostatocne uznand. Niektori maju obavu
z narusenia ich rodinného Zivota a vzdeldvania svojich deti, manzel/manzelka nemusia byt
ochotni prerusit svoju kariéru dihodobym pobytom v zahranici a iné. Podnik by mal takéto
reakcie zamestnancov predvidat a urobif opatrenia na rozptylenie podobnych obdv.

Proces opatovného navratu expatriantov do materskej krajiny je tzv. repatriacia. Casto
je to podcenovana sucast programu expatriantov. Ak podnik uvolnené pracovné miesto
po odchode expatrianta do cudziny obsadi inym pracovnikom stéva sa, ze repatriant sa
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nedostane naspiat na poévodnu poziciu, ktort mal pred odchodom do zahranicia. Stucastou
programu pre expatriantov v nadnarodnom podniku st naklady na tieto programy a z nich
vyplyvajtice kompenzacie. Okrem toho je nevyhnutné re§pektovat rozdiely v legislativnych
upravach prace v kazdej krajine. Plati pravidlo, Ze finan¢ny prijem a kompenzicia pre
expatrianta musia byt rovnaké alebo vyssie, ako keby ostal pracovat v domacej krajine. Pri
urcovani kompenzacii sa vyuziva pristup vyrovnania strat, kompenzacia sa musi vyrovnat
ujme, ktort zamestnanec utrpi v suvislosti s pobytom a zivotom v cudzom prostredi. Zloz-
kami kompenza¢ného balika pre expatrianta su:

a) plat (zvysenie, bonusy, ochrana pred cudzou menou, nové poistenie a i.);

b) optimalizacia zdanenia (ochrana pred zvy$enim zdanenia, vyrovnanie dani a i.);

¢) priplatky réznej povahy (socialne priplatky, rizikové priplatky a i.);

d) poukazky (thrada Zivotnych nakladov, byvanie, vzdelavanie, presidlenie, doprava, tan-
dard pre rodinnych prislugnikov) (Strach, 2009).

Rotdciou expatriantov sa v nadnarodnych podnikoch vytvdra a udrZiava prostredie
otvorenej komunikdcie, transferu znalosti, technoldgii a know-how. Negativnym faktom
procesu expatriacie byva vSak aj vysokd droven zlyhania expatriantov na manazérskej
pozicii. Také zlyhanie je pre nadnarodny podnik velmi nakladné a vytvara riziko spojené
s odmietnutim zamestnancov pdsobit v zahranic¢i. Negativne dosledky sa prejavuju aj
naopak, a to v demotivacii lokalnych zamestnancov v hostitelskej krajine, ktori pocituji
pritomnost expatriantov ako limitujtci faktor pri obsadzovani manaZzérskych funkcii. Casto
je pritom zndmym faktom aj dosahovanie vyssich platov manaZérov expatriantov ako lokal-
nych manazérov na rovnakej trovni riadenia.

7.5 Problémy v medzindrodnom

V zahrani¢nej odbornej literatiure s rézne nazory autorov na praktiky medzinarodného
manazmentu [udskych zdrojov (Barlett a Ghoshal, 2002; Armstrong, 2007; Dvorékova a kol.,
2007), vratane kritiky. Niektoré prekazky zanikaju, niektoré problémy sa opakuju aj po nie-
kolkych rokoch. So zmenami podnikatelského prostredia sa menia aj skiisenosti manazérov,
vznikaju iné, nové problémy s roznou intenzitou a dopadmi na pracovnu silu. Zahrani¢né
vyskumy potvrdzuju, Ze problémy v medzindrodnom manazmente ludskych zdrojov vyply-
vaju najmé z praxe riadenia v podmienkach kultirnej rozmanitosti. Uvadzame niekolko
pozitivnych, aj negativnych zisteni, napr.:

» Nadnarodné podniky st ako zamestnavatelia efektivnejsie ako narodné podniky skoro
vo vsetkych aspektoch personalnych ¢innosti, vratane miery pozornosti venovanej pra-
covnym vztahom, schopnosti ziskat a stabilizovat pracovnikov s vysokym potencidlom
a uplatnenia novych a progresivnych metod.

» Personalni manazéri v nadnarodnych podnikoch viac vyuzivaji sofistikované metddy
pri personalnom planovani, hodnoteni pracovného vykonu a odmenovani, programoch
starostlivosti o zamestnancov, programoch repatriacie a pod., ako pri posobeni v jednej
krajine.
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». Rozhodujtcu rolu pri formovani pristupu nadnarodného podniku k manazmentu Iud-
skych zdrojov hra povod materského podniku. Napr. japonské podniky v medzinarod-
nom podnikani ustupuju od svojej desatrocia uplatiiovanej personalnej politiky, ktora
uprednostiiuje istotu prace, dalsie vzdelavanie a kariérny postup svojich zamestnancov,
v porovnani s podnikmi v Eurépe a USA. Na druhej strane uplatiuji Japonci stale vac-
$iu rovnost pri priznavani benefitov, odmenuju ich podla odpracovanych rokov a lojali-
ty k podniku a jeho hodnotam, v porovnani s americkymi podnikmi, ktoré zohladnuja
odbornost, profesionalitu a kreativitu.

» Pre eurdpske podniky st pri ziskavani zamestnancov a ich povy$ovani na mana-
zérske pozicie viac dolezité zahrani¢né skusenosti nez pri americkych a japonskych
podnikoch.

» Prevlada etnocentricky pristup, dominancia vplyvu ndrodnosti materského podniku
v snahe uplatnit transfer svojej personalnej politiky a praktik metoéd personalnej prace
do zahrani¢nych organiza¢nych jednotiek, ¢im podla nich prispievaju k internacionali-
zacii rozvijajucich sa ekonomik.

» Specifické oblast podnikania nadnarodného podniku a jeho stratégia st pre manazérov
viac dolezité ako manazment [udskych zdrojov, naro¢nost procesov ziskavania, vyberu
a odmenovania zamestnancov.

» St podstatné rozdiely v personalnej stratégii materského podniku a na urovni organi-
za¢nych jednotiek v zahranici. Prax potvrdzuje, Ze overené personalne praktiky zavede-
né v materskom podniku nemozno tplne zaviest v zahrani¢nej organiza¢nej jednotke.
Ludia aj prostredie si podmienené nielen kultirnymi rozdielmi, ale najmi narodnou
legislativou v oblasti zamestnavania, lokalnym trhom prace a dal$imi uz uvedenymi
faktormi (Dvoréakovid a kol., 2007).

Jednym z problémov v medzinarodnom manazmente [udskych zdrojov v nadnarodnych
podnikoch je miera, v ktorej by sa mala ich personalna politika v pobockach po celom svete
»zblizovat® (konvergovat, t. j. byt na vSetkych miestach pdsobenia rovnaka) alebo ,vzdalo-
vat® (divergovat, t. j. byt rozdielna podla lokdlnych potrieb a poziadaviek). Prax je rozna,
vSeobecne je prirodzenejsia tendencia k zblizovaniu, ale st aj argumenty pre poskytnutie
vysokej miery autonémie manazérom pre klticové lokalne rozhodovanie.

Podla Adlera a Ghadera (1990) organizacie musia sledovat politiku a prax manazmentu
Tudskych zdrojov v zavislosti od zodpovedajtcej fazy vyvoja podniku (t. j. narodna, nad-
narodna, multindrodna a globalna). Harrisova a Brewster (1999) to oznacuju ako ,dilemu
medzi globalnym a lokdlnym®, ¢o znamena hladat odpoved na otazku: ,V akej miere majii
byt diferencované a zdroven integrované, kontrolované a koordinované previdzky (organizac-
né jednotky) rozmiestnené po celom svete? Alternativnou stratégiou je ,globalny pristup,
ked prevazuje kultira daného podniku a manazment Iudskych zdrojov je centralizovany
a pomerne Standardizovany (etnocentricka politika), alebo je to decentralizovany pristup,
ked zodpovednost za manazment ludskych zdrojov je prenesend na jednotlivé pobocky
nadnarodného podniku. Toto rozhodovanie ovplyviiuje niekolko faktorov, ktoré musia
manazéri brat do tvahy, a to su:

» miera existujucich lokalnych predpisov a noriem;
» stupen usidlenia organiza¢nej jednotky v lokdlnom prostredi;
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» mohutnost toku zdrojov (financie, informacie, ludské zdroje) medzi materskym podni-
kom a organiza¢nou jednotkou v zahranici;
» miera rozhodovania a kontroly z materského podniku;
» povaha odvetvia posobenia (lokalna, narodnd, nadnarodna aroven);
» Specifické schopnosti organizacie vratane manazmentu fudskych zdrojov, ktoré st roz-
hodujuce pre dosiahnutie konkurenénej vyhody v globalnom prostredi.

Podla Brewstera (2004) mdze k procesu zblizovania dochadzat v dosledku trhovych sil,
vyznamnosti tlaku na néklady, kvalitu a produktivitu, ale aj formovaniu rovnako zmyslaju-
cich manazérov. Na zaklade svojho vyskumu uvadza, ze eurépske podniky st viac oriento-
vané na svoje ndrodné instituciondlne pomery. A pretoze aj manazment fudskych zdrojov
odrdza narodné suvislosti a kulturu, nereaguju velmi pruzne na meniaci sa trh. Manazéri
v kazdej krajine posobia v ramci svojich narodnych suvislosti a zdielaju subor kultirnych
predsudkov. Je len malo dékazov o finalnom zbliZovani manazmentu ludskych zdrojov na
medzinarodnej drovni.

Diskusné otazky

1. Ak4 je podstata a vyznam medzinarodného manazmentu a podnikania?

2. V ¢om spociva medzinarodna stratégia a politika [udskych zdrojov?

3. Aké su oblasti a tlohy medzinarodného manazmentu ludskych zdrojov?

4. Ako sa odlisuju procesy v medzinarodnom a nairodnom manazmente ludskych zdrojov?
5. Aké st najcastejsie problémy v medzindrodnom manazmente fudskych zdrojov?

Medzindrodné podnikatelské prostredie je réoznorodé, manazéri nadnarodného podniku
musia v zaujme svojho uspechu zaradit do svojej kazdodennej praxe efektivne praktiky
medzinarodného manazmentu ludskych zdrojov. Zakladnou osobitostou medzinarodného
manazmentu [udskych zdrojov je zamestnévanie nielen lokalnych obcanov, ale aj zamest-
névanie expatriantov a pracovnikov z tretich krajin. Znamena to, Ze personalna politika
a vykon vsetkych personalnych ¢innosti musia byt prisposobené legislativnym, ekonomic-
kym, socialnym, aj kultirnym osobitostiam. Od manazérov sa ocakava, ze budu na jednej
strane globalne uspe$nymi a zdroven lokalne zodpovednymi a na druhej strane pruznymi
a schopnymi prispdsobit sa zmenenym podmienkam. Globalny manazér musi svoje strate-
gické myslenie a profesionalitu rozsirit o kompetentnost v medzinarodnom manazmente
ludskych zdrojov.
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VPLYV MEDZINARODNEHO
PROSTREDIA

NA LUDSKE ZDROJE

A KULTURNE ODLISNOST]

nternacionalizécia podnikatelskych aktivit znamend qj stretdvanie réznych
ndrodnych a podnikovych kultUr, vratane ich hodndt, znakov a zvykov.
Cim je pésobenie podniku v medzindrodnom rozsahu dihodobejiie a zloZitejie,
tym sU tieto strety zretelnejSie. S rastom vyznamu medzindrodného manazmentu
je stdle vacsia pozornost venovand schopnosti efektivne pracovaf v odliSnom
kultUrnom prostredi, adaptovaf sa na iné sociokultirne pomery tak, aby boli
pre nadndrodny podnik prinosom. Niektoré zdkladné principy manazmentu
ludskych zdrojov mozno aplikovat univerzdine, ale v podmienkach jednotlivych
krajin Eurépy a sveta je nevyhnutné respektovat ich niektoré specifikd.

Ciele kapitoly
— pochopif podstatu a vyznam vplyvu podnikatelského prostredia na ludské zdroje,

- charakterizovaf manazérov v podmienkach medzindrodného podnikania,
— porovnat vplyv kultUrnych odlisnosti na sprdvanie sa zamestnancov a prax
v manazmente ludskych zdrojov.
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Priamymi vykonavatelmi mnohych ¢innosti manazmentu ludskych zdrojov st manazéri
na v$etkych urovniach riadenia. Tieto vyplyvaju zo skuto¢nosti, Ze riadia a vedu Iudi, ktori
sa podielaji na plneni cielov nadnarodného podniku.

Vysoké pracovné tempo kladie vysoké naroky najmé na pracu manazérov v nadnarod-
nych podnikoch. Ak chct byt uspe$ni, musia byt pripraveni na pracu v dynamicky sa menia-
cich pracovnych podmienkach. Musia pracovat v prospech svojho podniku, s presved¢enim
buduceho tspechu a prosperity. K tomu potrebuji neustale absorbovat informacie na mikro,
aj makro urovni, ¢o znamena sledovat trendy, inovacie, poziadavky trhu, vnimat nazory
spolupracovnikov a hladat vhodné, niekedy aj kompromisné riesenia.

Medzi zakladné predpoklady tspesného manazéra v medzindrodnom kolektive patria:

1. vysoka odborna uroven, profesionalita, kompetentnost - zvlddnutie odbornych
a manazérskych postupov, spojené s dokladnou znalostou metod, ktoré umoznuju
praktické vyuzitie poznatkov v praxi. Samozrejmostou je tiez znalost cudzich jazykov;

2. socialne kompetencie - schopnost manazéra spravne sa orientovat v socialnych si-
tudciach a savislostiach socialnych javov, viest pracovny kolektiv, vytvarat prostredie
tvorivej a efektivnej spoluprace;

3. strategické myslenie a predvidavost — schopnost predvidat javy, ktoré moézu byt pre
podnik tspes$né, resp. ho mozu ohrozit. Manazér by mal vediet strategicky mysliet,
formulovat viziu a poslanie podniku, ktoré vyzaduju prvky tvorivosti a originality;

4. uplatnovanie principov medzinarodného manazmentu ludskych zdrojov vo svojej
praci - podporovat a umoznit profesijny rast zamestnancov, vyuzit ich kreativitu, zapa-
jat ich do rozhodovania, motivovat a spravodlivo odmenovat;

5. akceptacia zmeny - zmenu by mal manazér vidiet ako prilezitost, ktora moze pod-
nik nasmerovat k ziskaniu konkuren¢nej vyhody a tym zabezpeci jeho tspech
v buducnosti;

6. informovanost a komunikativnost - manazér musi disponovat efektivnymi komuni-
ka¢nymi zru¢nostami a byt pritom presved¢ivy. Musi vediet aktivne prijimat a selek-
tovat informdcie, ale aj jasne vyjadrit a riadit tok informacii a myslienok k akejkolvek
komunikacii. Musi absorbovat mnozstvo informdcii a vybrat z nich tie, ktoré su pre jeho
pracu nevyhnutné;

7. spravne a efektivne rozhodovanie - jedna z taziskovych cinnosti manazéra. Musi
vediet rozhodovat vcas a tak, aby jeho rozhodnutia vyustili do ¢innosti. Racionalny
pristup k rozhodovaniu méze vylacit chyby a omyly, ma vyustit do jasnych rozhodnuti;

8. emocionalna sebadovera — schopnost primerane zapajat do rozhodovania aj ostatnych
spolupracovnikov, delegovat pravomoci. Zdrava sebaddvera vedie manazéra k tomu,
aby uznal aj svoje chyby a v pripade, Ze sa nevie sam rozhodnut povedal: ,prepdcte,
nepozndm riesenie, poradme sa...

9. etické hodnoty - manazér je prikladom etickych hodnét a dodrziavania etickych
principov pri vlastnej praci. Takto ich moéze prendsat a vyzadovat aj od ostatnych
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zamestnancov, resp. ¢lenov pracovného kolektivu. Ich sucastou je aj zavazok spolocen-
skej zodpovednosti;

10.mysliet v globalnom kontexte — vnimat a poznat politické a hospodarske dianie v me-
dzinarodnom rozsahu, a pritom jasne urcit priority. Manazéri tvoria viziu, vyberaju
stratégiu, pritom musia vediet predvidat zmeny, odhalovat prilezitosti a vyuzivat ich
v prospech nadnarodného podniku v podnikatelskom prostredi.

Okrem uvedenych poziadaviek kladenych na manazérov pdsobiacich na roznych trov-
niach v medzindrodne aktivnom podniku Adler (1992) identifikoval tzv. transnacionalne
kompetentnych manazérov, ktori by mali disponovat este $ir§im rozsahom manazérskych
kompetencii (Obrazok 8.1). Zdoraznuje pritom globalnu perspektivu v medzinarodnom
podnikani.

Transnacionalny manazér Medzinarodny manazér

— pohlad na svetové hospodarske — zameranie na jednotlivé zahranicné trhy;

prostredie z globalnej perspektivy riadenie vztahov medzi centralou podniku
a pobockou v prislusnej krajine

— poznavanie mnohych kultar — detailné poznanie vybranej kulttry

— spolupraca a ucenie sa od prislusnikov — spolupraca prislusnikov réznych
viacerych kultdr sticasne kultr oddelene, alebo postupne

— schopnost prispdsobit sa zivotu — schopnost 7it v odlisnej kultire
v mnohych odlisnych kultirach

— kazdodenny kontakt s rozlicnymi kultdrami — kontakt s inou kulttrou pri pdsobeni v zahranici

— spolupraca s prislusnikmi inej — spolupraca na zaklade jasne definovanych
kultdry na rovnocennej trovni struktdrnych a kultdrnych hierarchi

— podsobenie v pozicii transpatriota — podsobenie v pozicii expatriota/inpatriota

Obrazok 8.1 Rozdiely medzi transnacionalnym a medzinarodnym manazérom
Zdroj: Csikdsova a Janoskova (2017)

Napriek snahdm o presadzovanie univerzalnych poziadaviek kladenych na globalnych
manazérov su vyrazné rozdiely v preferovanych $tyloch riadenia medzi eurépskymi mana-
zérmi a manazérmi z inych krajin. Ako priklad mozno uviest a porovnat:

» Eurdpski manazéri kladu spravidla doraz na objektivne informadcie, aktivnu ucast na
riadeni a vnutornd kontrolu. Vseobecne plati, Ze manazéri na vys$sich riadiacich arov-
niach uplatnuju demokraticky $tyl, k svojim podriadenym sa nespravaju autoritativne.
Komunikacia prebieha zhora nadol, aj naopak a manazéri o¢akavaji aj nazory zo strany
svojich podriadenych. Prevlada vsak silna kontrola vo vnutri pobocky.

» Americki manazéri - kladi v medzinarodnych podmienkach doraz najmai na strategic-
ké riadenie, tvorbu organiza¢nej $truktury a formalne pravidla v nej, ako aj vykonnost.
Vyuzivaju pritom participativny $tyl a delegovanie pravomoci. Tym sa znacna cast ich
rozhodovania prend$a na manazérov na niz$ej irovni.

» Japonski manazéri - sa tiez prispésobuju medzinarodnym trendom, hoci maju ten-
denciu presadzovat entocentricky pristup, podobne ako Americ¢ania. Japonské podniky
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posobiace v zahranidi sice uplatiuju svoj znamy ,japonsky styl riadenia®, avSak s ohla-
dom na miestnu kultdru, nie v takej miere ako vo svojej krajine.

» Manazéri na Strednom vychode (Kuvajt, Saudska Arabia, Bahrajn) - v riadeni je cha-
rakteristickd autoritativnost manazéra, t. j. direktivny $tyl riadenia a striktné prikazy.
Organiza¢né $truktiry sa vyznacuji nepriamymi vztahmi medzi manazérmi so sklo-
nom k centralizacii a upeviiovaniu pozicii a pravomoci nadriadenych. Komunikacia
Casto zavisi od spolocenského postavenia, sily a vplyvu rodiny partnera v rokovani.

POZNAMKA

Medzi zahranicnymi manazérmi a odbornikmi pdsobiacimi na Slovensku maju

osobitné postavenie Cesi, ktorych vdaka dihej spolocnej histérii mnohi Slovaci ani

nevnimaju ako expatriotov. Ceski manazéri sU spdsobom Zivota, Zivotnym 3tylom
a vnimanim zdkladnych hodnét Slovdkom blizsi ako predstavitelia ktoréhokolvek iného
ndroda. Vedia sa rychlejsie zzitf s novym prostredim, nenardzaju na jazykovu bariéru a pod.,
¢o ich vyrazne zvyhodniuje oproti pracovnikom prichddzajicim z inych krajin.

Na manazérov v nadnérodnych podnikoch sa kladt vysoké naroky. Casto nie je dole-
zité z ktorej krajiny manazér pochddza, ale dolezité je ako zvlddne riadenie nadnarodného
podniku v podmienkach globalizacie.

V medzinarodnom podnikani sa uz niekolko desatro¢i opakuje skuto¢nost, ze nadnarodné
podniky nevyuzivaji potencial zien pre pracu v inej krajine. Zastipenie Zien medzi zamest-
nancami nadnarodnych podnikov vysielanymi do zahranicia je velmi nizke. Podla vysku-
mov sa na prelome 20. a 21. storoc¢ia podiel zien na manazérskej pozicii pohyboval okolo
15 %, ale v exekutive zahrani¢nych pobociek to bolo len asi 5 %. Tieto fakty su podporované
aj existenciou viacerych mytov a predstav o zenach v medzinarodnom manazmente a pod-
nikani, ktoré dodnes nie st prekonané, aj napriek meniacemu sa stavu napr. v Spojenych
statoch americkych.

Uvedené hodnoty dokumentuju velmi nizku reprezentaciu zien medzi expatriantmi, ¢o
moze mat negativne dosledky na uplatiiovanie rodovej rovnosti v podnikani. Aj ked global-
nej spolo¢nosti deklaruju princip rovnakych prilezitosti pre obidve pohlavia, zaroven byva
jednou z poziadaviek na kandidata na manazérsku funkciu v zahrani¢nej pobocke predtym
uspes$ne ukoncend misia v zahrani¢i. Tym sa otvaraju prilezitosti viac muzom, ktori viac,
Castej$ie a dlhodobo dostavali prednost pre pracu v zahrani¢nych pobockach.

Jeden z mytov podporuje nazor o tom, Ze zenam chyba motivacia stat sa manazérkou
v medzinarodnom podnikani. Prejavuje sa tu niekolko faktorov, ktoré¢ ovplyviiuju volbu zien
v priebehu ich pripravy a rozvoja kariéry. V etape Startu pracovného zivota maju na ich
rozhodovanie vplyv socidlno-ekonomické faktory, medzi ktoré patri model rodiny, posta-
venie zeny v rodine, vzdelanie rodi¢ov, ekonomicka situacia a prijem rodiny, ndbozenské
hodnoty a i., ktoré vedu k segregacii zenskej pracovne;j sily do urcitych odborov vzdelavania
a povolania, ktoré tie vedd nésledne k mzdovym rozdielom medzi muzmi a Zenami. Zeny sa
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tak velmi Casto ocitnu v tradi¢nych ,,zenskych profesiach” (asistentka, u¢tovnicka, zdravotna
sestra a pod.), kde maji malo prilezitosti pre vertikalny postup.

V procese rozvoja kariéry je funkény postup zZien ¢asto blokovany muzmi pre rozdiely:

a) v hodnotdch a pristupe k praci (napr. muzi si myslia, Ze Zeny netuzia po povyseni);

b) medzi Zenskym a muzskym pristupom k vedeniu Iudi (napr. muzi si myslia, Ze Zeny
chapu moc ako schopnost uplatnit svoje schopnosti a kontrolovat svoj zivot), Zeny pri
praci s ludmi viac kooperuju a vystupuju menej autoritativne;

¢) vnimanim Zenského a muzského prinosu pre podnik (napr. stereotypy vytvorené o roli
zeny a muza v spolocnosti spdsobujt, Ze muz je vnimany ako prirodzene vhodnejsi stat
sa manazérom a v Zivote Zeny je dolezitejsia rola starostlivosti o deti a domacnost).

Zastupenie zien v medzinarodnom podnikani sa meni, viac zien dosahuje vysoké
manazérske pozicie najma v americkych spolo¢nostiach. Samotné Zeny sa ¢oraz viac zau-
jimaji o zahrani¢né staze, ktoré su v mnohych korporaciach povazované za nevyhnutné
pre vyslanie do inej krajiny. Napriek tomu maju niektoré nadnarodné podniky stéle obavy
z toho, ze Zeny manazérky nebudu akceptované v kultdrach, v ktorych dominuju muzi, napr.
v Azii, Latinskej Amerike alebo na Strednom vychode.

Napriek mytom a problémom v medzinarodnom podnikani vela Zien pracuje velmi
efektivne aj v krajinach, kde v miestnej kultire dominuju muzi. Podla Morana a Riesenber-
gera (1994) sa Zeny manazérky vyjadrili, Ze najvicsie prekazky pochadzaji z korporacie,
a nie zo situdcii, ktoré sa skuto¢ne vyskytli pocas plnenia zahrani¢nych uloh. Ak Zeny ukazu
svoje schopnosti, skiisenosti a autoritu, zahrani¢ni manazéri ich berd vazne a ich pristup je
profesionalny.

S rasticim poctom znamych nadnarodnych korporacii ako st IBM, General Motors,
Mondeléz International a i., ktoré riadia generdlne riaditelky, sa zdd, ze trend smerom
k Zendm na manazérskych poziciach stapa. V suvislostiach je to vsak stale iba 6,5 %, a nerov-
nost sa prejavuje aj v odmenovani na manazérskych poziciach (cca 12 - 15 % v prospech
muzov).

Pripadova Studia 7
Zeny manazérky v medzinarodnom podnikani

Vroku 2017 zorganizovala blogerka Ketie Reynolds internetovy prieskum a webindr o Zendch
manazérkach v medzindrodnom podnikani v réznych fdzach ich kariéry, a to v réznych
profesijinych oblastiach. Prieskumu sa zUcastnili napr. generdina riaditelka spolo&nosti
Empathetics, prodekanka a profesorka medzindrodného marketingu z Bostonskej univerzity,
obchodnd& manazérka banky, prezidentka a spoluzakladatelka Gender Equality in
Leadership Club v San Franciscu, viceprezidentka finanénej spolocnosti a i. Kazdd z nich
prezila vlastny osobny pribeh boja proti rodovym stereotypom, &i boja proti Zzendm na
pracovisku a rodovej diskrimindcii. Vystupom tejto aktivity s definované vyhody, vyzvy
a prileZitosti pre Zeny takto:
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Vyhody Zien v podnikani:

» réznorodd pracovnd sila je inovativna — rozmanitost podporuje tvorivost a ino-

vdcie. Zeny a muz maju rézne skUsenosti a pozadie, ktoré formuju ich pristup
k podnikaniu. Vzdjomné vyzvy a spoluprdca s ludmi, ktori myslia inak, mézu
plodit kreativitu a propagovat inovativne ndpady, ktoré posivaju organizdcie
vpred;

Zeny vynikaji makkymi zruénostami potrebnymi na riadenie podniku - vedo-
mosti, odborné a technické zruc¢nosti sU pre kariérny Uspech urcite zdsadné, ale
manaZzment neustdle zddérazrivje mdkké zru€nosti ako najziadanejsie profesio-
ndine atribUty. Aj ked sa charakteristiky, ako je efektivna komunikdcia, empatia
a sebauvedomenie, daju len tazko meraf, sU velmi cenené a moézu v konecnom
désledku skutocne zmenit Uspech organizdcie. Makké zru¢nosti a emocnd inte-
ligencia mézu byt klt€ovou konkurenénou vyhodou pre zeny v podnikani. Napr.
$tudia poradenskej firmy Hay Group (2016) zistila, Ze Zeny prekondvaju muzov
v 11 z 12 hlavnych kompetencii emocnej inteligencie (zahfiiali z&kladné zru¢nosti
pre efektivny manazment: emocné uvedomenie si seba samého, empatiu, zvid-
danie konfliktov, adaptabilitu a fimovu prdcu);

Zeny predstavuji obrovski ekonomicki moc a ponukaju délezity prehlad o spo-
trebiteloch — odhaduje sa, Ze Zeny kazdoroCne prispievajl na spotrebitelské
vydavky viac ako 20 biliénov doldrov, ¢o predstavuje trh s va&sim rastom ako
Cina a India spolu. Zeny tiez tvoria 85 % spotrebitelskych ndkupov. Napriek tomu
je iba 11 % kreativnych riaditeliek v reklame Zien. Spolo¢nost Boston Consulting
Group studiom ,,zenskej ekonomiky* v roku 2008 zistila, Ze Zeny sa citia na trhu pod-
hodnotené. S prihliadnutim na silu Zeny spotrebitelky je zrejmé, ze zeny najlepsiu
poziciu na to, aby vyufili tUto prilezitost a priniesli hodnotny spotrebitelsky pohlad
na stol.

Vyzvy pre Zeny v podnikani:
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» Zeny sU v kl'Géovych oblastiach stdle nedostatoéne zastipené — hoci niektoré

priemyselné odvetvia ukazuju trend rastUceho poctu zamestnanych Zien, napr.
finan¢né institucie, Ci odvetvie ITmaju stdle tendenciu dominovat hlavne u muzov.
Vo vede, vyvoji technoldgii a matematike tvoria Zzeny iba 24 % pracovne;j sily
v USA a 15 % vo Velkej Britdnii. ZastUpené zeny by mohli maf sklon k pretrvévaij-
Ucemu stereotypu, Ze zaujem o ,tvrdU vedu" je Zensky. Ale s predpokladom, ze
povolania v IT odbore patria medzi najrychlej§ie rastice a najlepsie platené,
je dolezité, aby sa Zeny citili oprdvnené ziskavat zrucnosti a vyuzivat prileZitosti,
ktoré im ponuka kariéra v oblasti vedy, techniky a pribuznych odborov;

rodova zaujatost na pracovisku - aj ked vacsina globdlinych manazérov prezen-
tuje, Ze manazérom by mala kompetentnd osoba bez ohladu na pohlavie, je vela
pribehov Zien, ktoré vo svojom profesijnom Zivotopise mali v&csi Uspech s muzskym
menom (resp. rodovo neutrdinym), ukazuju, ze v spolo&nosti stdle funguju myty
a predsudky. Zeny manazérky majl ¢asto pocit, e sU podrobené osobitnému
dohladu. Tam, kde mozZno povzbudit muzov k tomu, aby boli ambiciézni alebo
asertivni, sU Zeny od mladosti programované tak, aby neboli panovacné;
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» Zeny sU menej Uspesné vo vyjedndvani o svojom plate — neochota Zien poZzado-
vaf vyssi plat sa ¢asto uvddza ako faktor rozdielov v odmerovani Zien a muzov.
Spolo¢nost Glassdoor v prieskume o vyjedndvani o plate (2018) zistila, Ze 68 %
Zien prijalo plat, ktory im bol ponUknuty, zatial c¢o 49 % opytanych muzov roko-
valo o plate skér, ako prijali prdacu. Tiez zistili, ze ked sa zeny pokuUsili vyjednat svoj
ndstupny plat, vysledok bol pre nich spravidla menej priaznivy. Podobne v roku
2016 studia Cass Business School, University of Warwick a University of Wisconsin
spochybnujuca predstavu, Ze Zeny nepozaduju zvysenie, zistila, Ze Zeny rovnako
Casto pozaduju zvysenie miezd ako muzi, ale Uspech dosiahlo len 25 % z nich.
Akceptuje sa tiez, Ze muizi si veria ovela viac, ked sa uchddzaju o manazérsku
poziciu, alebo vyjedndvaju o plate. Aj Uspesné zeny sa citia nedostatocne kom-
petentné a podceriuju svoju hodnotu. Zeny, ktoré veria vo svoju viastnd hodnotu
a pozaduju plat, ktory to odrdza, su doélezitym krokom k prekonaniu mzdovych
rozdielov. V&c&sia fransparentnost v odmenovani moéze tiez pomdct vyrovnat rov-
naké podmienky.

PrileZitosti pre Zeny v podnikani:

» rodovd rovnost a inkluzivnost sa stavajo politikou — pre niektoré organizdcie, ktoré
sa zameriavaju na buducnost, sa rodovd rovnost stdva politickou zdlezitostou
(napr. rovnaké zastUpenie zien v manazmente, v predstavenstve, vo verejnej
spradve a pod.). Obchddzanie zaujatosti prostrednictvom politiky prijimania
zamestnancov mobze organizdcidm pomoct vyuzivaf vyhody rovnovdhy a rovnos-
ti. Prezentovanim spravodlivého zastUpenie muzov a Zien, inkluzivna podnikovd
kultdra a rovnovéha medzi pracovnym a sukromnym Zivotom tiez pomdhaju
organizdcidm prildkaf Spickové talenty. Aj z tychto dévodov sU napr. spolocnosti
Salesforce, General Electric alebo Deloitte prezentované ako vynikajuci zamest-
ndvatelia pre Zzeny aj muzov;

» podnikanie ako cesta k Uspechu - stdle viac Zien sa venuje viastnému podnika-
niu. V USA vzrdstol pocet podnikov zalozenych zenami za poslednych dvadsat
rokov az o 74 %. Samostatné podnikanie déva zendm oprdvnenie stat sa viastnou
$éfkou a platit si svoj viastny plat. Musia pritom dodrziavat urcité pravidld, ale ula-
hcuje im rovnovadhu medzi kariérou a rodinnym zivotom. Podnikanie predstavuje
pre zeny cestu k prekonaniu rozdielov v odmenovani a rastu na manazérskych
pozicidch podla ich viastnych podmienok. Prevddzka viastnej spolocnosti tiez
ponuka zendm prilezitost spolupracovat s inymi ambiciéznymi rovnako zmyslaju-
cimi Zzenami a zamestnat ich, &im podporuju novy generdciu Zien vo veducich
pozicidch;

» posilnenie déveryhodnosti s vysokoskolskym titulom - vela Zien zdokonaluje svoje
odborné vedomosti a zru¢nosti prostrednictvom vysokoskolského vzdelania, prd-
ve z dévodu, aby vynikli na konkurenénom trhu prdce. Napr. stdle rastie pocet
Zien zapisanych na obchodnU $kolu v USA, &i uz ide o vysokoskolské §tudium
alebo MBA. Obchodnd 3kola ponudka cennu platformu $tudiinych programoyv,
kurzov a semindrov pre zeny, aby sa stali odbornickami v danej oblasti, aby
frénovali vodcovské schopnosti a ziskali sebaddveru, ktort potrebuju pre vstup
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do podnikania. Obchodnd skola je tiez neocenitelnou prilezitostou na vytvdranie
sieti a prilezitostfou stretnUt sa s mentormi, profesormi aj Studentmi univerzity. Men-
tor méze ponuknut poradenstvo a slUzit ako platforma pre nové ndpady, mbze sa
staf délezitym sponzorom v kariére, ponuknut profesiondine prilezitosti a pomdhat
ambicidéznym a talentovanym zendm pri daliom postupe na kariérnom rebricku
(Reynolds, 2017).

Je dolezité, aby Zeny v medzinarodnom podnikani vedeli pri svojej praci uplatiovat tri
aspekty, ktoré im mozu pomoct vyrovnat sa s novymi situaciami v zahranici, a to:

1. Autorita - Tudia v tradi¢nych kultarach neprijimaji cudzincov bez vyhrad. Moze to
sposobit problémy najma tam, kde sa Zeny v§eobecne nepovazuju za autoritu. Manazér-
ka v zahrani¢i musi toto svoje postavenie dat najavo formalne aj neformdlne ¢o najskor
po prijati tejto tlohy. Poznanie domacej kultury a citlivost na zauzivané spdsoby spra-
vania v danej krajine mozu takejto situdcii velmi pomoct.

2. Postoj - zeny nemusia byt znevyhodnené v cudzej kulture, kde prevladaji v podnikani
muzi. Zeny majt oproti svojim muzskym kolegom niektoré vyhody, si vnimavejsie pri
budovani medziludskych vztahov. Vzdy je vhodné zachovat si pozitivny pristup k hos-
titelom, spoznavat kulturu hostitelskej krajiny a vnimat ich pristup.

3. Prisposobivost - expatrianti musia byt citlivi na kultirne rozdiely. Casto sa v zahraniéf
dozvedia viac o kultdre svojich hostitelov, no nemali by sa nechat zastrasit. Hostitelia
¢asto uznavaju cudzincov a nechaji ich robit drobné chyby v etikete a zdvorilosti. Je
vSak vhodné dodrziavat spolocenské zvyky a nadvédzovat miestne vztahy a kontakty.

Zeny st v medzinirodnom manazmente a podnikani stdle v mensine a tito situdcia
nemusi byt pre nich jednoducha. Jednym zo spdsobov, ako bojovat proti tomuto pocitu
izolacie, je vytvaranie sieti a podpornych skupin, ktoré mozu byt dolezitym miestom na
posilnenie ich identity ako Zien, aj ako profesionalok a manazérok.

8.3 Vplyv kultdrnych odlisSnosti vo vybranych krajinach

V medzinarodnom podnikani je spoluprdca a rokovanie so zahrani¢nymi partnermi
nevyhnutnou kazdodennou praxou. Napriek tomu, ze globalizacia prinasa unifikdaciu
do mnohych oblasti zivota, urcité kultirne $pecifika stile pretrvavaju a je potrebné
zohladnovat ich aj v podnikani. Délezitost poznania zahrani¢nej kultiry sa prejavuje
najmé pri rokovani v zahranici, kde nie je mozné ignorovat rozdiely medzi vlastnou
a hostitelskou krajinou.

Hoci nikto neoc¢akava poznanie vsetkych detailov zahrani¢nej kulttry, je nutné poznat
zakladné odlisnosti a tolerovat ich v praxi. Poznatky o kulturnych odli$nostiach v jed-
notlivych regiénoch sveta pomdhajiu manazérom pohybujicim sa v odliSnom kultirnom
prostredi, ¢i uz v pozicii expatriotov, inpatriotov alebo transpatriotov, predvidat mozné
reakcie prislusnikov inej ndrodnej kultury, s ktorymi prichadzaji do kontaktu v praci, alebo
obchodnom rokovani. Na pracovisku mozu vznikat rozne konflikty a nedorozumenia, ako
doésledky odlisného individualneho osobnostného profilu, ktoré moézu byt podporované
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nepochopenim vyplyvajicim z prislusnosti k réznym kultdram. Pripraveni manazéri doka-
zu lahsie eliminovat kulturny $ok a mozu sa sustredit na vecnu stranku svojej prace.

Medzi zakladné kulttrne $pecifikd vo vybranych regionoch sveta patria napr.:

Eurdpa
- napriek tomu, ze Eurdpska unia sa snazi vystupovat jednotne a ziskat tak ¢o najlepsiu
poziciu najmé vo vztahu k USA a Japonsku, doteraz nedoslo k zjednoteniu kultur jednot-
livych krajin. Niektoré prvky kultary st podobné v celej Eurdpe, iné st vsak velmi odli$né.
Mozno napr. spolo¢nym prvkom v oblasti manazmentu udskych zdrojov vo vsetkych kraji-
néach Eurdpy je hnacou silou pracovného vykonu a motivacie pre zamestnancov mzda, ktora
umoziiuje plnenie ich individudlnych potrieb. Casto je aj v jednotlivych krajindch Eurépy
problémom jazykova pripravenost zamestnancov, najma ked slovanské narody uprednost-
nuja vlastny jazyk pred angli¢tinou. Jednym z problémov je aj rozdielny vyznam verbalne;
a neverbalnej komunikacie, ¢i priestorové spravanie (rozliSuje kontaktné a nekontaktné
kultary).

Medzi kulturne $pecifikd ovplyviujice manazment fudskych zdrojov v zapadnej Eurd-
pe patria najma:

» vyuzitie ¢asu — dohodnutie obchodu je ¢asto rychle, stretnutia sa zac¢inaju a koncia
v dohodnutom case, presnost a dochvilnost sa tyka aj dohodnutych zavizkov.
Na dochvilnost si potrpia najma partneri z Nemecka, Holandska, $kandinavskych krajin
a Belgicka. Volnejsi pristup je u partnerov v Taliansku, Franctizsku, Grécku, Spanielsku
a Portugalsku;

» individualizmus - u zamestnancov prevazuje vedomie vlastného postavenia a prislus-
nosti k ur¢itej socialnej triede. K vytvaraniu priatelskych vézieb na pracovisku dochadza
pomaly, Castejsie sa rozlisuju ,priatelia®, ,,kolegovia“ a ,,ostatni;

» hierarchia a konformita - v prici a osobnom Zivote si zamestnanci cenia poriadok, dis-
ciplinu a vedomie zodpovednosti. V pracovnej kariére ma velky vyznam vzdelanie, ale
aj znamosti (konexie). Vo Velkej Britdnii a Franctzsku maji vysoké uznanie absolventi
prestiznych univerzit. Manazéri deleguju len velmi malo pravomoci a zodpovednosti
smerom nadol;

» verbalna komunikacia - ocakdva sa priama, jasna forma vyjadrenia, malo sa toleruje
nejasnost a dvojzmyselnost. Partneri sa oslovuju ,,pan®, ,,pani® s uvedenim priezviska,
akademické tituly sa pouzivaju stale menej, okrem Talianska a Rakuska;

» neverbalna komunikacia - podnikatelia st zdrzanlivi v neverbalnych prejavoch, prilis-
na gestikulacia je nevhodnd v obchodnom, aj spolocenskom styku. V zasade plati, Ze na
juhu Eurdpy ludia vyraznejsie gestikuluji a prejavuji svoj temperament, ako v severnej
casti Eurépy;

» obchodné rokovanie a etiketa - predpokladom uspesného rokovania je dosledna
priprava a efektivne vedenie procesu. Rokovanie je spravidla formalne, zdvorilé, ale
pruzné. Zdoraznuju sa spolo¢né zaujmy a zaujem o spolupracu v budicnosti;

» neformalny rozhovor - je Casto sucastou vykonu prace, s cielom uvolnit atmosféru
na pracovisku a spoznat druht stranu. Musi vsak byt kratky a odporuca sa vyhnut
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nevhodnym témam (napr. nevhodna je otazka osobnych prijmov, vierovyznania, o ro-
dine radi hovoria Taliani a ini).

Podnikatelia v krajinach strednej a vychodnej Eurépy vaimaju podnikatelské prostredie
ako premenlivé, skiSaju nové prilezitosti, aj ked nemaju vela skdsenosti. Vyraznym kultur-
nym faktorom je prevazujica skupinova orientdcia, uprednostnovanie prace a rokovania
v time, zmysel pre ¢as a dochvilnost, obmedzené kompetencie a neochota prevziat osobnu
zodpovednost, nejasnost v delbe rozhodovacich pravomoci, zna¢na byrokracia a korupéné
praktiky. Verbalna komunikdcia je priama a otvorena s jasnymi poziadavkami. Pri never-
balnej komunikacii Eurdépania dodrziavaju mensiu vzdialenost, viac gestikuluju a prejavuju
emocie. Pri rokovani maju manazéri obycajne vysoké pociato¢né poziadavky, ustupuju len
pomaly a zdlhavo, rozhodovanie je skor impulzivne, kone¢né rozhodnutie je v kompetencii
vrcholovych manazérov. Uvedené zovSeobecnenia vSak nie su uplatiiované vo vsetkych
krajinach strednej a vychodnej Eurépy rovnako.

Vyrazné rozdiely si napr. aj v pracovnom spravani obyvatelov Velkej Britdnie a Fran-
cuzska. Prislusnici inych kultar vnimaju Britov ako konzervativnych, chladnych a rezervova-
nych Iudi. Ich typickymi vlastnostami st zdvorilost, trpezlivost, zdrzanlivost a ohladuplnost,
vyrazna je aj Cestnost a zmysel pre fair play aj v praci. Briti maju radi vo veciach jasno a systém,
st disciplinovani a svoje emocie sa snazia drzat pod kontrolou. Francuzi su nesmierne hrdi
na svoju historiu, jazyk, kultiru, aj narodnt kuchynu. St velmi zdvorili, veseli, spolocenski,
maju radi Zivot so vSetkymi jeho pozitkami. Velky vyznam klad na vzdjomné neformélne
zavazky a laskavost. Dolezité je pre nich ¢aro ¢loveka, schopnost zaujat kultivovanou komu-
nikdciou a zdoraznit hodnotu svojej osobnosti. S pre nich typické doveryhodné vztahy na
pracovisku ku kolegom, aj nadriadenym a dobra pracovnd atmosféra.

V pracovnom i osobnom Zivote su napr. Nemci povazovani za perfekcionistov. Maju
radi istotu, jasné pravidla, reSpektuju predpisy a nariadenia, striktne dodrziavaju zdkony.
Velmi su pre nich dolezité vecné zalezitosti, jasné pracovné roly, odborna spdsobilost
a kompetencie. Maju radi ,veci pod kontrolou®, snazia sa minimalizovat riziko a odstrano-
vat zdroje nedostatkov a chyb. Su nesmierne precizni pri planovani, dodrziavani terminov
a ¢asovych harmonogramov. Cas je pre nich vzdcny statok, organizaciu préce a ¢asu pova-
zuju za predpoklad efektivnej prace a profesionality. Nemci striktne oddeluju pracovny
a sukromny Zivot, na pracovisko prichadzaju presne a rovnako presne z neho odchadzaju.
Ich vztahy na pracovisku su velmi formalne, v praci neradi hovoria o svojom sukromi,
nemaju radi ak ich doma niekto vyrusi s pracovahym problémom (Novy a Schroll-Machl,
2005).

Rusko a krajiny byvalého Sovietskeho zvizu
- pre Rusov je typicka hrdost na svoju krajinu, radi hovoria o tom aky maju tazky zivot
a v akych krutych podmienkach st schopni prezit. Ruské rodiny st zavislé od svojich ¢lenov,
¢o prenasaju aj do pracovného prostredia. V podnikoch sice ¢asto platia autoritativne pravi-
dla, napriek tomu st medzi zamestnancami neformalne vztahy. Rusi ¢asto podriaduju svoje
individualne ciele skupinovym, ktoré si osvojuju. Prejavuju silnt previazanost jednotlivca na
skupinu, viac sa snazia o vzajomnu zavislost, nez o osobnu nezavislost. Jednotlivec sa moze
spolahnut na ¢lenov skupiny, vSetko vyriesia spolupracou a spolo¢nou zodpovednostou. Pre-
feruju kvetnaty $tyl vyjadrovania, st znami ako dobri vyjednavaci s vysokymi pociato¢nymi
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poziadavkami a zdrahavym ustupovanim. Kompromis povazuju za slabost, neobavaji sa
konfliktov, svoje emdcie neskryvaju a otvorene prejavuju pripadnu zlost, ¢i nestihlas. Maju
prehlad o konkurenénom prostredi a ponukach. Pri rokovani s nimi je potrebna trpezlivost,
cielavedomost, vecna, detailna a technicky dobre spracovand prezentdcia.

Severna Amerika

- pre ekonomické prostredie je charakteristickd sloboda podnikania, podpora hospodar-
skej sutaze a existencia velkych korpordcii. Podnikatelia beru obchod vazne, povazuju sa za
odbornikov znalych modernych riadiacich metdd a technickych postupov. Pri rokovani je
potrebné brat ohlad na multikultdrny charakter krajiny, ako aj na va¢$iu mobilitu pracovnej
sily. Severoameri¢anom sa vieobecne vytyka, zZe sleduju skor kratkodoby zisk, ako dlhodobu
prosperitu, su prili$ sitazivi a neradi pristupuju na kooperativny $tyl rokovania, mélokedy sa
prisposobuju kultirnych zvyklostiam partnerov, malo po¢uvaju, su netrpezlivi a neochotni
ocenit vyznam osobnych viazieb a emdcii. Aj tu prevlada individualizmus - jedinec moze
ziskat dobré postavenie vdaka svojej sutazivosti, vykonnosti a cielovej orientacii. Rokovanie
vo velkych timoch nie je obvyklé, maly tim je mozny iba v pripade zlozZitych a vyznamnych
obchodov. Pri rokovani sa kladie doraz skor na obsah, ako na formu, bezna je neformalnost.
Prevlada snaha rokovat len s osobami, ktoré maja plnti pravomoc prijat rozhodnutie. K uza-
tvaraniu dohod pristupuju velmi vazne, kladu doraz na presné vyjadrenie prav a povinnosti.
Ich pristup k zavizkom je velmi seriézny a to isté ocakavaju aj od druhej strany. Z pohladu
neverbalnej komunikacie maju okolo seba radi dostatok priestoru, ale malo dotykov (okrem
pevného kratkeho stisku ruky).

Latinska Amerika

~ ludia zijt skor pre pritomnost, nendhlia sa, nestresuji. Cas pre nich vela neznamena, st
nedochvilni a ¢asto nedodrziavaju terminy. Potrpia si vSak na uctievanie veku a autorit,
postavenie jedinca v spolo¢nosti je viazané na jeho spolocenské postavene a znamosti. St
patrioti, maju velky zmysel pre dostojnost, st spolocenski, pohostinni a temperamentni.
Ich gestikuldcia je vyraznd, fyzicka vzdialenost pri rozhovore mala, dotyky medzi osobami
dost ¢asté, rovnako ako prejavy emocii. Verbalna komunikacia sa vyznacuje vyraznym preja-
vom a prerusovanim prezentacie druhej osoby, v snahe zdielat nazor. Preferuju nepriamy
$tyl vyjadrovania, priamo vyslovené ,nie“ povazuju za nezdvorilé. Pri rokovani prevazuje
kooperativny $tyl, ale pomaly postup, s vyraznou az vasnivou argumentaciou a prejavom
emocil. Preferuju rokovanie v mensich timoch, nevyhladavaji konflikty, skor sa snazia najst
kompromis. Latinskoamericki podnikatelia st niekedy velki optimisti a moze sa stat, ze slu-
bia, ¢o nemdzu splnit. Velky vyznam maji obchodné zndmosti, dobré referencie, ¢i moznost
uviest priklad dobrej spoluprace so znamymi osobami a podnikmi.

Azia
- podnikatelské prostredie je v tychto krajinach charakteristické spolupracou a silny-
mi vizbami medzi vladou, priemyslom, bankami a vyrobcami. V mnohych krajindch na
vychod od Indie st proklamované myslienky ¢inskeho u¢enca Konfucia, ktoré ovplyviuju
aj ekonomicky Zivot. Medzi tzv. ,azijské hodnoty“ a typické vlastnosti patria skromnost,
oddanost, snaha o dosiahnutie harmoénie, délezitost znamosti, usilie riesit problémy kon-
senzom, vyznam postavenia v spolo¢nosti a i. Azijské krajiny su povazované za skupinovo
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orientované kultary s velkym dorazom na kolektivnu sudrznost, prejavujicu sa lojalitou
k zamestnavatelovi, re$pektom a tictou k star$im a nadriadenym. Typicka je pre nich trpezli-
vost, opatrnost a pomalé rozhodovanie, ktoré je ovplyvnené preferenciou dlhodobych vzta-
hov, timovym konanim a rozhodovanim. Pri verbéalnej komunikdcii je oceniovana pokora
a skromnost, typicka je neddvera k slovam, neprijemnému spdsobu vyjadrovania a vysoky
vyznam kontextu. Neverbalna komunikacia je rezervovanejsia, bez prilisnej gestikulacie
a mimiky, s kratkym o¢nym kontaktom a bez zbyto¢nych dotykov. Aj ked medzi azijské
krajiny patria aj Cina a Japonsko, maju svoje kultirne $pecifika, napr.:

» Cinski podnikatelia maju etnocentrickt predstavu, ze Cina je ako najstarsia civilizcia
stredom sveta a tak sa aj spravaju k cudzincom. S ¢inskymi partnerom je velmi dolezité
vytvorit si dlhodoby vztah, st velmi citlivi na hierarchické postavenie ludi v pracov-
nom alebo spolo¢enskom styku. Na rokovanie je potrebné dokladne sa pripravit, ¢inski
partneri pouzivaju rozne taktické manévre s cielom dosiahnut pre seba ¢o najvyhod-
nej$ie podmienky. Za nevhodné povazuju dévat najavo hnev, netrpezlivost, prejavovat
vnutorné pocity, prerusovat prezentaciu inych a pod.

» Japonci uznavaji vysoku mieru kolektivizmu a re$pektu k moci, hierarchicka struktaru
star$i verzus mladsi, nadriadeny verzus podriadeny. Velmi ocenuji priatelstvo, ¢o ma
vplyv na vzajomné vztahy a uroven spoluprace. V podnikoch platia tradi¢né principy,
t. j. prisna pracovna etika, oddanost a lojalita k podniku, re§pekt a ticta k nadriadenym,
celozivotné zamestnanie atd. Pri rokovani s partnermi je délezité zachovat si tvar. Sna-
zia sa vyhybat otvorenym konfliktom a kritike, situdciam, ktoré by sa mohli dotknut
sebaticty. Vo verbalnom prejave Japoncov prevazuje implicitny sposob komunikacie,
obsah rokovania je zabaleny do kontextu a ml¢anie je sicastou komunikacie. Otvorena
kritika a odmietavy postoj neprichadza do vahy, prednost ma nepriamy a neurcity
spdsob vyjadrovania. Neverbalne prejavy st skor skryté, Japonci nedavaju svojej vlastné
emocie najavo, zakryvaju svoje citenie.

Arabské staty
- patria sem krajiny pri Stredozemnom mori a na Blizkom vychode, ktoré maju spolo¢né
¢rty, ale aj odliSnosti. Arabi veria, Ze vac$ina veci v Zivote je kontrolovanych a ur¢enych skor
osudom ako fudmi. Spolocenské postavenie jednotlivcov je zalozené na prislusnosti k uréitej
spoloc¢enskej triede a na rodinnom prostredi. Arabska spolo¢nost je velmi konzervativna,
ich myslenie ovplyviuje islam a silna tcta k tradiciam. Za zakladné hodnoty je povazova-
né dostojnost, Cest a povest. Pre Arabov je dolezité spravat sa tak, aby vzdy vyvolali dobry
dojem u ostatnych. Samych seba povazuju za $tedrych, Tudskych, zdvorilych a lojalnych.
Arabska kultura patri medzi skupinové kultdry s nepriamym spdsobom vyjadrovania sa, so
zmyslom pre konformitu a zachovanie tvare. Arabski partneri davaju napr. prednost osob-
nému kontaktu pred telefonickym. Samotné rokovanie o obchode prebieha velmi odlisne
ako v Eur6pe. Arabi miluju obchodovanie a vSetko ¢o s tym suvisi. Rokovanie s nimi byva
zdlhavé, Casto prerusované, ¢asto opakované. Je potrebna trpezlivost a pozornost venovana
tivodnému stretnutiu, zoznameniu. Uvodny nezavizny rozhovor konéi arabsky partner, kto-
ry naznadi prechod k podstate rokovania. NajdolezitejSie je presvedcit arabského partnera
o doveryhodnosti a nadviazat s nim osobny, az priatelsky vztah. Velmi im zaleZ{ na osobnych
znamostiach. Nutné je rozliSovat socialny status partnera, oslovovat ho oficidlnym titulom
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a ctit jeho vek. Ustne sluby nemozno povazovat za zavizné, dohody musia mat pisomnu
formu a ich dodrziavanie treba kontrolovat. Arabi su ¢asto nedochvilni, pricom je zbyto¢né
ocakavat ospravedlnenie, ale od Eurdpana oc¢akavaju presnost. Arabska kultura sa vyznacuje
vyraznou recou tela a je povazovand za kontaktnu kulturu s mens$imi interpersonalnymi
vzdialenostami.

V sticasnosti sa prejavuje zmena priorit v zamestnavani expatriantov. Prichod zahrani¢nych
manazérov spolu so zahrani¢nou investiciou uz nie je nevyhnutnostou, skdr vynimkou.
Cudzich manazérov zahrani¢nych pobociek nahradzaji domaci manazéri. Podobne
aj klucové, vysoko $pecializované pozicie su obsadzované schopnymi a kvalitnymi
kandidatmi.
Miestni zamestnanci stracaju re$pekt voli vyslanym expatriantom, a to z niekolkych
dévodov, napr.:
» neschopnosti expatriantov prispOsobit sa meniacim sa podmienkam trhu a pravidlam
pre podnikanie;
» neochote expatriantov vcitit sa do potrieb miestnych zamestnancov;
» necitlivému $tylu riadenia expatriantov;
» nedostatocnej odbornej kvalifikdcii niektorych expatriantov,
» negativineho dopadu nevhodnych pracovnych postupov expatriantov na ziskovost
organizacnej jednotky,
» otravenosti miestnych zamestnancov z nadmernych prijmov, benefitov, a vyhod mno-
hych expatriantov,
» presvedcenia, Ze expatrianti blokuju rozvoj kariéry miestnych odbornikov a pripravuju
ich o prilezitosti k povyseni (Dvordkova a kol., 2007).

Uvedené fakty podporuju kritiku etnocentrického pristupu k stratégii manazmentu
ludskych zdrojov. Tento stav sa v ostatnom c¢ase meni aplikdciou regiocentrického pristupu
(lokaliza¢ny), ktory predpoklada systematickd pripravu domacich manazérov, ktori nahra-
dia expatriantov. Znamena to prileZitost rastu pre talentovanych miestnych potencialnych
manazérov a rozvoj ich kariéry.

Medzinarodné podnikanie ma svoju histériu aj na Slovensku, vo via¢som rozsahu od
roku 1990. Posobenie expatriantov (zo zapadnej Europy a USA) sa zintenzivnilo s ndrastom
zahrani¢nych investicii, najmé po roku 1998. Suviselo to predovsetkym s nepripravenostou
miestnych fudskych zdrojov na prevzatie kluc¢ovej zodpovednosti na roznych manazérskych
a $pecializovanych poziciach. Tykalo sa to napr. projektov na zelenej luke, s ktorymi Slovaci
v tom case nemali skusenosti, ale aj procesov vo vyrobe, obchode, sluzbach, marketingu
a pod. Nedostatok kvalifikovanych domacich zamestnancov bol aj vo vyvoji, v Specialnych
technologiach na spracovanie materialov, ktoré tu dovtedy neexistovali, aj v riadeni ludskych
zdrojov atd. Z tychto dévodov zahrani¢ni investori na Slovensko spolu s finan¢nym kapi-
talom a know-how doviezli aj Iudi, ktori rozbehli a nastavili zakladné systémy a odovzdali
skusenosti a zru¢nosti lokdlnemu manazmentu tak, aby potom po niekolkych rokoch pre-
vzali zodpovednost.
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S odstupom dvoch desatrodi sa v sucasnosti zahrani¢ni investori na Slovensku coraz
viac spoliehaji na miestne fudské zdroje, prichod zahrani¢nych manazérov spolu so zahra-
ni¢nou investiciou je skor vynimkou. Na vysoké manazérske a Specializované pozicie je uz
totiZ aj na Slovensku dostatok schopnych a kvalitnych kandidatov a zavisi od konkrétnych
podmienok, ako sa investor rozhodne. Investori aj dnes este zvazuju, ¢i je vhodnej$ie poslat
do hostitelskej krajiny expatrianta alebo najst domaceho manazéra, vicsinou sa uz viak
rozhoduju pre lokalny manazment.

Ak sa domaci manazér v poziadavkach, schopnostiach a skisenostiach vyrovna zahra-
ni¢nému, znamend pre zamestnavatela urcite viac plusov ako minusov. Lokalny manazér
pozna domace prostredie, mentalitu ludi, jazyk, zvyky, kultdru atd. Je efektivnejsi aj pri
komunikacii s externym prostredim, kde expatriant vd¢$inou nardza na bariéry. Mnohé
zélezitosti ovela tazsie vyriesi, kontakty musi hladat cez sprostredkovatela alebo timo¢nika.
Tazgie sa orientuje a taz$ie komunikuje aj s radovymi zamestnancami, ktor{ napr. vo vyrobe
len mélokedy ovladaju cudzi jazyk.

Pdsobenie expatriantov ma aj vyhody, napr. priabsencii kvalitnych domacich manazérov
je ich pritomnost nevyhnutnou podmienkou zacatia a uspe$ného napredovania investicie.
Okrem know-how je délezitym prinosom zahrani¢nych manazérov aj podnikova kultura,
ktortd zahrani¢ni manazéri Casto prindsaju a presadzuju (dolezity prinos zahrani¢ného
manazmentu).

Ur¢it idealny ¢as na stiahnutie expatriantov a nastup domacich manazérov na najvyssie
posty nie je jednoduché, takéto rozhodnutie je individudlne a zavisi od stupna vyvoja a pla-
nov materskej spolo¢nosti. Vymena ma nastat v case, ked lokalny manazment dokonale
rozumie nielen domacemu trhu, ale Ze dokdze rovnako uspesne plnit ciele nadnarodného
podniku.

Diskusné otazky

1. Aka je podstata a vyznam vplyvu medzinarodného prostredia na fudské zdroje?
2. Aké su predpoklady aspesného manazéra v medzindrodnom podnikani?

3. Poznite rodové rozdiely v medzinarodnom manazmente?

4. Aké kultirne odli$nosti vo vybranych krajinach poznate?

5. Je zamestnavanie expatriantov v nadnarodnom podniku vyhodné?

S rastom vyznamu medzinarodného manazmentu je stdle vacSia pozornost venovana
schopnosti efektivne pracovat v odlisnom kultirnom prostredi, adaptovat sa na iné socidlne
a kultarne podmienky tak, aby boli pre nadnarodny podnik prinosom. V medzinarodnom
manazmente a podnikani je komunikdcia so zamestnancami a zahrani¢nymi partnermi
nevyhnutnou kazdodennou praxou. Napriek tomu, Ze globalizacia prindsa unifikaciu do
mnohych oblasti zivota, kultirne $pecifika stale pretrvavaju a je potrebné zohladnovat ich
aj v podnikani. Nadnarodné podniky musia v manazmente ludskych zdrojov zohladnovat
aj tato stranku a investovat do svojich zamestnancov v zahrani¢i zdroje najmi v podobe ich
dalsieho vzdelavania. Rozvoj manazérov, odbornd a jazykova priprava v $pecializovanych
kurzoch, seminaroch, workshopoch by mali okrem novych vedomosti a informécii (napr.
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o narodnej kulture, pravidlach, zvykoch) byt zamerané aj na ziskavanie a zdokonalova-
nie zru¢nosti, v snahe vytvorit redlnu predstavu efektivneho plnenia manazérskych uloh
v zahraniéi.
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PODNIKATELSKA ETIKA
V KONTEXTE
MEDZINARODNEHO
PODNIKANIA

ekonomickych §truktur a vztahov, ale aj na pozadi existujiceho prirodného
a socidlneho prostredia a v ngjsisom chdpani zahfna nielen otdzky
spojené so Zziaducimi mordinymi normami v prislusnych profesidch, ale aj mordine
aspekty rozhodovania vo sfére hospoddrskej politiky jednotlivych §tdtov. V tejto
suvislosti mdzZe etika pdsobit ako jedna z foriem kritiky daného stavu a ako
faktor oponentury takym rozhodnutiam a krokom ekonomickych subjektov,
ktoré vedu k destabilizécii ekonomického poriadku napriklad bezohladnym
pristupom k prirode ako lacnému zdroju alebo pri enormnom zaftazovani
Zivotného prostredia, environmentdinych katastrofdch, globdinom zvysovani
nezamestnanosti a podobne. Rozvoj medzindrodného obchodu vyrazne ovplyviuije
vznik novych foriem medzindrodného podnikania. V tejto suvislosti vystupuje
medzindrodnd podnikatelskd etika so svojimi subjektami a mordinymi principmi.

P odnikatelskd etika reflektuje skuto&nost, ze podnikanie sa odvija v rdmci

Ciele kapitoly
- identifikovat podstatu podnikatelskej efiky,

— vysvetlit historicky vyvoj a doélezitost etiky,
- popisat Ulohu efickych kédexov.
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¥9.1 Podstata a vyznam podnikatelskej etiky

Aby podnikatelia, ktori st v neustdlom kontakte s kolegami, zdkaznikmi a partnermi vede-
li predchadzat nedorozumeniam, predchadzat nepokojom v socidlnej oblasti alebo lahsie
navigovat v kazdodennej komunikacii, existuje sibor pravidiel a noriem, ktoré im v tom
pomahaji. Nazyvame ich podnikatelska etika uvadza Aleksyna (2019).

Osobitna pozornost sa venuje etikete, formovaniu a vyvoju moderného obchodného
protokolu. Takéto vlastnosti ako zdvorilost, taktnost, jemnost, slusnost st definované ako
zéklad pravidiel ludského spravania v spolo¢nosti. Preto je téma podnikatelskej etiky pre
uspe$né podnikanie nesmierne dolezitd. Podnikatelskd etika je vysledkom dlhodobého
vyberu pravidiel, foriem najvhodnejsieho spravania, ktoré prispieva k uspechu v obchod-
nych vztahoch. Hlavnu funkciu alebo podstatu podnikatelskej etiky mozno definovat ako
formovanie takych pravidiel spravania sa v spolo¢nosti, ktoré podporuju vzdjomné porozu-
menie ludi v procese komunikacie pocas prace. Druhou dolezitou funkciou etiky je funkcia
pohodlia, ucelnosti a praktickosti (Movchan, 2007). Dodrziavanie pravidiel obchodnej etiky
je navy$e jednym z hlavnych prostriedkov formovania imidzu. Prax ukazuje, Ze v modernom
civilizovanom podnikani st firmy a organizécie, ktoré podporuju rozvoj a implementéciu
podnikatelskej etiky, uspesnejsie ako tie podniky, kde takéto pravidla chybaju.

Co to znamend? V praxi sucasného moderného podnikania sa preukazuje, ze firmy
a organizacie, ktoré podporuju rozvoj a implementaciu podnikatelskej etiky st uspe$nejsie
ako tie ktoré na nu velky doraz neklada.

Podnikatelské subjekty maju pre realizaciu svojich aktivit vymedzeny priestor najma
pravnymi a organiza¢nymi normami. V mnohych spolo¢nostiach, kde posobia zahrani¢ni
investori sa stretavame s kreativnymi a etickymi postojmi pri vypliovani vymedzeného
podnikatelského priestoru.

» Etika v najsirSom slova zmysle sa zaobera tym, ¢o je v spravani udi dobré a zIlé. Venuje
sa [udskym pravam a povinnostiam a pravidlam, ktoré ludia uplatiuja pri svojom roz-
hodovani, pravidlam, ktoré usmernuju ich spravanie.

» Etika je dolezitou sucastou podnikovej kultury, ktora sa opiera o fudsku potrebu k nie-
komu prindlezat, patrit, zaradit sa do spolocenstva udi s rovnakymi potrebami, zaujma-
mi a hodnotami vysvetluje Svitacova (2005).

» Etika a podnikanie su kategdrie, s ktorymi je uzitocné pracovat, poznat ich
a zlepsovat.

Klt¢ovymi terminmi pre etiku st hodnoty, prava, povinnosti a moralne pravidla:

» hodnota - je pre ¢loveka nie¢o, ¢o chce mat alebo &o chce, aby sa stalo. Clovek ma
relativne stalu $trukttru svojich hodnot. Ak hladame svoje hodnoty, potom sa pytajme
¢o je pri¢inou nasho spravania, napriklad: ,,Preco chceme vediet viacej o podnikatelskej
etike?“ Pytanim sa ,,pre¢o” do stéle vic¢Sej podrobnosti nas nakoniec privedie k podstate
pri¢iny — k hodnote;

» pravo - vo vztahu k etike méZeme pravo definovat ako vlastnd slobodu alebo priestor,
v ktorom je subjekt nezavisly, kde sa moze volne pohybovat;

» povinnost — je vo vztahu s pravom. Ak ma niekto pravo, potom ma druhy povinnost
toto pravo reSpektovat. Povinnost je zavizok spravat sa podla uréitych pravidiel;
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» moralne pravidla - st ndavodom v situacidch, kedy by sa spravanie protistran mohlo
dostat do kolizie. Najcastejsie sa stretdvame s nasledovnymi principmi moralnych pra-
vidiel - drzat slovo, nedopustat sa nasilia, vzajomnd pomoc, re§pektovanie osobnosti

a reSpektovanie vlastnictva.

Etické konanie v kone¢nom dosledku znamena urcit, ¢o je ,,spravne” a ¢o ,nespravne
Po celom svete existuju zdkladné normy, ktoré urcuju, ¢o je zIé alebo neetické z hladiska
obchodnych praktik.

Napriklad nebezpe¢né pracovné podmienky sa véeobecne povazuju za neetické, preto-
ze ohrozuju pracovnikov. Mohlo by to vyzerat ako preplnené pracovné poschodie s jedinym
vychodom. V pripade nudze, napriklad pri poziari, by sa pracovnici mohli dostat do pasce
alebo by vas mohli posliapat, pretoze kazdy smeruje k jedinému tniku. Zatial ¢o niektoré
neetické obchodné praktiky su zrejmé alebo pravdivé pre spolo¢nosti na celom svete, stale
sa vyskytuja. V inych pripadoch je zlozitejsie urcit, ktoré postupy su alebo nie su etické, ak
existuju v $edej oblasti, kde sa mozu rozmazat hranice medzi etickymi a neetickymi.
Podnikatelsku etiku a etiku verejnych vztahov Kassay (2013) deli na tri drovne:

1. celospolocensku uroven - je spojena s politikou prislusného $tatu, medzindrodnymi
véizbami a s relativnou mocou rozli¢nych politickych alebo socialnych systémov. Tato
uroven je vychodiskovym principom podnikania v ramci etického postoja;

2. uroven sikromného a verejného sektora — obsahuje socialnu zodpovednost voci viet-
kym spolo¢enskym subjektom do toho ratajic minimalnu finan¢na podporu zo strany
vedenia podniku a sposob akym sa mozu vyriesit pripadné spory medzi investormi;

3. individudlnu Groven - zahfna spravanie a konanie jednotlivcov v podnikoch, ktoré su
pre manazment velmi dolezitymi informaciami.

Podnikatelska etika sa zacala rozvijat koncom 60. rokov v USA, kde nahradila tradiciu
oznacovanu ako ,socidlna zodpovednost podniku® Podnet k zrodu tejto etiky dala sama
podnikatelska prax a to hlavne vlna skandalov ohladom bezpe¢nosti vyrobkov, ale aj dovery-
hodnost firiem v ocdiach spotrebitelov a prinutila podnikatelov zamyslat sa nad désledkami
vlastnej ¢innosti. Podnikatelska etika zaznamenala rozvoj hlavne v osemdesiatych rokoch
20. storocia podla Hanuldkovej (1997) a Ubreziovej a kol. (2013).

Prva etapa (1900 - 1920)

- oznacovala sa ako proces hladania etiky v podnikani. Tento proces sa spajal s tsilim
vytvorit priaznivy obraz podnikania, jednak s rozvojom manazmentu ako ,,umenia“ riadit
podnikovu ¢innost a dosahovat urcité podnikatelské ciele. Dvadsiate roky 20. storocia boli
charakteristické rastom realnych prijmov Americanov, ktory sa prejavil zvysenym dopytom
po spotrebnom tovare. Na trhu bol sice dostatok tovaru, objavovali sa aj nové, modifikované
vyrobky. Casto sa vyznacovali nizkou Groviiou kvality bez zaruk alebo len s minimalnymi
zarukami.V tomto obdobi vznikali aj prvé institticie na ochranu spotrebitela a regulaciu
nekalych praktik, napr. v roku 1914 bola zalozena Federalna obchodna komisia (Federal
Trade Commission — FTC) ako nezavisla institucia s rozsiahlymi kompetenciami.
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Druha etapa (1921 - 1950)

- predstavovala proces rozvoja profesijnej a podnikatelskej etiky. Diskusie smerovali
k vytvoreniu ,,prijatelnej vlastnej tvare“ podnikatelskych aktivit a vyustili do vzniku profe-
sijnych spolkov a zdruzeni a do vydavania etickych kddexov. Zo samotnych profesii, najma
z bankovnictva, u¢tovnictva, prav a reklamy sa zac¢inali ozyvat kritické hlasy voci niektorym
praktikdm a voci osobnej a podnikovej moralnej zodpovednosti. To viedlo k vzniku jednej
z najvyznamnejsich zloziek podnikatelskej etiky - profesijnej etiky. V tomto obdobi sa
zakladali Ustavy a instituty, konali sa kurzy a konferencie a vydavali sa ¢asopisy s problemati-
kou podnikatelskej etiky, napr. Journal Business Ethics. Podnikatelska etika sa zacala chapat
ako zalezitost manazmentu a tak sa chdpe dodnes.

Tretia etapa (1951 - 1970)

- bola obdobim narastajicej komplexnosti podnikatelskej etiky. V tomto obdobi doslo
k rychlej expanzii podnikania, ktora sa spdjala s rekonstrukciou vojnou zni¢eného hospo-
darstva v krajinach Zapadnej Eur6py. Tieto skuto¢nosti boli podnetom rasticeho zaujmu
o podnikatelsku etiku. Prelomovym obdobim boli najmé $estdesiate roky, ktoré charakteri-
zovali protestné akcie a bojkoty zo strany spotrebitelov. Pritahovali pozornost médii a verej-
nosti. Podnikatelsk4 etika sa rozvijala nielen do hibky, ale aj do $irky, pri¢om sa zaznamenal
jej obrovsky rozmach.

Stvrta etapa (1971 - doteraz)

- je obdobim, v ktorom sa podnikatelska etika stala samostatnou vednou disciplinou.
Zaujem o nu pretrvava najma z tychto pricin: silnejuce hnutie za ob¢ianske prava a na ochra-
nu spotrebitela i Zivotného prostredia ako aj venovanie pozornosti pravam pracujucich,
osobitne Zzien, narast po¢tu zamestnanych Zzien, $kandaly na trhu cennych papierov a pod.
Podnikatelska etika v USA davno prekrocila hranice akademickej pody. Eurdpa sa o §td-
dium podnikatelskej etiky zac¢ala zacala zaujimat az v osemdesiatych rokoch. Prva spomedzi
eurdpskych univerzit, ktora sa zaobera podnikatelskou etikou, je univerzita v Nijenrode
v Holandsku.

Podnikatelska komunikacia je proces interakcie prebiehajici medzi obchodnymi partnermi.
Ich cielom je organizécia a optimalizacia aktivit kde patri produkcia, vyskum, sluzby, atd.
Vzédjomna spoluprica a jej zlepSovanie ako aj snaha o dosiahnutie spolo¢nych cielov, st
hlavnymi cielmi podnikovej komunikécie. ZbliZovanie cielov, $pecifikdcia pozicii a ich jasné
zadelenie, ¢i dosiahnutie kompromisov pri rieseni komplexnych problémov su vysledkom
dobrej podnikatelskej komunikacie (Aleksyna, 2019).

Kultdra komunikacie je podmienent nasledovnymi oblastami:
a) komunika¢né schopnosti, ¢o zahfna aj komunika¢né mechanizmy,
b) znalost etickych noriem v komunikacii, zauzivanych v ramci vybranych spolo¢nosti,
ako aj psycholdgia komunikacie (napr. vzajomné vnimanie a porozumenie a pod.),

¢) schopnost aplikacie poznatkov, pri¢com berieme do uvahy dand situdciu, ako aj moral-
ne normy a univerzalne hodnoty zauzivané v danej spolo¢nosti (Lozovetska, 2015).
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Kultara komunikacie sa prejavuje najma v schopnosti komunikovat s inymi bez ponizo-
vania, v schopnosti vyjednavat, dosiahnut kompromis, pricom sa ndm moze stat, Ze stratime
urcité vyhody no i napriek tomu si vieme zachovat priatelské vztahy.
Ako priklad mozeme spomendt americka firmu IBM, ktord za svoj uspech vdaci
z velkej Casti svojmu zakladatelovi T. J. Watsonovi star$iemu (1914), ktory zaviedol velmi
jednoduché principy spravania, ktoré platia dodnes:
1. vSetci si zasluzia re$pekt,
2. kazdy zakaznik spolo¢nosti si zasluzi $pecialnu pozornost a najlepsi servis,
3. aktivity a chod spolo¢nosti musia byt neustale zlepSované.

Jednou z hlavnych podstat firmy je, Ze kazdy s kym pracujete si zasluzi férovy a rovnaky
pristup. Cestnost je neoddelitelnou sti¢astou moralky a doveru je potrebné zakladat
na dobrych a silnych vztahoch.

V internacionalizacii ekonomiky a podnikania sa ¢oraz viac pozornosti venuje kultirnym
a narodnym aspektom obchodnych partnerov. Ich znalost ndm umoznuje posudit, aky
postoj obchodni partneri zaujmu k obchodnym navrhom. Tieto znalosti nAm mo6zu pomoct
predist nedorozumeniam v komunikacii (Lozovetska, 2015).

Ako priklad mézeme uviest japonsko-americka obchodnu spolupracu. Zatial ¢o Ame-
ricania sa v prvom rade zaujimaji najméa o obchodné vysledky, Japonci kladu va¢si doraz na
stéry vplyvu. Aky postoj by ste v tomto pripade zaujali vy?

V niektorych pripadoch moze byt velmi tazké identifikovat Specifické priklady spra-
vania v zavislosti od narodnosti. Pokial spolupracujete s timom, ktory ma medzinarodné
zloZenie, moze sa stat Ze sa v jednom time stretnete s vasnivym Talianom, vaZnym Nemcom,
charizmatickym Japoncom a opatrnym Ameri¢anom. Okrem toho, existuje vela krajin, kde
dolezitu tlohu zohravaju kultdrne aspekty nielen na narodnej, ale aj regionalnej Grovni.

Na to aby ste dospeli k vzajomnému porozumeniu medzi ludmi, s ktorymi obchodujete,
je potrebné si osvojit ich zvyky a porozumiet ich sp6sobu komunikécie.

Pokial hovorime o podnikatelskej komunikacii na medzinarodnej tirovni, je potrebné
spomenut aj pravidla, ktoré su zakotvené vo forme diplomatickych protokolov a medzina-
rodnej etikety. Tie st vo vSeobecnosti uznavané a viac menej rovnaké vo vsetkych krajindch
sveta (Movchan, 2019).

Diplomaticky protokol je nastrojom diplomacie, ale dodrziavanie tychto protokolov
ako aj medzinarodnej etikety nie je dolezité len pre diplomatov. Kazdy podnikatel, ktory
obchoduje s partnermi v zahranici alebo sa zucastiuje zahrani¢nych obchodnych rokovani
si musi byt vedomy toho, ze neznalost ¢i nedodrziavanie tychto protokolov moze viest nielen
k zhor$enie obchodnych vztahov ale aj k poskodeniu imidzu spolo¢nosti.
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'19.5 Etické kodexy ako délezitd sucast
' 1. moderného podnikania
*;l_r'. Eticky kddex je stibor moralnych principov, noriem a pravidiel spravania sa jednotlivcov

alebo skupiny osob, ktoré usmernuju ich aktivity a spravanie v ramci obchodnych vztahov
ako aj vztahy v spolo¢nosti zalozené na moralnych normach a principoch (Palekha, 2007).
Kédexy komunikdcie a spravania sa zamestnancov si vyuzivané vo firmach
a organizaciach.
Autori rozli$uju nasledovné typy etickych kodexov:
a) kodexy obsahujtice detailné pravidld ako aj sankcie za ich porusovanie (napriklad
zmluvy),
b) kddexy upravujice povinnosti voéi zdkaznikom, investorom, spolumajitelom, zamest-
nancom (socialne kodexy),
¢) kodexy zahrfnajuce firemnu filozofiu, zaklady firemnej kultiry, hodnoty spolo¢nosti
(firemné kodexy),
d) kodexy, ktoré sa pouzivaju na definovanie vztahov v spolo¢nosti a na zosuladenie vzta-
hov medzi zamestnancami a spolo¢nostou (Lozovetska, 2015).

Firemné kodexy mozu splitat nasledovné funkcie:

1. manazérsku ako napriklad spravanie zamestnancov, interakcia so zakaznikmi, obchod-
nymi partnermi, konkurenciou a externym prostredim, taktiez upravuju aj neakcepto-
vatelné formy spravania sa,

2. rozvojovu ako priklad firemnej kultdry, uplatiovanie firemnych hodnét a cielov, a tak-
tiez ich adaptdcia zo strany zamestnancov, ¢o prispieva k zvy$ovaniu suladu zamestnan-
cov s firemnou identitou,

3. reputacnu ako napriklad voci externému prostrediu, dobra reputdcia firmy moze zvy-
$ovat atraktivitu firmy z pohladu investicii.

Ubreziova a kol. (2013) a Miller (2004) uvadzaju, Ze v ramci pripravy a tvorby etického
kédexu spolo¢nosti nesmieme zabudat na spdsob implementdcie v samotnej spolo¢nosti.
Najmai z toho ddévodu je v pripravnej faze etického kddexu potrebné sustredit pozornost
na niekolko nasledujtcich bodov:

. Akti tilohu zohrdva eticky kédex v organizdcii?

. Kedy a akym sposobom bude eticky kédex predstaveny zamestnancom?

. Eticky kédex ako sucast $koleni pri rozvoji podnikatelskej etiky v podniku.
. »Jazyk“ etického kédexu?

Ul = W N =

. Co bude obsiahnuté v etickom kédexe? (materialy tykajuice sa vizie, misie, implementacie
kédexu naprie¢ organiza¢nou $trukturou, a pod.).

Eticky kodex je zakladnym stavebnym kamenom etiky uplatinovanej naprie¢ celou
organizéciou. Dal$im dolezitym krokom pre firmu je zamysliet sa nad tym, akd formu uve-
denia a predstavenia etického kddexu zamestnancom zvoli. Déraz by sa v tejto faze mal klast
na formalne predstavenie etického kédexu vsetkym od top manazmenty az po liniovych
pracovnikov. Najmé pre zamestnancov je dolezité, aby mali k dispozicii ¢as a priestor na
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pochopenie, ucast na $koleni o aplikacii etického kddexu v praxi, pripadne priestor pre
spatnu vazbu v spojitosti s obsahom a naslednym uplatnenim kdédexu a etickych pravidiel
v praxi. Zamestnanci s najlep$im zdrojom informacii, pokial ide o stanovenie postupu,
resp. pravidiel pri rieSeni jednotlivych problémov tykajtcich sa problematiky podnikatelske;
etiky.

Diskusné otazky

1. Vysvetlite, ¢o zahfna pojem podnikatelska etika.

2. Zadefinujte pojem podnikatelskd komunikécia.

3. Aku ulohu hréa podnikatelska etika v pripade konfliktov v podniku?
4. Vymenujte a popiste etické kodexy.

5. Vysvetlite aku funkciu maja firemné kodexy.

Etika je sucast zivota kazdého cloveka, ¢i uz ide o podnikatela, ucitela v $kole alebo akikolvek
bytost. Kazdy spravne vychovany ¢lovek, by mal mat urcité etické zasady. Ak chceme v zivote
nieco dosiahnut a chceme, aby nas ostatni re§pektovali, mali by sme dodrziavat urcité etické
zasady. Ak chceme vychddzat so svojimi obchodnymi partnermi, mali by sme mat vo¢i nim
uctu a v prvom rade by sme sa mali vediet spravat. To ako dana osobnost vystupuje, ako sa
prejavuje na verejnosti ukazuje o vychove a pokore.

Vyraz podnikatelska etika sa pouziva na oznacenie dvoch javov, podnikatelskej etiky
ako vedy a podnikatelskej etiky v praxi, preto je uzito¢né ujasnit si rozdiel medzi tymito
javmi. Podnikatelska etika ako veda znamend sthrn poznatkov, ktoré su vysledkom objek-
tivneho a kritického myslenia.

Podnikatelska etika v praxi predstavuje realny stav aplikacie podnikatelskej etiky vo
vsetkych urovniach a oblastiach hospodarskeho zivota v konkrétnom §tate, regione, podni-
ku alebo organizicii. Je teda rozdiel, ¢i sa hovori o stihrne poznatkov, ktoré su k dispozicii
spolo¢nosti, obzvlast vSak ekonomickym subjektom - na pochopenie vztahu medzi etikou
a ekonomikou, a medzi samotnou ekonomickou realitou, viac ¢i menej (alebo vobec)
preniknutou etickymi pravidlami. Podnikatelskou etikou v praxi sa rozumie aplikicia
podnikatelskej etiky ako vedy do redlneho ekonomického Zivota a v¢lenovanie etickych —
univerzalnych - pravidiel do ekonomickej moralky (PAS, 2014). Do skupiny atributov, ktoré
prispievaju k uspechu v podnikatelskej ¢innosti mozno zaradit existenciu a dodrziavanie
podnikatelskej etiky, komunikac¢nt kultdru, dobrt znalost podnikania, korektnost, zmysel
pre riadenie a iné. Znalost a dodrziavanie etickych kédexov a zdravy zdujem o podnikanie
mozu prispiet k ekonomickej stabilite a k uspechu (zvy$eniu podiela) na medzinarodnych
trhoch. Je potrebné uviest Ze dodrziavanie etickych principov prispieva k zlep$ovaniu Zivota
v spolo¢nosti, ako aj k lepsim ekonomickym vysledkom v podniku. Netreba zabudat aj na to,
ze ziskovost a reputacia vyrobcov a ich podnikov je tizko spéta z troviou etickej zodpoved-
nosti ktord vyzaduju spotrebitelia na domdcich ako aj zahrani¢nych trhoch.
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SPOLOCENSKA
ZODPOVEDNOST
PODNIKU

Uspesnosti podnikania firiem pri sGCasnom respektovani socidinych a ekologickych
zAujmov pri vykondvani operdcii alebo aktivit, ktoré tak ¢i onak stvisia s podnikanim
prislusnej obchodnej spolocnosti. To viak predpokladd uspokojenie poziadaviek

zd&kaznikov a sUCasne aj inych zaujmovych skupin, napriklad zamestnancoyv, ale qj
doddvatelov a dalSich subjektov a miestnych komunit, ktoré podnikatelsky subjekt
obklopuju. Zodpovedné podnikanie znamend tiez pozitivny prispevok sukromnej
firmy k ekologickym aspektom rozvoja usmernenim vplyvov cinnosti firmy na zivotné
prostredie. Spolocensky zodpovedné sprdvanie v tomto ponati v podstate prindsa
zachovanie ekonomickej Uspesnosti a dosahovanie ekonomického Uspechu
budovanim dobrej reputdcie a ziskanim dévery ludi, ktori pre firmu &i podnikatela
pracuju alebo tvoria okolie, sU jej zdkaznikmi ako vysvetiuju Mulacovd a Mula¢ (2013).

Terml'n spolocensky zodpovedné podnikanie znamend zabezpe&enie ekonomickej

Ciele kapitoly

- vysvetlif podstatu a vyznam spolocenskej zodpovednosti podniku,

— charakterizovaf formovanie a rozvoj spolocenskej zodpovednosti,

- definovat spolocensky zodpovednost malych a strednych podnikov.
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Dytrt (2006) piSe, Ze obraz mnohych podnikatelskych subjektov byva na verejnosti spojeny
s predstavou, ze ich prvotné usilie spoc¢iva v honbe za ziskom. Napriklad v zaujme znizo-
vania nakladov sa mozu objavit opatrenia, ktorych dosledky st neziaduce (podnik sa roz-
hodne usetrit na strane bezpecnosti a zaistovania zdravotnej nezavadnosti, ¢i spolahlivosti
vyrobku). Spolocensku zodpovednost firiem alebo CSR mézeme definovat ako dobrovolnu
integraciu socidlnych a ekonomickych ohladov v stic¢innosti so zainteresovanymi ¢in-
nostami firmy. Ide o proces budovania dovery roznych stran podielajucich sa na fungovani
spolo¢nosti, ktoré nebudu sledovat len ekonomické ciele, ale ich ¢innost bude prospesna aj
z0 spoloc¢enského aspektu.

Zemigala (2007) uvadza niekolko zékladnych pri¢in, ktoré zdoraziujt doélezitost kon-
ceptu CSR. Patria sem:

» globalizicia a rasttca konkurencia,

» zvySovanie vplyvu podnikatelskych subjektov,

» redukovanie alebo zmena pozicie vlddy a jej uloh,

» konkuren¢ny boj o talenty a ich schopnosti a zru¢nosti,

» narast ob¢ianskej aktivity v globalnom meradle,

» zmena roly zakaznika, ktory je viac socidlne a environmentalne uvedomely, viac kritic-
ky a angazujuci sa do celkového vyrobného procesu,

» zmena postoja investorov, pre ktorych uz len (¢isto ekonomické hladisko nie je
postacujutce.

Koncept spolocenskej zodpovednosti v kontexte podnikania znamena, Ze firmy by sa
pri dosahovani svojich cielov mali zameriavat aj na pomoc spolo¢nosti. Zakladna myslienka
spociva v tom, Ze spolo¢ensky zodpovednd firma by sa mala sustredit nielen na zvysenie
svojich vynosov, ale sa podielat aj na takych aktivitach, ktoré budu prispievat k cielom
a hodnotdm spolo¢nosti. Z manazérskeho hladiska spolo¢enskd zodpovednost v sebe
zahrna socialne ako aj environmentéalne problémy, ktoré sa dotykaju podnikatelskych aktivit
a obchodnych partnerov. Treba podotkntt, ze v sucasnosti kladie vela zdkaznikov a zamest-
nancov doraz na pracu v spolo¢nostiach, v ktorych je spolo¢enska zodpovednost jednou
z hlavnych priorit.

Podla Miltona Friedmana z roku 1970 jedinou spolo¢enskou zodpovednostou firmy
a jej hlavnym cielom je navySovanie zisku. Zapojenie do spoloc¢ensky prospesnych aktivit
firmy len odvadza od splnenia tohto hlavného ciela a zvySuje ich ndklady, ktoré sa nega-
tivne prenasajui na firemnych stakeholderov, ¢i uz formou nizsich vynosov a dividend pre
akcionarov, ¢i vyssich cien firemnych vyrobkov alebo sluzieb alebo niz$ich platov zamest-
nancov. Prili$né presadzovanie ndzoru, ze manazéri a podnikatelia maju aj inti spoloéensku
zodpovednost ako zarobit ¢o najviac penazi pre firmu, moze podkopat zaklady slobodnej
spolo¢nosti. Firma, ktora sa snazi primdrne o maximalizaciu svojho zisku, vdaka posobeniu
tzv. neviditelnej ruky trhu, prispieva v kone¢nom dosledku k tomu, Ze z toho maji zitok aj
rozne dal$ie subjekty. Preto by od firiem nemalo poZadovat ni¢ iné ako zisk. Jeho vytvaranim
a svojou prosperitou dostato¢ne prispievaju k spolo¢enskému blahobytu. Milton Friedman
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vsak zdoraziuje, ze dosahovanie zisku by sa malo diat v ramci pravidiel hry, v prostredi
otvorenej a volnej sutaze trhovej ekonomiky a bez pouzitia akychkolvek klamov a podvodov
vysvetluje Kunz (2012).

Spoloc¢ensky zodpovedné podnikanie je pojem, ktory sa objavil uz pred par rokmi,
avsak Sirokej verejnosti je stale cudzi. Obchodné firmy, hlavne globalneho charakteru vyu-
zivaju SZP uz dlhé roky a to v roznych oblastiach, ktorymi st napriklad pomoc okolitym
skupindm, napriklad ochrana zivotného prostredia, podpora obyvatelov mensim a i. (Pavlik
a Bel¢ik, 2010).

Podla Eurdpskej komisie z roku 2001, ktora vymedzuje spolo¢enski zodpovednost
podniku (dalej) SZP) ju definujeme ako ,,koncept, pomocou ktorého firmy na dobrovol-
nom zaklade integruju socialne a ekologické hladisko do beznych firemnych operacii
a interakcii so zainteresovanymi subjektami“ (Zadrazilova, 2010).

Pociatky myslienok o spolocenskej zodpovednosti siahajui az do obdobia antiky, kde sa zacali
rozvijat v sulade s univerzalnymi ludskymi hodnotami, ako sa o tom zmienuju niektoré his-
torické dokumenty, napriklad zbierka Zdkonov Eshnunna (Mezopotamia, 19. storocie pred
Kristom). M6Zeme v nich najst informacie nielen o fixnych cenach zakladnych produktov ¢i
mzdovych sadzbach, ale aj o hmotnej zodpovednosti zamestnancov za kvalitu prace. Cha-
mmurapiho zdkonnik (18. storo¢ie pred Kristom) sa zameriaval na ekonomické a socidlno-
-pracovné vztahy pri najimani pracovnikov, ich pravnu ochranu, ¢i ochranu zakaznikov.

Ked hovorime o rozvoji spolo¢enskej zodpovednosti, nesmieme zabudnuf ani na prinos
utopistickych socialistov, ktori sa snazili poukazat na vykoristovanie pracovnikov ako ich
prace charakterizuje Tarasevych a Petrynya (2013).

Z historického hladiska mdzeme rozvoj spolocenskej zodpovednosti podniku (dalej
SZP) rozdelit na pit etap:

1. Zaklady modernej SZP (1920 - 1950)

- vramci tejto etapy je dolezité spomenut Petra Druckera, znameho svojou pracou ,, The Practi-
ce of Management®, v ktorej uvadza, ze SZP je jednych z 6smich kltucovych faktorov na dosi-
ahnutie obchodnych cielov. Dal$im vyznamnym krokom, ktory prispel k formovaniu SZP
v tomto obdobi patri vedeckd praca Howada R. Bowena nazyvana ,,Social Responsibility of
a Businessman“z roku 1953. Autor v nej uvadza, Ze spolocenska zodpovednost podnikatela
spociva v implementdcii takych praktik a rozhodnuti, ktoré budu v stlade s o¢akévaniami
a hodnotami spolo¢nosti (Bayura, 2013).

2. Narastajuci zaujem o SZP (1960 - 1970)
- toto obdobie sa okrem iného nieslo v znameni pochodov za ludské prava, prava Zien,
spotrebitelov ako aj za ochranu Zivotného prostredia (Ness, 1992). Mnohé skupiny sa
snazili zvysit zaujem spoloc¢nosti o socidlne problémy, znecistovanie Zivotného prostredia,
ako aj zvySovanie poziadaviek $tatu za environmentalnu zodpovednost firiem, atd. Mno-
hé krajiny zapadnej Eurdpy zacali prijimat pod vplyvom verejnych ako aj mimovladnych
organizacii prisnejsie Standardy v ramci pracovnej legislativy a ochrany Zivotného prostre-
dia (Grishchuk, 2012). V sedemdesiatych rokoch 20. storocia sa tak za¢ina formovat nova
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Vi skategoria spolocenskej zodpovednosti, v ktorej firmy za¢inajii vnimat spolocensky vplyv na

ich fungovanie.

3. Spolocenska zodpovednost v obdobi osemdesiatych rokov 20. storocia
— dolezitu ¢ast tohto obdobia zohrava vztah spolocenskej zodpovednosti a udrzatelného roz-
voja. Brundtland Commission zadefinovala udrzatelny rozvoj v knihe ,,Our Common Future
(Nasa spoloc¢nd budiicnost)“ ako:
- rozvoj, ktory zahrna ekonomické, socidlne a environmentalne problémy,
- rozvoj bude udrzatelny iba ak dosiahneme stlad medzi rozli¢nymi faktormi, ktoré
maju vplyv na zivotny Standard,
- sucasna generacia je povinna zabezpecit pre budice generacie adektvatne podm-
ienky ako aj socidlne, ekonomické a prirodné zdroje, ktoré im umoznia prezit na tej
istej urovni ako sucasna spolo¢nost (Okhrimenko a Ivanova, 2015).

4. Spolocenska zodpovednost v devitdesiatych rokoch 20. storocia

- rozvoj SZP sa v tomto obdobi nesie hlavne v znameni vedeckych vyskumov. Koncept udr-
Zatelného rozvoja sa stava rozsirenejsi od roku 1992, kedy sa konal ,,Earth Summit® a bola
podpisana deklaraciou v Riu de Janeiro. Za¢inaju sa objavovat nové a podporné organizacie
ako Sustainability - Udrzatelnost (1989), Business for Social Responsibility - Spolocen-
sky zodpovedné podnikanie (1992) a CSR Europe - Spoloc¢enska zodpovednost v Eurdpe
(1996). Spolocenska zodpovednost sa postiva od jednoduchych pravidiel do formy intenziv-
nej$ieho dialogu medzi podnikatelmi a mimovladnymi organizaciami a naslednej praktickej
implementacie definuje Bayura (2013).

5. Spolocenska zodpovednost podniku a nové milénium
— dalej Bayura (2013) uvadza, ze problematika spolo¢enskej zodpovednosti dosahuje narod-
nu uroven a zacinaju sa zavadzat medzinarodné standardy. V roku 2010 bol vytvoreny ,,The
International Guidance on Social Responsibility®, ISO 26000. Bol to prvy medzindrodny
$tandard, uzatvoreny na globalnej turovni, na ktorého tvorbe pracovalo takmer 450 odbor-
nikov z 99 krajin.

ISO 26000 definuje spolo¢ensku zodpovednost ako zodpovednost podnikov za dopad
ich rozhodnuti a aktivit na spolo¢nost a zivotné prostredie, ako aj za transparentné a etické
spravanie. Okrem iného tento $tandard:

- propaguje udrzatelny rozvoj, ako aj zdravie a prosperitu spolo¢nosti,
- berie do tivahy oc¢akavania zainteresovanych stran,
- zohladiuje sucasnu legislativu a medzinarodné standardy riadenia.

Koncept ,Tripple — Bottom — Line"”

Koncept ,, Tripple-Bottom-Line“ - trojita vysledovka, zachytava spektrum parametrov a kri-
térii planovania, merania a vyhodnocovania firemnych a spolo¢enskych vykonov a prinasa
podnikom vyhody oproti konkurencii. Ma nielen priaznivy vplyv na Zivotné prostredie
a s nim vSetky suvisiace problémy globalneho oteplovania, ale dotyka sa najma ludského
zallenenia do organizacie, lebo zamestnavatelia dbaju na dobré pracovné podmienky
a ohodnotenie a podporu komunit a v neposlednej rade aj témy korupcie.
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Tripple-bottom-line predstavuju tri oblasti ,trojitd zodpovednost® ktord spomenula
v Spolocensky zodpovednom podnikaniu (Steinerova, 2008).

Ide o koncept, ktorého podstata spociva v dosiahnuti rovnovazneho stavu medzi
jednotlivymi sférami, ¢im zabezpe¢i udrzatelny rozvoj organizacie a tym napomaha hladat
a vytvarat vztahy medzi jednotlivymi oblastami a vytvarat synergicky efekt posudzovany
v troch liniach:

1. profit, zisk tvori oblast ekonomickd,
2. planet, planéta tvori environmentalnu liniu,
3. people, ludia st obsahom socialnej oblasti (Pavlik a Bel¢ik, 2010).

Sthrn projekcie principov trvalo udrzatelného rozvoja do podnikatelskej sféry a akti-
vity, ktoré spolocensky zodpovedné podnikanie zastresuje, su rovnaké ako piliere udrzatel-
ného rozvoja a rozdelujeme ich do troch oblasti — ekonomicka (Profit), environmentalna
(Planet) a socialna (People) oblast.

Na zaklade roznych definicii o SZP a rozdelenia spolocensky zodpovedného podni-
kania, podla v§eobecného nazoru, spolocensky zodpovedny podnik by mal byt aktivny vo
vSetkych troch oblastiach, v ramci kazdej z nich si v§ak moze vybrat konkrétne ¢innosti,
resp. aktivity — v zavislosti od zamerania podniku a podla poZiadaviek ostatnych zaintereso-
vanych subjektov podniku, ktoré moézu, no nemusia byt nad rdmec zdkona.

Zéakladné ponimanie oblasti spoloéenskej zodpovednosti podnikov vychddza z troch
pilierov spolocenskej zodpovednosti (tripple bottom line), ktoré oznacujeme aj ako ,,3P
teda profit (zisk), people (Iudia) a planet (planéta). Koncepcia ,,Triple - Bottom - Line“ roz-
$iruje tradi¢né finan¢né vykazovanie o environmentalne a socidlne vykazovanie. Zameriava
sa na zakladné zaujmy vsetkych zainteresovanych skupin namiesto toho, aby sa zameriavala
vylu¢ne na zaujmy akcionarov. To povzbudzuje podniky, aby stanovili ciele v socidlnej
a environmentalnej oblasti a ciele benchmarkingu. Stanovenie tychto cielov zvy$uje troven
transparentnosti podnikovych ¢innosti, ktoré mozu byt efektivne hodnotené zainteresova-
nymi stranami.

Pri prvom pilieri predstavujeme ekonomicku zodpovednost podniku, transparentné
podnikanie, uplatriovanie principov dobrého riadenia a rozvijania pozitivnych vztahov
so stakeholdermi. Podstata druhého piliera je tvorena socidlnou zodpovednostou, ¢ize
zodpovednom spravani sa vo¢i zamestnancom a verejnosti. Treti pilier sa zameriava na
environmentalnu zodpovednost, ktord predstavuje snahu minimalizovat negativne dopady
na zivotné prostredie.

Okrem toho, koncepcia ,,Tripple — Bottom - Line® umoznuje rychlej$iu reakciu zo stra-
ny manazmentu, pretoZe tieto ciele st monitorované a umoziuju zosuladit podnikatelské
¢innosti s o¢akavaniami zainteresovanych skupin. (Stanwick a Stanwick, 2013).

10.3 Spolo¢enska zodpovednost

Mnohym malym a strednym podnikom (dalej SMEs) chyba znalost v oblasti spolocenske;
zodpovednosti a unikd im skuto¢nost, ze SZP nie je vysledkom $pecifickych okolnosti, ale je
neoddelitelnou sti¢astou podnikania a manazmentu. V sucasnej dobe je potrebné, aby boli
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s
“malé a stredné podniky schopné implementovat principy spolocensky zodpovedného pod-

nikania do svojich aktivit ako dosledok zmien v $tandardizacii, certifikdcii a narastajicich
poziadaviek zo strany akciondrov.
Ked porovname malé a stredné podniky a nadnérodné spolo¢nosti, SME maju vlastné
konkuren¢né vyhody:
1. blizkost k zakaznikovi, ¢o im umoznuje sa rychlejsie a flexibilnejsie prispdsobovat ich
poziadavkam, ¢o vedie k zlep$ovaniu lojality k sluzbam a produktom SME,
2. schopnost sa neustdle menit a prisposobovat,

|°)

. inovacny potencidl,
4. moznosti spoluprace a vytvarania aliancii.

Jednou z hlavnych uloh, pokial ide o malé a stredné podniky, je vysvetlit im, Ze
spolocenskd zodpovednost sa nespaja z dodatoénymi finanénymi nakladmi a donttenim
(Kravchenko, 2013). Pre vd¢sinu malych a strednych podnikov moze etablovanie sa ich spo-
lo¢enskej zodpovednosti zarucit ispesni podnikatelsku stratégiu ako aj udrzatelny rozvoj.

Kovach (2013) popisuje problémy, ktorym celia SME s modelom CSR:

» chyba im znalost a ideoldgia spoloc¢ensky zodpovedného podnikania,

» SZP je implementovand z donutenia, vic¢sinou ako odpoved na poziadavky vyssich
autorit,

» nedostatok transparentnosti pri rozvoji socidlnej politiky $tatu, na regionalnej ako aj
podnikovej Grovni,

» nedostatocnd znalost a priepast v chapani spolocenskej zodpovednosti a jej priorit me-
dzi spolo¢nostou a podnikatelskou komunitou.

Pre uspech SZP je dolezité, aby bola zahrnuta hned od zadiatku do podnikatelskej stra-
tégie spolo¢nosti, pretoze ma vplyv na rozvoj podniku, zlepSovanie konkurencieschopnosti
a optimalizacie vydavkov (Sokil a Ubreziova, 2018).

Diskusné otazky

1. Vysvetlite pojem spolocenskej zodpovednosti.
2. Co je podstatou ,, Tripple Bottom Line“ kritéria?

3. Uvedte niekolko prikladov opatreni spolocenskej zodpovednosti v kontexte troch
pilierov.

Na zaklade predoslych faktov mozeme skonstatovat, Ze problémy socidlneho charakteru
vyplyvajtce z ekonomickych aktivit boli predmetom $tidia uz po mnohé generacie. Pred-
stavitelia rozli¢nych ekonomickych $kol a ich oblasti sa snazili vytvorit pravidld, ktoré by
pomohli usmernit aktivity podnikatelov vo¢i $irokej spolo¢nosti. Stidium o podstate spo-
lo¢enskej zodpovednosti a jej ulohe v rdmci socidlno-ekonomického rozvoja spolo¢nosti
je hlboko zakorenené v ekonomickych vedach aj napriek tomu, ze sa vo vednych kruhoch
zviditelnilo viac len na zaciatku 20. storodia. V dnes$nej dobe predstavuje $tidium spolo-
¢enskej zodpovednosti komplexny a viacrozmerny proces. Jej Studium zahfiia vyskum
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ekonomickych a socialnych predispozicii, ktoré veda k vzniku spolocenskej zodpovednosti
podniku, jej rozvoj ako aj Sirenie a odzrkadlenie sa v ekonomickych vedach. To zahfna
definiciu pri¢in jej vzniku, podstatu a obsah, identifikaciu jej subjektov a objektov, formy
v akych sa prezentuje a na akych stupnioch, metédy implementovania, analyzy a pod.
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development of entrepreneurial activity is directly related to the gaps and
imperfections of the market, which results in a risk of conducting entrepreneurial
activity and requires the willingness of the entrepreneur to take on the risk.

The increasing globalization activity results in increasing number of international
businesses. Businesses use different methods to enter foreign markets, and have different
motivation to go beyond the domestic business activity. Sometimes entering a foreign
market can be the only solution for the business due to saturation of the domestic
market. Further reason might be the increased popularity for the business on foreign
markets, while domestic interest in particular business activity is not significant. For the
reasons above, the importance of theory and practice of international management
and entrepreneurship has to be emphasized. Based on the experience of businesses
developing their business activity will develop the international management as an
infegral part of the internafional entrepreneurship. At the same time, we encounter
a new, dynamic element of the success — multiculturalism of international enterprises
as an ability to understand and adopt the culture of the business partner.

53 P

E ntrepreneurship is one of the key elements of the market economy. The

Objectives of the chapter

- to understand the essence and importance of the theory of international
management and entrepreneurship,

- to describe the world in globalization and its process,
— to describe the internationalization and its process.
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k1 Introduction to international

International cooperation is the essence not only of the economic activity, but also of the
very existence of the humanity. In times of global economic downturn, it is important to
understand the motives, attitudes, processes and consequences of managing the activities
of transnational enterprises in world context (Strach, 2009). The development of the theory
of international management and entrepreneurship is closely connected with the processes
of globalization, which is defined by Pichanic (2004) as a “worldwide process that makes the
world, the economic systems and the national communities more homogeneous, integrated
and interdependent”. The theory of international management and entrepreneurship began
to take shape at a time when the world leaders were addressing the issue of sustainable
development in Johannessburg, South Africa (2002), following the meeting of the World
Trade Organization in Cancun, Mexico 2003, and the meeting of World Trade Forum in
Mumbai, India (2004). For the first time, the representatives of poorer countries created
abloc of 21 countries in Mexico, expressing clear demands and attitude toward the developed
countries by initiating fair distribution of globalization benefits.

International management is presented by Ubreziova et al. (2018), Ubreziova et al.
(2013), Simo and Mura (2015), UbreZiova (2008) and Pichani¢ (2004) as follows:

» a process of planning, organizing, managing and controlling the human resources
working in international organizations. This means that the basic management
functions e. g. planning, organizing, managing and controlling staff are performed not
only in national but also in international environment.

» aprocess of applying managerial concepts and techniques in international environment
and adapting management procedures in the economic, political and social environment.

» is different from other forms of management since the knowledge of global issues and
specific culture are a prerequisite for success (Luthans and Doh, 2009).

When explaining international management and entrepreneurship, we use further
characteristics and terms:

» International management is the implementation of managerial activities beyond
the state borders. The corporate goals are expanded by further goals the corporate
management would like to achieve in other country, thus moving from simple
cooperative relationship to establishing a formal contractual relationship.

» International management represents the organizations and enterprises that carry out
business activities in many countries.

» International management is associated with ownership and management of activities
and other business operations beyond the borders of one country. Managers are
responsible for planning, organizing, managing and controlling of business units, but
also responsible for those activities that might complicate resp. change the entry of
these business entitites into the international market.

» Global economic environment is a term used to emphasize its correlation with
international entrepreneurship.
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International entrepreneurship in terms of International Business is not a new
economic discipline. The term and its practical use had been known for more than
thousand years. The activity and behavior of transnational enterprises had been
addressed by national governments, regional associations and other transnational
institutions, which significantly influences the theory formed about international
entrepreneurship (Baldz et al., 2005).

Globalization is a process, where markets and production in different countries
are becoming interconnected due to the dynamics of trade in goods, services and
mobility of capital and technology (Horska et al., 2018). According to several
experts and economists, the “golden era” of globalization will be replaced by
deglobalization. The process, emerging after the global crisis in 2008 resulted not
only in decline of GDP, currency wars and several economic problems, but also
a strong exposure in Asia and Europe, as well as trade wars between the USA and
Europe as one pole and BRIC (Brasil, Russia, India, China) and MENA (Middle East
and North Africa) on other side. Deglobalization means the transformation of the
global economy from one integrated transnational cooperation and mass export to
local production.

Internationalization takes place in the world economy as a result of international
economic interdependence i. e. dependence between its individual parts and as a final
result dependence between national economies. The economic activity of one country
is reflected in position of activities conducted by other economies and it is influenced
by activities happening beyond the border.

Internationalization is a process by which companies increase the value of direct
and indirect influence of international trade on the future of the company, as well as
establish and manage trade with other countries (Elo, 2005).

Intellectual capital is becoming the most important capital in the new economy.
The competitive advantage in old economy was the ability to react quickly on
increasing demand resulting from increasing volume of production without
increasing costs significantly. Means of production are not decisive in the new
economy, but the quality of information has become crucial. At the beginning of the
3" millennium, the human society entered the development phase of the information
resp. knowledge society, in which the quality of life, the prospect of social change
and development increasingly depend on utilization of information i. e. intellectual
capital. The basic pillar of the information chain is formed by data (Dia¢ikova and
Lach, 2019).

Home country is the country where the business entitiy has an official address, address
of taxpayer for tax purposes.

Host country is a foreign country in which the business entity is conducting business
activity. The business activity conducted in host country is the responsibility of the
country manager, who is responding to the local market and government as well as
transforming the culture of home country and host country.

The functional manager is responsible for transfering knowledge throughout the
international spectrum of organization.
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». Expatriate is an employee sent by home organization to work in a foreign country.
Inpatriate is an employee coming from host country to the headquarters of the home
country.
» Third Country Nationals (TCN) are employees of a third country/national of neither
home nor the host country/represent a great potential of professionals who cannot meet
their expectations in their home country.

According to Ubreziova et al. (2018), globalization results in emergence of winners and
losers. Instead of benefiting from globalization, the planet is facing an ecological disaster,
social unrest, ruined economies, deepening poverty, starvation, increasing homelessness,
migration and disruption of social cultures. Globalization, demography, the emergence of
new powers, the fall of international institutions, climate change and energetic geopolitics
might result in new challenges and opportunities for the leaders of future, who will become
influential decision-makers. Strach (2009) points out that Friedman recognized several
positive affects of globalization e. g. interconnectedness of information and knowledge
of individual countries and continents, freedom of chosing the place to live and find
employment, which maintains the living standard of the western middle class. Being an
American, Friedman perceived globalization from the perspective of the Euroepan culture
and believes that the process of globalization has undergone three stages.

1. First wave of globalization - started in 1492, the year of discovery of America. The
discovery of new theories was a start of the colonial era and trade with overseas
destinations. The colonies have become potential markets, source of cheap labour force
and some rare minerals. Globalization was above all the globalization of states that
wanted to exercise power in overseas territories, whose exploitation became the source
of prosperity.

2. Second wave of globalization - it dates back to the beginning of the 19" century -
the era of Industrial Revolution. The modern technical inventions helped Europe to
realize trade with overseas continents more frequently. New Zeland and Australia were
discovered during the second wave of globalization. The international environment
increased the movement of people. Globalization has mainly concerned the
interconnectedness of companies and their operations on the international market. The
exchange of goods played a key role. The fight for division of world continued on the
level of states.

3. Third wave of globalization - is a symbol of the 21* century, beginning around 2000.
The fall of the bipolar world opens up new opportunities and markets. Technical
development, data exchange, the effort of companies to outsource their activities and find
advantageous offshore localities accelerate the economic and social interconnectedness
of countries. Globalization is promoting the individual lifestyle. The exchange of
information plays an important role. The rivalry of some groups of people for power
and sovereignty is strengthening, and these groups form the terrorist organizations.
Unrest is increasing e. g. bombing of Yugoslavia (1999), rocket dispute between Israel
and Lebanon (2006), efforts of Kosovo independence (2008).
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Case study 8
M. Globalization in practice — impact of globalization worldvide

Mezricky (2011) listed the following factors:

» 2006 - there were 191 million migrants and 32,9 million refugees.

» 2008 - food expenditure in economically developed countries represents 10-15%
of the family expenditure, while developing countries show 50% in average.
In 2008, 50% (cca 3.4 bilion people) of the population lived in cities, while this ratio
reached only 13% in 1900, 29% in 1950 and it will be approximately 70% in 2070.
There were 515 terrorist attacks conducted by 359 individuals in the EU.

» 2010 - the world's population reaches 6,9 billion; 60% of the world’s population
lives in Asia.

» 2011 - the development of demogpraphic parametres — the average age of
first marriage increases; the number of single-parent families is growing; the age
of women giving birth fo their first child is increasing; different types of relafionship
patterns emerge; life expectancy is increasing (the rafio of senior population
is increasing by 2% annually — 2x higher increase than the growth of the overall
population rate).

As a result of globalization, developed economies started fo benefit from cheap labour
force. Beside cheap production of goods, services e. g. call cenfres and outsourcing centres
as supporting administrative activities have also appeared. The main beneficiaries of these
activities were Inida (softwares) and China (manufacturing). Both economies show a rapid
growth and can join the group of economic superpowers in the next 20 years beside Russia
and Brasil (Russel-Walling, 2012).

11.2 The process of globalization and internationalization —

Effective globalization and internationalisation process stars with a knowledge of key
variables in the global business environment. In any industry, in any country, managers
must have an overall knowledge of the wheres, whats, whys, and hows of the countries and
regions of the world. This knowledge can be used as an initial way to identify the threats
and opportunities that might arise in their international operations. There are various
definitions of internationalisation. Definition by Beamish et al. (2000) is used: “the
process by which firms increase their awareness of the influence of international activities
on their future, and establish and conduct transactions with firms from other countries”.
Internationalisation theory links Caves’s explanation for direct foreign investments to
Coase’s theory of the firm. Coase explains that the growth of the firm can be understood as the
successive incorporation into the firm (internationalisation) of previously external (market)
transactions because effecting transactions within the firm rather than through the market
has several benefits. The major benefit of internationalization is a reduction of transaction
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costs which enables the enterprise to either reap greater profits or futher reduce the price of
its product. In addition, the internationalization of transactions across national borders has
certain political advantages: enterprises gain tariff advantages as well as circumvent foreign
exchange controls. The international transactions can influence a firm’s future in both direct
and indirect ways. A key element of the internationalisation process concerns “where” an
organizations chooses to do business outside its country. Many firms conduct an incomplete
analysis of potential markets. This is due, in part, to a lack of awareness regarding global
demographic. The internationalization can be perceived as a part of the ongoing strategy
process of most business firms. The main differences between internationalisation and other
types of strategy processes are as follows: first, when products, services or resources are to
be transferred across national boudaries, the firm has to select the international exchange
transaction modality, i. e. a foreign market entry strategy.

Internationalisation affects the SME firms in important ways from an inward perspective,
which incorporates an awareness of the impact of global competitors on the ability of
domestically oriented firms to compete. According to Melin (1992) the internationalization
can be perceived as a part of the ongoing strategy process of most business firms. The main
differences between internationalization and other types of strategy processes are as follows:
first, when products, services or resources are to be transferred across national boundaries,
the firm had to select the country where or with whom transactions should be performed.
Secondly, the firm had to select the international Exchange transaction modality, i. e.
a foreign market entry strategy (Andersen and Buvik, 2002).

Firms become international in scope for a variety of reasons — some proactive and some
reactive. These include a desire for continued growth, an unsolicited foreign order, domestic
market saturation and the potentional to exploitanew technologicaladvantages. The dominant
reason relates to performance. There is clear evidence that among the largest multinational
enterprises, a strong correlation exists between improved performance and degree of
internationalisation. Geographic scope is positively associated with firm’s profitability, even
when controlling for the competing effect of the position of property assets. There is a value
in internationalisation itself. There are various definitions of internationalisation. Definition
by Beamish et al. (2000) is used: “the process by which firms increase their awareness of the
influence of international activities on their future, and establish and conduct transactions
with firms from other countries”. According to Dassbach (1989, internationalisation theory
has its roots by Caves in 1971. Internationalisation theory links Caves’s explanation for direct
foreign investments to Coase’s theory of the firm. Coase explains that the growth of the
firm can be understood as the successive incorporation into the firm (internationalisation)
of previously external (market) transactions because effecting transactions within the firm
rather than through the market has several benefits. The major benefit of internationalization
is a reduction of transaction costs which enables the enterprise to either reap greater profits
or futher reduce the price of its product. In addition, the internationalization of transactions
across national borders has certain political advantages: enterprises gain tariff advantages as
well as circumvent foreign exchange controls. The international transactions can influence
a firm’s future in both direct and indirect ways. A key element of the internationalisation
process concerns “where” an organizations chooses to do business outside its country. Many
firms conduct an incomplete analysis of potential markets. This is due, in part, to a lack of
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awareness regarding global demographic. Andersen and Buvik (2000) have presented that
the internationalization can be perceived as a part of the ongoing strategy process of most
business firms. The main differences between internationalisation and other types of strategy
processes are as follows: first, when products, services or resources are to be transferred
across national boudaries, the firm has to select the international exchange transaction
modality, i. e. a foreign market entry strategy.

The next stage of internationalisation is globalisation. This one results from the trade
liberalization, opening economies, processes and reinforcing the worldwide competition.
The basis of globalization is the countries integration that consists in linking their economic
processes, which include foreign trade, investments and production. It is connected with
migration of goods, services, production factors, labor, capital and technology. That causes
that competition becomes stronger and there are more competitors, who act in global
market. According to Sporek (2005), globalisation is also based on information and high
technology development. Information, knowledge and know-how have become the most
valuable assets of every organization. The development of high technology and new fast
means of transport contribute to the “world shrinking” process. It creates the “global
village” phenomen. Transnational corporations realize these aspects the most effectively
and therefore, they are the main entities, which influence on the globalisation process. The
globalisation is a complex process which changes as well as has the potential to change the
various events in the world at multiple levels. It is widely recognized that there are multiple
faces of globalisation including political, economic and cultural environments.

Internationalization has inward - looking and outward - looking dimension. The
outward - looking perspective incorporates an awareness of the nature of competition
in foreign markets, and includes the following modes of activities: exporting, acting as
licensor to a foreign company, establishing joint ventures outside the home country with
foreign companies as well as establishing wholly owned businesses outside the home
country. Internationalisation affects firms in important ways from an inward perspective,
which incorporates an awareness of the impact of global competitors on the ability of
domestically oriented firms to compete. All of these modes and influences are relevant to
the internationalisation process and are often overlooked. Based on the information above
we can explain that the internationalisation process of a firm can be solved form two main
aspects: economic or behavioral perspectives. Behavioral - related theories refer to the
organizational and social side, like the decision process by Aharoni (1966), who argues that:
“Foreign direct investments is seen as a complicated social process. Many different attitudes
and opinions, social relationships both inside and outside the firm and the way such attitudes,
opinions and social relationships are changing” But the theoretical approaches differ in their
focus. Some concentrate on the factors causing internationalisation and some concentrate
on the internationalisation process itself.
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1. Explain the essence of the international management and entrepreneurship; define the
basic concepts.

2. Describe the concept of globalization and its different stages of development. Provide
examples for globalization and deglobalization in practice.

3. Describe tke substance of the internationalization process.

Summary

The development of the theory of international management and entrepreneurship
is closely related to globalization, internationalization as well as the development of the
international entrepreneurial environment. This theory began to take shape that time when
the world leaders started to address the issue of sustainable development in different world
forums in the South African Republic, Mexico and India in the early 21 century. There are
many definitions from authors addressing the issue of international management and entre-
preneurship, while in general terms it goes about the activity of organization and company
conducting their activity beyond the borders of the country. Business decisions made in one
country, regarding such things as foreign investments and partnership arrangements, can
have significant impact on a firm in a different country. The development of an awareness
and appreciation for the role of foreign competition becomes an integral part of the interna-
tionalisation process.
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INTERNATIONAL
COMPANIES

AND THEIR POSITION
IN INTERNATIONAL
ENVIRONMENT

develop the international management as an integral part of the international
enfrepreneurship. At the same time, we encounter a new, dynamic element of
the success — multiculturalism of international enterprises as an ability to understand
and adopt the culfure of the business partner. Firm involves both geographic
configuration and infernational coordination and integration. It means, that the firm
structures through which international companies carry out their activities. The structures
considered include the international division, area division, global product division,
and the transnational option. Each structure represents a compromise — an attempt to
balance the inherent stfrengths and weaknesses of form chosen. Each structure must
reconcile ease of administration with customer responsiveness, and parent company
versus subsidiary perspectives. All of this must be done in the context of the sovereign
concern of different national governments, and sometimes widely different culfures.

B ased on the experience of businesses developing their business activity will

Sl [

Objectives of the chapter
- to explain the position of international enterprises,

- to define the types of the foreign direct investments.
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The concept of globalization and internationalization of business activities is closely
connected to the concept of transnational corporation. Based on the work of foreign
professionals, Zapletalova (2015), Ubreziové a kol. (2013), Strach (2009) define the following
strategic types of transnational enterprises:

» International enterprise — the company is not represented in every main region. The
capital flow is realized between the headquarters and the subsidiaries. It is mainly
characterized by the European transnational enterprises.

» Multidomestic/multinational enterprise - the enterprise is formed by many
independent subsidiaries in many countries. The organizational units have their own
strategy and their success is measured by financial performance, which enables them to
develop their own brands. The subsidiaries realize no cooperation, the cooperation is
conducted between the headquarters and the subsidiary.

» Global enterprise - the company creates an integrated system of subsidiaries
coordinated by the headquarters. The subsidiaries have no decision-making power
about the product or brand portfolio. The main objective is to provide a standard,
global product for the customer. It is typical for the American transnational
enterprises.

» Transnational enterprise — an enterprise with diversified network of subsidiaries,
which have different strategic location and multicultural business environment. These
enterprises also have subsidiaries providing services for the whole network. The whole
network is characterized by knowledge, product and capital flow.

According to UNCTAD (Conference of the UNO on trade and development)
“the transnational corporations are legal entities or individuals without being a legal
entity, which consists of parent company and the foreing affiliates (e.g. subsidiaries).
The parent company is controlling the assets of other entities operating in other than
the home country. A foreign affiliate is a legal entity or a person without being a legal
entity, where the investor, being a resident of another country, has an ownership that
enables a long-term interest in managing the enterprise (Prochadzkova a Bednar, 2018;
Sibl a Sakovd, 2000).

Transnational enterprise is defined as a company involved in research, production,
sales, resp. other activities in different countries worldwide, not only in the country
where the company is headquartered. At the same time, these enterprises create relatively
permanent, international network of enterprises with their own suppliers, customers
and cooperating partners, and thus influence to some extent the organization of the
market.

The integral part of the evaluation of international enterprises is the evaluation of their
international aspect according to following indicators:

» Internationalization Index (II)
- one of the indicators is the Internationalization Index (II), which assesses the intensity

of foreign activities based on the share of the foreign affiliates of transnational corporations
(TNC):
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1l v (%) = the number of affiliates abroad « 100

the total number of affiliates

» As well as the network spread index (NSI):

NSI = the number of host countries

the number of potential host countries

where: the number ofhost countries means the number of countries in which the corporation
has its affiliates, and the number of potential host countries are represented by those
countries, where the transnational corporation could potentially locate its affiliates.
These countries have received an increasing volume of foreign direct investment
(Balaz et al., 2005)

12.1.1 Entrepreneurship in a foreign country

Europeisthe second biggest continent by size. There are 46 statesand 742,5 million inhabitants,
cca 500 million live in the European Union. The vast majority of these states is formed by
culturally diverse nations using their own language, national and linguistic minorities.
Solving the issue of long-term sustainability in the era of globalization is therefore difficult
in terms of structural differences and the missing uniform standpoint in the EU (Diac¢ikova
a Lach, 2019). It is also pointed out that some of the states or part of them geographically
belong to Asia, but culturally and historicaly they are part of Europe. There are 28 states
in the EU. The single currency was introduced by 19 countries (Belgium, Cyprus, Estonia,
Finland, France, Germany, Greece, the Netherlands, Ireland, Latvia, Lithuania, Luxembourg,
Malta, Germany, Portugal, Austria, Slovakia, Slovenia, Spain and Italy). 9 member states of
the EU use their own national currency (Bulgaria, the Czech Republic, Denmark, Croatia,
Hungary, Poland, Romania, Sweden and Great Britain).

The Slovak entry of the international business environment has significantly influenced
the influx of foreign direct investment, which resulted in introduction of different forms
of foreign market entry. Simo a Mura (2015), UbreZiové et al. (2013), Zadrazilova (2005)
and Pichani¢ (2004) listed the following forms of foreign market entry, according to capital
intensity:

» direct export/import — realized directly with the foreign entity and no intermediary
is used. It can be realized through distribution channels of other foreign entities the
business entity has entered into agreement, e.g. exclusive sales agreement, commission
agreement or piggybacking;

» indirectexport/import-thebusinessentityisengagedininternational entrepreneurship
via companies operating in home country. The business entity will contact the foreign
market indirectly. It means that the company is not conducting any foreign operation
itself;
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». international movement of know-how - a situation when know-how is provided to
a business entity in the host country based on a contract. These can come in a form of
licence agreements, franchising, agreement on management etc.;

» capital entry in form of foreign investment - establishment of a production base
abroad in the form of property merger, which depends of the financial position of the
enterprise and the situation in the host country. The most common forms are: greenfield
investment, brownfield investment, mergers and acquisitions, joint ventures and
strategic alliances. These forms represent the highest level of internationalization and
applying international management principles.

ByBanerjiand Sambharya (1998), competition in global industriesis shifting increasingly
from interfirm rivalry to rivalry between networks of firms. Strategies for individual firms
are thus contingent on the degree of interdependence that exists between them and the core
firm in the network. Affiliate firms have two options available to them: first - enter into
competitive strategic alliance with competitors or second - enter into a symbiotic strategic
alliance with the core firm of the network organization. Many international organizations
involve complicated associations and alliances between multiple divisions and individuals
on several continents explain Holt (1998). This structure may encompass hundreds of
operating divisions with multifaceted purposes, often performing interdependent activities.
Ownership can also be complex, bringing together private and government interest, holding
companies, joint venture partners, and networks of subsidiaries. Their organizational chart
(if one exists) might resemble a spider web more than a pyramid, and even those threads
may vary regularly, since global activities change so rapidly that a company’s organization
often reflects a fluid mosaic of relationships. Within this framework, companies of many
nationalities are expanding into international markets. Some are simply exporting, others
are investing in foreign facilities, and global companies are creating organizations of
integrated technology with world - brand goods, services, and system of management.
Within such a variable world, no single description adequately characterizes international
business. International companies choose to expand in many ways, and they employ a wide
variety of strategies. Specifically, it will explore recent social and economic changes for major
economies and for those in transition, followed by a look into technological factors that
influence growth and international management. It will also address important challenges
facing managers within culturally diverse international organizations. Due to the difficulty
of integrating an already existing foreign management, cultural differences are likely to
be especially important in the case of an acquisition. In contrast to an acquisition, a joint
ventures frequently serves the purpose of assigning management tasks to local partners who
are better to able to manage the local labour force and relationships with suppliers, buyers
and governments, but at the cost of sharing control and ownership. Based on these facts,
the authors concluded the greater cultural distance between the country of the investing
firm and the country of entry, the more likely the firm will choose a joint ventures or wholly
owned greenfield over an acquisition.
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12.1.2  Types of industrial parks

The term “industrial park” began to be used in Slovakia at the beginning of this
millennium as a result of increasing influx of foreign investment. Until the year of 2000,
investment practically resulted from the purchase of existing companies or establishing
joint ventures. There were also some examples for leasing of unused premises or areas by
foreign companies.

The industrial park can be characterized as a large complex of production halls, storage
facilities and logistics hall. The area of industrial park can be extended by a research and
development centre, educational facilities, recreation zones, sports grounds, as well as
a residential zone, which might increase the attractiveness of the area. The industrial park is
based on the idea of combining different functions. In addition to using the term industrial
park, frequently used expressions are the industrial zone or special economic zone.

After the year of 2000, more and more foreign companies wanted to establish production
sites in Slovakia within a short time. Spatial planning and construction procedures took
a long time, as well as the construction of the new site. A great demand was generated
for the areas with integrated infrastructure and good transportation access and further
necessary permits to smooth operation. The investor could rent or buy a required size of
parcel, quickly obtain building permit, build premises and start production within a few
months. The lease of land, construction of production hall and the purchase of technology
enabled the investor to start production quickly, even without a big amount of cash to be
invested into development.

In addition to providing land and engineering services and construction work, the
park operators began to offer operational services e.g. fencing, maintenance work, security
services, food delivery, gardening, cleaning services or transport service. These measures
motivated the foreign investors to enter the Slovak market and start their production, as
well as encouraged them to expand their activities or attract further suppliers and parent
companies to the country. It was beneficiary for them to let the domestic partner provide
service activities and they could focus on development of core activities e.g. production or
services for industry.

According to Preto (2018), industrial parks fall into two basic groups based on the area
they are being established; greenfield and brownfield types of industrial parks. However, no
study on industrial parks provides a clear definition for individual types of industrial parks.
Therefore, we would define the greenfield and brownfield industrial parks as follows:

» greenfield industrial park - industrial park built on an area, which has not been
used for industrial purposes yet. The greenfield investment might contain the basic
infrastructure accompanied with road infrastructure;

» brownfield industrial park — an industrial park built on already used area for industrial
purposes. The park is created by investing in existing buildings that are currently not
used or have been abandoned for a long time. These buildings are often connected to
engineering networks.
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Case study 9
Development of industrial parks in Slovakia

The first industrial park in Slovakia was established in 2001 in Vrdble. The reason was the need
for larger production facilities for a supplier of automotive industry, United Parts Slovakia
(UPS, currently Kongsberg), which had been operating in leased premises for five years.
There was no separate production hall, neither was a company that would be interested
in building the premise for UPS. The company management found a German investor that
built a tailor-made hall for UPS. The company had leased it for 15 years. Considering better
return on investment, the German investors built not only a production hall for UPS, but
also an industrial park with five plants offered to be leased by manufacturers. The investor
agreed with the management of the town to buy the land from the owners and resell to
the company as one parcel. This was the start of the industrial park built on 6.5 acres of
land, later expanded to 23 acres. IGP Vrdble, the company responsible for construction
works had built the part of network from own financial resources. Later the amount
of approximately 3.6 milion eur by the Ministry of Economy of the Slovak Republic was
provided in form of subsidy (Kremsky, 2015). Two other important projects of industrial parks
were launched in Kechenec (Eastern Slovakia) and Lozorno (Z&horie). The automotive
industrial park in Lozorno focused on suppliers for Volkswagen Bratislava, which started the
production of off-road models VW Touareg and needed to aftract several of its suppliers to
Slovakia. By the end of the first decade of the 21 century it was already hundreds of millions
of eur investment, even though in form of state aid provided for large foreign investors as
Volkwagen, Peugeot-Citroén or KIA. Another example is the Nitra region, characterized by
large unutilized industrial areas before the 1989 era. Only part of this area was successfully
tfransformed to industrial area e.g. PAL and Tesla Vrdble, the sugar factory in Surany
or Tesla in Nové Zadmky. Calex Zlaté Moravce, Elektorsvit Nové Zdmky, Plastika Nitra, the
Slovak Shipyard in Komdarno, SES in Zeliezovce lackrd behind with empty production halls.
Paradoxically, the first industrial park in Slovakia was established, when the companies
in older production halls in Vrdble did not have space for expansion, and it was impossible
to build new production halls. As a greenfield investment, they built a new plant in the
neighbourhood employing apporoximately 2000 people. At that fime, one of the biggest
industrial parks in the town of Levice was built.

Questions for discussion

1. Describe the nature and importance of transnational enterprises and different forms
of their market entry. Describe the concept and development of industrial parks
in Slovakia.

2. With reference to Case study 8, provide example for well-known scandals of personal
data protection.
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The theory of international management and entrepreneurship, while in general terms
it goes about the activity of organization and company conducting their activity beyond
the borders of the country. It should be emphasized that the most important players in that
particular entrepreneurial environment are the transnational enterprises. During the era of
globalization, various forms of entry on foreign markets emerged and industrial parks had
been built in different European regions including Slovakia. As we talk about the theory
and practice of international management and entrepreneurship, practical examples in case
studies are provided, taking into account the impact of Covid-19 pandemic as one of the
major factors influencing the development of global business activity and trade.
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INTERNATIONAL
ENTREPRENEURSHIP
IN - FAMILY BUSINESSES

appropriate attention as an issue, despite the fact that these forms of
businesses are present in the business sector. They are characterized by
several different features compared to other forms of entrepreneurial activities.
The current conditions on domestic market are characterized by intensifying
competition, globalization and liberalization fendencies in trade that result
in gradual establishment of family-owned enterprises even beyond the borders
of home countries. The importance of examining the international business activities
of family businesses is supporting the fact that these types of businesses are
as successful as the competing non-family enterprises, but experts deal with this
specific issue only sporadically. The presented chapter offers a brief infroduction
fo the issue of intfernational business activities of family-owned enterprises.

Fomily business is a special form of enfrepreneurial activity not receiving

Objectives of the chapter
- fo point out the importance and significance of family enterprises,

— tfo present a brief genesis of establishing family enfreprenership in Slovakia,

- to point out selected problems and specifics of the theory of family
enfrepreneurship,

- toinfroduce the motives and reasons why family enterprises infernationalize their
activities.
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Development trends in the market result in different entrepreneurial activities related to
various forms of business units. The business activity of family enterprises is becoming and
increasingly discussed issue of business activites even in current circumstances. This is a very
interesting, challenging and quite complex field of activity, which should gain adequate
attention. The research of family enterprises is in the interest not only of the economic sector,
but requires also the attention of political field since these forms of businesses focus primarily
on securing employment, self-realization followed by generating profit. It can therefore
be stated, that their existence on the market has a broader social, societal, and economic
dimension. Family businesses are also present in markets and regions that larger enterprises
and enterprise networks are not interested in. As a result, their indisputable added value is
their influence on the development of the regions. The business activity of family-owned
enterprises is currently focusing not only operating on domestic markets. Three powerful
phenomena - globalization, market liberatlization, internationalization — cause that also
specific forms of entrepreneurial activities, the family-owned businesses are also affected,
influenced and determined by this phenomena. The previous activities of family enterprises
were primarily focusing on operating on local and domestic markets. However, as a result of
ongoing trends, differentiation can be detected not only in the sector of family enterprises,
but also in territorial targeting of their activities.

It is true that the issue of international entrepreneurship is addressed both by the Slovak
and the foreign literature, mainly on the conditions of large and transnational enterprises,
which are typcial representatives of international form of entrepreneurship. However,
the intensifying competition on the local and national markets is literally forcing the
representatives of the SME sector to become inreasingly involved in international business
activity. Entering the international business environment, establishment of bilateral and
multilateral trade cooperation between the individual business entities is accelerated by
market liberalization and membership of Slovakia in the EU, which has achieved the highest
degree of integration and significantly contributed to high degree of openness of the Slovak
economy. Therefore, similarly to large enterprises, small and medium-sized business and
family businesses also face the internationalization of their entrepreneurial activities. In
a globalized world, where individual national economies and their sectors are increasingly
interconnected, the internationalization of the business activity is only a matter of time.
The ability to withstand strong competition and maintain market activity are so essential
that decision-making of the company management about internationalization of activities
cannot be postponed in long-run. The competitiors are present, and it can easily happen that
they make the necessary steps faster than we do. They gain a competitive advantage that will
be difficult for other company to compete with.

Family entrepreneurship has an irreplacable and permanent position in the world
economy. Due to the existence of market economy for a long time in developed countries,
the position of family enterprises is also different from their position under the Slovak
circusmtances (Mura, 2019). The history of family entrepreneurship in developed European
countries is rich, represented by numerous successful enterprises, which have transformed
into medium-sized and large enterprises, even multinational companies. As an example,
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the author is providing the following German companies: Henkel, Dr. Oetker, Deichmann,
Volkswagen, BMW, Hornbach, Adidas, Puma, Rauch; Dutch companies: Heineken, Heinz,
Shell, Barenbrug, Veldhuyzen Kaas; British companies: Marks & Spencer, Rolls Royce, Luis
Vuitton; Italian companies: Fiat, Armani, United Colors of Benetton, Ferrero, Lavazza. The
closest family business known by us is represented by the shoe manufacturer — Bata. As
successful Slovak business, we can mention the following: Matador Group, Mrva & Stanko,
Matysék, Corner & Co., Kellys Bicycles, Esox, Hotel Partizan in Tale. If we tend to list absolute
well-known and relevant family businesses, we can mention the following companies: Lewis,
Nike, Volkswagen, Ford, BMW, Toyota, IKEA, LOréal, Kinder Morgen, Samsung, Oracle,
Facebook Marka Zuckerberga, Roche, Novartis.

A specific group of companies represented by family business is also a permanent part of the
small and medium-sized business sector. A large number of family business is operating as
a micro or small enterprise, so it can be concluded that the most significant representation of
family business can be found in the SME sector. However, over the years of their successful
presence on the market, some of these family enterprises have grown and increased their
revenue and the number of employees, and nowadays meet the categorization of large
enterprises. Thus, the statement that family businesses are present only in the SME sector is
not valid. A permanent problem in Slovakia and the EU, but also worldwide is the absence of
a uniform definition for family businesses resp. family entrepreneurship. At present, there is
no precise legislative definition neither a complex defintion is provided for family enterprise
resp. family entrepreneurship.

The entrepreneurial activity of family businesses is significant in macro- and
microeconomic terms. Although this group of companeis does not employ a large number of
employees, they have a significant contribution to workplace creation in those areas where it
is not possible to expect a large investor. Family businesses have a significant representation
in service sector as well. In addition to their services in hotel industry and gastronomy sector,
they also offer a personal approach, empathy and higher quality of services and products. In
the case of dissatisfied customer, not only the name of the company but also the name of the
family suffers. Family businesses in comparison to non-family businesses “risk life and limb”
as it was emphasized by Mura (2019).

Family entrepreneurship ranks among the dynamically developing forms of
entrepreneurial activity. It is gradually gaining recognition in the Slovak business
environment. This form of entrepreneurship is unique and represents a seperate problem in
the theory of management. It is necessary to provide that approaches, theories and opinion
how to run a family business are diverse and sometimes contradictory. The question arises
whether there is a difference between non-family and family businesses to be examined
seperately. According to our opinion, there is a clear difference. The difference undoubtedly
exists and can be identified at different levels:

» have long term objectives, vision and strategy,
» have different hierarchy of values,

» have different hierarchy of objectives,
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» prevails conservative management,
» avoid risky behaviour,
» have different approach to customers; interested persons and entities,
» negotiations with business partneres are more balanced.

As part of the economic transformation, a number of business entities were established
in Slovakia. Privatization has significantly contributed to establishment of these businesses.
The roots of modern entrepreneurship started and some entitites have developed into family
enterprises. Gradual involvement of family members, resp. substantial ownership of family
members in business resulted in family entrepreneurship. Currently, the position of family
business can be assessed as diverse. Some of the business have already found their market
position, while others went bankrupt or solve serious problems with generation change in
business management.

Family businesses are undoubtedly important and integral part of the SME sector, which
can be closely linked to units of “family” and “marriage”. Family businesses gain attention in
time of intense competition. Strazovska, H. a Strazovskd, L. (2002) consider family businesses
as a separate form of entrepreneurship since they form small social systems. These are forms
of enterprises, where family has a significant influence on ownership of the business or the
management. Family business or family entrepreneurship is the joint business activity of
people with existing family ties.

Family businesses are different from non-family enterprises as they can be characterized
by several specifities. This fact was also mentioned by Kroslarové (2018). The specifity in the
case of family businesses is in the interaction of the family and entrepreneurship, not in
legislation. Typical for these businesses is the atmosphere, where the family relationship is
confronted with the business atmosphere. There are different generations cooperating in
family business. This is why it is difficult to differentiate the relationship between family
members, who are both in professional and family relationship. Both professional and
emotional interaction can be detected. The entrepreneurial success is measured by profit and
the number of generations, which have successfully passed on the business from generation
to generation. The main goal of family businesses is to maintain the continuity instead of
generating quick profit.

Machek (2017) points out the discrepancy of information and knowledge about
the family enterprises. He argues that data and information about family businesses
from different authors not only differ but also contradict each other. This reason he
explains by the absence of clear definition on family business. He introduced critically that
definition on family business does not provide adequate empirical evidence. The definition
on family enterprises frequently focuses on describing the characteristic features of these
businesses.

Circumstances contributing to establishment of family enterprises:
1. family businesses are, also with time interruption, one of the traditional forms of
entrepreneurial activity in historical terms,

2. family businesses are in more stabil position than non-family enterprises in the national
economy,

3. family businesses are less risky due to their economic behaviour,
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4. family businesses are expression of proud since the reputation of business is closely
linked to the entrepreneur,
5. family businesses have their own share in contributin to the national GDP,
6. family businesses account for approx. 60% of added value.

Several factors can be listed in favour of family entrepreneurship. Mura, Halasi and
Vlacsekova (2018) defined the most typical factors as the follows: possibility of continuing
traditions laid down by family members several years ago, establishing values for family
and society, providing a possibility for self-employment. Family business is a type of
entrepreneurship suitable for development of business activities in regions, where larger
enterprises are not present or did not establish business activity, resp. the enrepreneurial
activity of family businesses does not depend on the existence of a large enterprise. These
types of businesses fill the gap on the market, thus underlining their importance in the
regional economy. The pecularities of family businesses also include:

» high ratio of acceptance of members in business,

» strong emotional ties between family members who work together,

» new co-workers are easy and flexible to involve without creating workplaces to be filled
from external environment,

» internal orientation,

» pro-customer orientation, in the case of failure the family name will suffer, not only the
business name of the company,

» maintaining work-life balance.

Based on theoretical and methodological approaches on defining family business by
several authors, Mura in his work (2019) presented a proposal for the main elements that
could be included in the defintion of the term family business. The main elements are the
following:

1. the majority ownership is in the hand of the family or families (more than 50%),
. the family is mostly present in the management of the company (more than 50%),
. family members are present with at least 25% in everyday running of the business,
. the share of family capital in the total capital of the company is at least 25%,
. the share of family property in the total property of the company is at least 25%,

A U B W N

. we consider the identification of generation change in the company as an optional
criteria due to the fact that Slovak family businesses are facing the task of solving the
problem of handing over the company to the next generation only nowadays.

The process of engaging in international business is based on the need to combine
market opportunities and strategic thinking of companies. Businesses that engage in
internationalization can develop and advance. Internationalization of entrepreneurship does
not only affect the large enterprises. There is an increasing number of Slovak SMEs involved
in the internationalization of business activities since they can experience it as a competitive
advantage improving their financial results and possibility for new partnerships (Mura
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and Buleca, 2014). Internationalization offers strengthening the position of companies on
the market, results in organic growth and better evaluation of the corporate capital. The
research conducted by several authors under the supervision of Mura (2018) points to
viability of small and medium-sized enterprises of family type in international environment.
The development tendencies do not allow them to lag behind the companies of developed
market economies.

Thefirstauthorsprovidingadetailed characteristicsand definition forinternationalization
of businesses were Johanson and Vahlne in 1977. The path of internationalization as a theory
describing the various stages of internationalization is characterizing the activities of
business involved in the internationalization process. Specifically, the market penetration —
the company has not adequate information about, neither the gradual transition from lower
stage of internationalization to achieve a higher stage in the process. The companies move in
different zones/stages based on their performance and experience on international markets.

The process of internationalization does not only affect the companies of developed
market economies. The tendency is also faced by the businesses of transforming economies,
social-market economies, including converging countries and emerging economies
(Jormanainen and Koveshnikov, 2012). Internationalization affects all the business entities
on the market, regardless to their affiliation to a certain country.

The management philosophy of businesses oriented at expansion on international
markets must include decisions chosing the target market, the form of penetrating a new
market, also concerning the operation and conducting business in international environment.
According to Horskd, Palichovd and Gélova (2018), the current situation is characterized
by hypercompetition and emergence of further business entitites that can see the possibility
of positioning themselves on the market. In comparison to large enterprises, the SMEs have
advantage in flexibility and an ability to react on market changes quickly. The authors also
express their opinion that success in the 21 century can result in competitive advantage,
which forecasts the ability to react quickly on market needs. Competitive ability does not
distinguish between micro, small, medium or large enterprise, but slow and fast business.

There are large number of theoretical approaches by authors from different countries
defining the internationalization of entrepreneurship, while all of them provide different
perspective and determine different factor. Internationalization is perceived as a process
(Kjellman, Sundnids, Ramstrém and Elo, 2004; Podr, Seres Huszarik and Mura, 2012;
UbreZiova and Wach, 2016; Horska, Paluchova and Galova 2018; Zadrazilova, 2017), and thus
its implementation consists of different parts — phases. Uppsal’s model of internationalization
is considered to be the best-known model of internationalization of business, which is
characterized by a number of procedures and steps with increasing involvement and
connection in international markets.

In addition to large corporations, family businesses also play an important role in the
global economy. However, these forms of enterprises are not adequatly addressed by the
researchers. Their cautios steps to enter international markets stem from the fact operating
as family enterprises.

There are several reasons for international expansion of family businesses. When entering
international markets, it is adviced to balance the factors that support the internationalization
of the business, but also the factors preventing internationalization. These act as barriers
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for family business to penetrate the international markets. Zaniewska (2012) analyzed the
impact of several factors relevant in the case of internationalization processes of family
enterprises. The author distinguishes between the factors facilitating the process and factors
that prevent internationalization. Vision, entrepreneurial culture, effective decision-making
and family ties are the factors that influence the internationalization of the family business.
As the Polish author, further authors addressed the issue of expansion of family businesses
on international field. The companies are adviced to consider education in the field of
entrepreneurship and entrepreneurial initiative in order to stimulate entrepreneurial activity
on local and national level. This can confirm that even in wider scope, business consulting
has no adequate level of application in terms of business units. Slovakia is also characterized
by this fact.

An interesting and specific problem was addressed by Italian professionals, Cerrato
and Piva (2012). They addressed the issue of whether and to what extent family businesses
have influence on decision about internationalization. There research is based on the
sample of 1,324 small and medium-sized Italian family businesses. The results show that
involvement of family members in business management has negative impact on decision
to expand internationally. On the other hand, the choice of internationalization, the level
of internationalization and the geographical extent as determinants do not differ between
family and non-family enterprises. The empirical results show that the level of human
capital and the presence of foreing shareholders in small and medium-sized enterprises have
positive impact on internationalization of the business.

Carney et al. (2017) talk about the need to increase national competitiveness, which can
be ensured by applying innovations and internationalization of business activities. So far, they
have been less in the focus of interest in terms of their international involvement. A market
gap was created, which might be filled by family enterprises through internationalization of
their business activities. This possibility should be the subject of a mutual dialogue between the
management of the family business and the owners (Casillas and Moreno-Menéndez, 2017).

In line with the attempt to create a new definition of the internationalization of family
businesses, Oviatt and McDougall (2005) present a model in which they analyze the speed
of business internationalization and the strength of the factors that influence it. The model
starts with a business opportunity and shows the supporting technological forces, motivating
competitive forces, mediating the perception of entrepreneurs and mitigating the forces of
knowledge and networks, which together determine the speed of internationalization.

Internationalization has become a strategy for growth and sometimes for survival
among family businesses. Kontinen and Olaja (2010) found that internationalization of
family businesses is a gradual process and follows the Uppsal’s model of internationalization.
However, unlike the Uppsal model, some family businesses were considered as global
“reborn” enterprises.

Baassiri (2018) talks about the need to accept change in family entrepreneurship. If
they want to maintain successful on the market, family business have to adapt to current
trends and establish themselves on international markets. No longer applies the rule that
international markets are open only to large corporations. Family businesses have to be also
prepared to respond to current market conditions not only domestically but internationally
as well.
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Ubreziova and Wach (2016) emphasize, that economic, cultural and political differences
must be taken into account when conducting business in international environment.
Without acceptance of these differences, the business entitiy will not be able to succeed in
international market. These factors are often underestimated by businesses, resulting in
failure to penetrate the international markets.
The companies must be aware of several attributes of competitive struggle characteristic
for international entrepreneurship (Zadrazilova, 2017):
» free movement of goods and services,
» offer on financing consumption, which is supporting the sales of companies,
» possibility of modern forms of payment,
» offer discount prices and sales.

Ratten et al. (2017) focus on reviewing the international strategies applied by family
businesses when entering international markets. According to the authors, the starting
point is to have an entrepreneurial approach to the internationalization of the family
business, which provides a possibility of capital, experience and further attributes. More
and more family businesses are going global. It is important to focus on positive aspects
of internationalization, including the emerging markets and the acquisition of important
business knowledge.

Before entering international environment, the companies have to conduct several
detailed professional analyzes, which will become a basis for managerial decision about the
chosen strategy of international entrepreneurship (Aaker, 2018). The company management
should evaluate the risk associated with doing business in international environment. Based
on these facts, a decision has to be accepted how the company enters the international market
and how the company will operate on the chosen market.

Questions for discussion

. Explain the importance of family businesses.
. Try to identify some specifics of family businesses.

1

2

3. Define the features of a family enterprise.

4. Introduce the motives that result in internationalization of family businesses.
5

. What are the advantages and disadvantages of international entrepreneurship for family
enterprises?
6. What the management of family businesses should consider berfore entering an
international environment?

Summary

Research and the theory of family entrepreneurship usually focuses on the evaluation of
entrepreneurial activity of family businesses on the domestic market. The international
business activity conducted by these types of businesses does not receive as adequate
attention as it is addressed abroad. Trade liberalization and economic integration have
brought possibility of conducting business activity beyond the borders not only for small
and medium-sized enterprises but for family businesses as well. Conducting business
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activity beyond the borders results in increased or organic growth. In the presented chapter,
we provided at leas a brief introduction to relatively new and inadequately developed theory.

By presenting the specifications of family enterprises, we brought a broader discussion
about the operation of these companies in the business environment. It is clear that in time of
hypercompetition, family enterprises are also forced to find new markets for their products.
For this reason, but also for the motive of better utilization of the company capital they enter
the process of internationalization by going beyond borders with their business activities.
The ways in which the family business is internationalized overlap in many steps with the
ways in which the SMS internationalize their activities.
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SELECTED MAIN

AND SUPPORTING
MANAGEMENT PROCESSES
OF COMPANIES

IN INTERNATIONAL MARKETS

30 years and generally contributed to development of entrepreneurial activities
beyond the home countries. The business entity enters the international market
achieving the set goals through managerial functions. The globalization of the world
economy created new opportunities but also risks for the businesses, resulting in access
to bigger markefts, the application of best management practices and technologies.
On the other hand, it has brought competitive challenges like local and international
suppliers/competitors infroducing new production processes and services.

The globalization and internationalization processes have intensified in the past

Objectives of the chapter

- fo point out on the necessary knowledge enterprise of research, development
and innovation products management in international environment, including
protection of intellectual property,

- fo define the information environment of enterprises in international environment,
— to explain the value chain creation of knowledge and decision-making process,

- to define and explain of internal and external communication of businesses
in international environment.
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14.1 The role and importance of business innovation
and research in the international environment

‘;l_r'. Innovation in business and international environment can be described as the follows:
E » renewal and extension of product portfolio and services as well as the related markets,

» implementation of new technology/producing new products with the help of innovative
technology,

» new forms of integrated marketing communication,

» introduction of new methods of purchasing, production and distribution,

» introducing management changes, changes in work conditions and qualification of
labour staff.

Innovation cannot be perceived as a change of technical parameters of the product.
Innovation should cover all the business activities — purchase and consumption of raw
material, technology, organizing marketing activities, service and sales, human resources.
Everything that pulls the company ahead and has influence is a part of the innovation
process, the centre of which is the customer. It is a mistake when innovation is only
associated with scientific and technological development. Innovation is a reflection to new
market opportunities, so we can talk about completely new technological solutions but also
the existing ideas in terms of new perspectives. Finally, technical and functional innovations
(product with new resp. innovative function) lead to innovation in social field. The values
and new needs of customers are also reflected in technical innovations. It can be described
as a spiral, spinning faster and faster, while getting individuals to higher level in the society.

Development of new product consists of several consecutive processes:

» Birth (creation) of an idea - specialized corporate departments, customers, sales,
production etc.

» Pre-selection of ideas - many companies have developed a system of evaluation and
shortlisting the ideas.

» Concept of development, testing — basic concept, first interviews with customers
about the product, interviews with suppliers of raw material and services, fine-tuning
the product, adaptation of technology and production processes.

» Marketing strategy — consists of 3 parts:

1. target market — characteristics of the market position the company plans to achieve
with the product, characteristics of the segment,

2. pricing - is formed in addition to direct and indirect costs in long-term, the
method of sales/distribution, marketing budget - the involvement of sellers,
advertising costs resp. communication mix, budget for development,

3. long-term sales - profit goals, strategy of marketing mix, what market position we
want to achieve and what period of time we need to achieve it, determining the
return on investment.

» Business analysis — includes an overview of the expected amount of sales, costs
and profit. The financial attractiveness of the product is analysed. If corresponds to
intentions of the company, the product development can start.
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» Product development — according to specific situation, the relevant technological and
working processes are determined.
» Testing on the market — marketing test — testing in real conditions e.g. customer is involved
in testing. The processed information is used to support sales and real forecast of profit.
» Commercialization — market launch - the appropriate time to launch the product on
the market, where it should be launched and who are the target customers - target
market, how the product will be distributed, after-sales service.

If original products or technological processes are created by creative intellectual
activity, in particular they are intended to enter international markets, it is appropriate to
protect them, subject to protection of industrial property, e.g.:

» patents,

» trademarks,

» industrial design,
» design,

» copyright,

» licence agreements.

14.2 Information environment of businesses
in international environment

The importance of information and knowledge is increasing significantly in terms of
existence of any entrepreneurial unit, functioning of the market economy and for life in the
global society. Increasing tendency can be detected in the following:

» awareness,

» competitiveness,

» entrepreneurial risk and risk of decision-making,

» importance of adaptability,

» turbulence of ongoing processes,

» globalization of markets,

» internationalization of management, internationalization of product and technological

innovations, etc.

Business conditions in the era of knowledge economy and the global environment have
completely changed. The speed of change has a high acceleration, which can only be captured
by a high-quality, correctly set up and implemented information-knowledge system of the
company. This system has to be an integral part of the company’s strategic management,
which is based on making effective decisions. These can be achieved if the company is aware
of its internal and external environment. Only this type of management approach leads to
success and sustainable development on the global market.

The value chain of profit generation resp. the competitiveness of the business conditioned
by a synthetic-analytical approach, and utilization of knowledge consists of the following
components:
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». data,
» information,
» knowledge/experience,
» wisdom,
» decision-making,
» realization,
» profit,
» long-term sustainability.

The most elementary particle in the entire information chain is data. Bare data are
obtained by measurement, research, experiment etc. Information is achieved if data is
analytically-synthetically combined by the receiver, selected and interpreted, critically
evaluated and as a final result, a new informative value is created. Information is therefore
data in context. However, how these data are combined, read and put into new context
depends on the knowledge of the individual (interaction of knowledge, experience, skills,
resp. other factors) obtained during studies i.e. acquisition of knowledge, but also with
experience based on acquired skills. Knowledge always refers to the individual’s actions
and emotions. As high quality is our knowledge and ability to think in context, similar high
quality is the information read and transformed from data. Then it depends only on the
wisdom of the individual, resp. the wisdom of the environment, how this information is
handled and used. No matter how good the information is, when it is not used meaningfully,
has no value, even if it has been bought/obtained expensively.

If a company would like to run a successful business in a competitive global
environment of the information and knowledge society, it has to evaluate effectively the
constantly changing environment. The assumption that it will be done properly is enabled
by an information and knowledge system and an adopted strategy in the area. The goal of
information strategy is the optimal support of strategic goals and ongoing processes in the
company through information systems, information technology and complex information
services focused on the content of the information.

The information strategy determines the basic directions of establishing a flow of
information in the company, so that the processed information and explicit knowledge serve
managers to make effective and successful decisions and reduce the risk of this activity.
Therefore, the information strategy should contain the following:

» specification of key information — what kind of information will be required:
- to evaluate the legislation and the macro environment (social factors, technical,
economic, ecological and political),
- to evaluate the market situation,
- to assess the position of the company on the market in terms of competitiveness,
- to evaluate the market development trends,
- for research, development and product innovation,
- to evaluate the current internal situation in the company and all processes;
» an overview of the standards the company wants to apply when building the
information system;
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» the volume of financial resources and further resources the company plans to allocate
for development of information strategy;

» the program and policy of development of a comprehensive information system in the
company;

» action plan of development and utilization of complex information system in the
company;

» principles for evaluating the efficiency of information strategy and the information
system.

14.3 Internal and external integrated marketing communication

14.3.1 Internal communication

Internal communication is an essential element of the corporate culture, the strength of
the company, which is often underestimated, while the external communication gains more
emphasis. It is necessary to devote attention to both of them on the same level, since both
of them support the success and sustainability of the business. Companies represent a living
social system based on maintaining their employees informed, including the strategy and
basic principles of the organization. This is why the quality of internal communication is
subject to high requirements affecting the success of the company. Communication is a tool
managing and connecting people in the organization in order to achieve common goals
and objectives. External communication is important in terms of recognizing the company
externally, including the credibility and image of the company.

Types of communication channels:
» internal computer network - intranet, extranet,
» external computer network - internet, e-mail, social media,
» telephone,
» letters,
» meetings,
» bulletin boards,
» radio,
» company newspaper,
» mailboxes (competitions, anonymous announcements),
» corridors, elevators, canteens, conference rooms and other premises,
» business trips resp. teambuilding,
means of transport.
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14.3.2 External communication

Modern marketing requires more than development of a good product offered at an
attractive price and made available for the potential customers. The company should
maintain communication with potential customers, intermediaries and the public.
Satisfying the needs of customers is the main task of marketing, which is achieved through
a marketing communication mix. The basic element of the marketing mix is the promotion.
Currently, much broader activities are integrated into the marketing mix, and therefore
the term marketing communication is used as a professional terminology. For these new
communication activities in practice we use the expressions of ATL — Above The Line (press,
radio, TV, billboards) and BTL- Below The Line (public relations, promotional activities,
personal sale, sponsorship, direct marketing...).
Marketing communication i.e. marketing mix included the following tools:

1. advertising,
sales support,
personal sale,
public relations,
direct marketing,
event marketing,
guerilla marketing,
viral marketing,

¥R NN R RD

content marketing,

et
(=]

. product placement in films, TV programmes etc., as a form of hidden marketing (in
Slovakia, product placement has been legislated since 2009 in Act 308/2000 Coll. on
broadcasting and retransmission on the basis of Directive 2007/65/EC of the Europe-
an Parliament and of the Council 2007/65/ES),

11. internet communication, mainly websites and social media,

12. SoLoMo (Social Local Mobile) digital marketing that integrates social media, location
and mobile phones since the social media forms an irreplaceable role in disseminating
valuable content. While implementing these activities, it is necessary to integrate to
the concept all three characteristics in order to offer the visitor a unique experience.
This trend has increased by popularity of cell phones and the rapid expansion of mo-
bile data. Mobile phones have become a primary channel for creating, collecting and
sharing information about the identity, friends, life of the users, access to social media
and sharing current location of the user. Most of the marketing communication is
based on involving the user’s location in communication via the third-party as local
search, tagging photos, tweets or receiving geolocation ads and offers,

13. further forms of online marketing.

These tools help to inform the target group about the existence and benefits (economic
and psychological) of the product. The introduced tools are marketing tools for mass
communication, which are in contrast with personal sales, targeting a certain group of
customers.
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Integrated marketing communication resp. communication mix is a concept, created as
aresult of a targeted plan based on a knowledge of strategic tasks of different communication
disciplines, which are combined in order to create a maximum, clear and consistent
impact about introducing and increasing the sales of the product. At the same time, the
symbiosis and synergy of the elements of the communication mix is emphasized. The mutual
complementation and cooperation of these elements is essential in order to achieve the
expected strategic position of the company.

Questions for discussion

1. What is the necessary knowledge the company must have in the field of innovation and
research in international environment?

2. Characterize the driving force and innovative opportunities for company development
in international environment.

3. Describe the process of product development and the importance of the intellectual
property.

4. Characterize the internal communication in the companies operating in international
environment.

5. What makes up the external communication in companies operating in international
environment, and what is it used for?

Summary

The belief that the company should have the biggest market share in order to win is
a misbelief. There are many companies with small market share, which are more profitable
than the companies with a larger share. Even more terrifying is the fact, if all companies
want to achieve the largest market share for themselves, it leads to a devastating battle in
which it is difficult to find a winner. It is much more effective to focus the business activity
on the customer, i.e. the company has to think about the values most perceived by the
existing and potential customers, and how they can satisfy these needs/values. In order to
satisfy the customer need, the company must direct and tailor its activities to maximize the
value, while minimizing the costs. These are generally applicable rules, regardless to the
size of the company, type of the business or conducting the business activity in national
or international environment. When we talk about integrated marketing communication,
we usually mean its impact on external environment of the company. However, the
quality of internal communication also affects the perception of the company, the internal
communication is also a part of the integrated marketing communication. The primary goal
of internal communication is not the satisfied employee, but the satisfied customers through
the activity of the satisfied employee of the company. Internal communication is complex
since it affects all the organizational units within the company, as well as all the employees.
The internal communication has to be set in accordance with the individual processes in
the company so that each employee in the company must have the necessary information
to perform their particular activity resp. employees in managerial positions must have the
necessary information to make decisions in time (Diac¢ikova and Chocholakova, 2018).
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THEORETICAL ISSUES
OF CULTURE

IN THE INTERNATIONAL
ENVIRONMENT

lobalization is one of the most important features of the world economic
development. With the growth of globalization, the companies are
connected with foreign customers, suppliers, competitors within the
countries. The global process of globalization and internationalization is an important
factor for the development of international business and forces the company
management to revaluate their business activities. The globalization of national
economies has created new priorities in corporate governance. There are mainly
strategic management, innovation, the establishment of effective organizational
structures and the creation of corporate culture and business ethics. Before entering
the international environment, the companies use various methods to analyze the
environment, political and legal, economic, socio-cultural or technological, which is
the basis for deciding on strategy in infernational management with an impact on
their business. Because people come from different social units, individual cultures are
fransferred. Then, international management can be explained as the activities of
managers and companies that fake place across national borders. Culture expands
the company’s goals by the goals that the company’'s management wants to
achieve in other countries and in different forms. It leads to the formation of simple
cooperative relationships to the emergence of official confractual relationships.

3 P

Objectives of chapter

- fo explain the substance and the importance of the culture in the international
environment,

- fo characterize what is meant by culture and its forms,
- to describe the basic elements of culture.
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Business, like all other human activities, is conducted within the context of society. Culture
is the collection of values, beliefs, behaviors, custom, and attitudes that distinguish one
society from another. A society culture determines the rules that govern how firms operate
in the society. Several characteristics of culture are worth noting for their relevance to
international business (entrepreneurship) according to Ubreziova et al. (2013), Griffin and
Pustay (2007), Strach (2009), Svétlik (2003) and Sronék (2000):

» culture reflects learned behavior that is transmitted from one member of a society to
another. Some elements of culture are transmitted intergenerationally, as when parents
their children table manners. Other elements are transmitted intragenerationally, as
when seniors educate incoming freshmen about a schol’s traditions;

» the elements of culture are interrelated. For example, Japans group oriented,
hierarchical society stresses harmony and loyalty, which has historically translated into
lifetime employment and minimum job switching;

» because culture is learned behavior, it is adaptive, that is, the culture changes in response
to external forces that affect the society;

» culture is shared by members of the society and indeed defines the membership of the
society. Individuals who share a culture are members of a society, those who do not are
outside the boundaries of the society.

The word “culture” stems from a Latin root that means the tilling of the soil, like in
agriculture. In many modern languages the word is used in a figurative sense, with two
meanings:

1. The first, most common, meaning is “civilization”, including education, manners, arts
and crafts and their products. It is the domain of a “ministry of culture”

2. The second meaning derives from social anthropology, but in teh past decades it has
entered common parlance. It refers to teh way people think, feel, and act. Geert Hofstede
has defined it as “the collective programming of the mind distinguishing the members
from another”. The “category” can refer to nations, regions within or accross nations,
ethnicities, religions, occupations, organizations, or the genders. A simple definitions is
“the unwritten rules of the social game”.

Human culture is the result of hundreds of thousands of years of evaluation. During most
of this time, competition between bands of gatherer - hunters was a powerful evolutionary
pressure. As a result our social and intellectual skills have become ever bigger. But we did not
lose the elements of our behavior that identify us as social mammals. Fights for dominance,
competition for partners, a wish to belong and to know who does not belong - all of these
basic drivers are alive in us. No wonder that culture revolves around basic issues that have
to do with group membership, authority, gender roles, morality, anxiety, emotions and
drivers. Culture affects our love lives, our Professional lives, our wars and our dreams. An
individual human being acquires most of her or his programming during childhood before
puberty. In this phase of our lives we have an incredible capacity for absorbing information
and following examples from our social environment. All human groups, from the nuclear
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family to society, develop cultures as they go. Culture is what enables a group to function
smoothly. Here are prominent levels of culture:

1. National level - today’s world population is divided into some 200 nations. Comparing
nations has become part of most social sciences. Some nations are more culturally
homogeneous than others; especiallylarge nations like Brazil, China, India and Indonesia
comprise culturally different regions. Other culturally similar areas belong politically
to different nations: this is in particular the case in Africa. With these limitations,
comparing national cultures is still a meaningful and revealing venture. Research by
Geert Hofstede and others has shown that national cultures differ in particular at the
level of, usually unconscious, values held by a majority of the population. Values, in
this case, are “broad preferences for one state of affairs over others” This differs from
the often used meaning “cherished moral convictions”, as in “company values”. The
Hofstede dimensions of national cultures are rooted in our unconscious values. Because
values are acquired in childhood, national cultures are remarkably stable over time;
national values change is a matter of generations. What we see changing around us, in
response to changing circumstances are practices: symbols, heroes and rituals, leaving
the underlying values untouched. This is why differences between countries often have
such a remarkable historical continuity.

2. Organizational level - many of us spend a large part of their time in organizations.
Organizational cultures, the way Geert Hofstede uses the term, distinguish different
organizations within the same country or countries. Geert’s research has shown that
organizational cultures differ mainly at the level of practices (symbols, heroes and
rituals); these are more superficial and more easily learned and unlearned than the values
that form the core of national cultures. As a consequence, the Hofstede dimensions of
national cultures are not relevant for comparing organizations within the same country.
National cultures belong to anthropology; organizational cultures to sociology. Because
organizational cultures are rooted in practices, they are to some extent manageable;
national cultures, rooted in values, are given facts for organization management.

3. Occupational level - entering an occupational field like nursing or ICT implies
acquiring a degree of mental programming. Occupational cultures have symbols,
heroes and rituals in common with organizational cultures, but they also often imply
holding certain values and convictions. Occupational cultures in this respect take a
position in between national and organizational cultures. The culture of management
as an occupation contains both national and organizational elements.

4. Gender level - gender differences are not usually described in terms of cultures. It can
be revealing to do so. If we recognize that within each society there may be a men’s
culture that differs from a women’s culture, this helps to explain why it is so difficult to
change traditional gender roles. Women and men are often technically able to perform
the same jobs, but they do not respond to the symbols, do not look like the heroes, do
not share the rituals. Even if some do, the other sex may not accept them in their deviant
gender role. Feelings and fears about behaviours by the opposite sex can be of the same
order of intensity as reactions of people exposed to foreign cultures. The degree of
gender differentiation in a country is highly dependent on its national culture.
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A society’s culture determines how its members communicate and interact with each
other. The major elements of culture are social structure, social stratification, language,
communication, religion, values and attitudes, manner and customs, material elements,
aesthetics, education and social institutions. The interactions of these elements affects
the local environmnet in which international businesses operate is explained by Horska
et al. (2014), Ubreziova (2013), Diac¢ikova and Dudinska (2007), Czinkota et al. (1998),
Zadrazilova and Khelerovd (1994) and Usinier (1993):

1. Social structure

- basic to every society is its social structure, the overall framework that determines the
roles of individuals within the society, the stratification of the society, and individuals
mobility within the society. All human societies involve individuals living in family units
and working with each other in groups. Societies differ, however, in the way they define
family and in the relative importance they place on the individual’s role within groups. The
U.S view of family ties and responsibilities focuses on the nuclear family (father, mother, and
offspring). In other cultures, the extended family is far more important. Arabs, for example,
consider uncles, brothers, cousins, and in - laws as parts of their family unit to whom they
owe obligations of support and assistance. These differing social attitudes are reflected in
the importance of the family to business. In the United States, firms discourage nepotism,
and the competence of a man who married the boss’s daughter is routinely questioned
by co — workers.

2. Social stratification

- societies differ in their degree of social stratification. All societies categorize people to some
extent on basis of their birth, occupation, educational achievements, or other attributes.
However, the importance of these categories in defining how individuals interact with
each other within and between these groups varies by society. Multinationals companies
(MNCs) operating in highly stratified societies often must adjust their hiring and promotion
procedures to take into account class or clan differences among supervisors and workers.
Hiring workers of one group to do jobs traditionally performed by members of another
group may loer workplace morale and productivity. In less stratified societies, the firms are
freer to seek out the most qualified employee, regardless of whether that person went to
the right schol, goes to the proper church, or belongs to all best clubs. Social mobility is
the ability of individuals to move from one stratum of society to another. Social mobility
tends to be higher in less stratified societies. It is higher in the United States, for example,
than in the United Kingdom or India. Social mobility often affects individual’s attitudes and
behaviors towar such factors as labor relations, human capital formation, risk taking, and
entrepreneurship.

3. Language
- language is a primary delineator of cultural groups because i tis an important means
by which society s members communicate with each other. Experts have identified some
3,000 different languages and as many as 10,000 distinct dialects worlwide. Language has
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been decribe as a mirror of culture. Is important in information gathering and evaluation.
Language organizes the way members of a society think about the world. Very often mastery
of the language is required before a person is accultured to a culture other than his or her
own. Language mastery must go beyond technical competency because every language has
words and phrases that can be readily understood only in context. Such phrases are carries
of culture, they represent special ways a culture has developed to view some aspect of human
existence. People are far more comfortable speaking their own language, and this should
be treated as an advantage. The best intelligence on a market is gathered by becoming part
on the market rather than observing it from the outside. The manager’s command of the
national languages in a market must be greater than simple word recognition.

4. Translation

- of course, some linguistic differences may be overcome through translation. The process,
however, requires more than merely substituting words of one language for those of
another. Translators must be sensitive to subtleties in the connotations of words and focus
on translating ideas, not the words themselves. Firms can be reduce the chances that
they are sending the wrong message to their customers by using a technique known as
backtranslation. With backtranslation, one person translates a document, then a second
person translates the translated version back into the original language. This technique
provides a check that intended message is actually being sent, thus avoiding communication
mistakes.

5. Religion
- religion is an important aspects of most societies. It affects the ways in which members of
a society relate to each other and to outsiders. Approximately 85% of the world’s 6.3 billion
people claim some religious affiliation. More than 74% of the world’s population adheres to
one of four religion.

Case study 10
e characteristics of the selected religions according Sronék (2000)

Christianity, comprising Roman Roman Catholic (17.4 percent), Protestants (12.3%), and
Eastern Orthodox (3.6%), Islam (20.6%), Hinduism (14.3%) and Budhism (6.0%). Religion has
an impact on infernational management that is seen in a culfural’s values and attidutes
toward enfrepreneurship, consumption, and social organization. Major holidays are often
fied to religion. The holidays will be observed differently from one culture to another to
the next, o the same holiday may have different connotations. Christian cultures observe
Christmas and exchange gifts on either December 24 or 25, with the exception of the Dutch,
who exchange gifts on St. Nicolas Day, December 6.

Islam, which reaches from the west coast of Africa to the Philippines and across a wide
band that includes Tanzania, Central Asia, Western China, India, Malaysia, has more than a
billion followers. Moreover, Islam is a significant minority religion in many parts of the world,
including Europe. Islam has a pervasive role in the life of its followers, referred to Muslims,
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through the Sharia (law of Islam). This is the most obvious in the five daily periods of prayer,
fasting during the holy month of Ramadan, and the Hadijj, the pilgrimage to Mecca, Islam’s
holy city. While Islam is supportive of entreprenuership, it nevertheless strongly discourages
acts that may be interpreted as exploitation. Islam is also absent of discrimination, except
to those outside the religion. Some have argued that Islams’s basic fatalism (that nothing
happens without the will of Allah) and traditionalism have deterred economic development
in countries observing the religion.

Hinduism has the followers, mainly in India, Nepal, Malaysia, Guyana, Suriname and Sri
Lanka. It actually is not a religion, but a way of life predicated on which caste or class, info
which one is born. An important feature of Hindu society is a family with extended families
being the norm. The extended family structure will have an impact on the purchasing
power and consumption of Hindu families. Market researchers, in particular, must take this
info account in assessing the market potential and consumption patterns.

Buddhism, which extends its influence throughout Asia from Sri Lanka to Japan. Althoughiit is
an offspring of Hinduism, it has not caste system. Life is seen Asian existence or suffering with
achieving nirvana, a state marked by an absence of desire, as the solution to the suffering.
The emphasis in Buddhism is on spiritual achievement rather than worldly goods.

Confucianism has followers throughout Asia, especially among the Chinese, and has been
characterized as a code of conduct rather than a religion. However, its teaching that
stress loyalty and relatfionship have been broadly adopted. Loyalty to central authority
and placing the good of a group before that of the individual may explain the economic
success of Japan South Korea, Singapore, and the Republic of China.

6. Values and Attitudes

- values are shared belief of a group norms that have been internalized by individuals.
Attitudes are evaluations of alternatives based on these values. The Japanese culture, for
example, raises an almost invisible - yet often unscalable — wall against all gaijin (foreigners).
Many middle - aged bureaucrats and company officials feel that buying foreign products
is downright unpatriotic. The resistance therefore is not so much to foreign products as
to those who produce and market them. Similarly, foreign - based corporations have had
difficulty in hiring university graduates or mid - career personnel.

Cultural differences themselves can be a selling point suggesting luxury, prestige or status.
Sometimes U.S. companies use domestic marketing approaches when selling abroad
because they believe the American look will sell the product. In Japan, Borden sells Lady
Bordenice cream and Borden cheese deliberately packed and labeled in English, exactly
as they are in the United States. Similarly, in France, General Foods sells chewing gum
called Hollywood with an accompanying Pepsi — generation type of ad campaign that
pictures teenagers riding bicycles on the beach.

7. Manner and Customs

- changes occurring in manners and customers must be carefully monitored, especially in
cases that seem to indicate a narrowing of cultural differences between peoples. Phenomena
such as McDonald’s and Coke have met with success around the world, but this does not
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mean that the world is becoming Westernized. Modernizaton and Westernization are not at
all the same, as can be seen in Saudi Arabia, for example.

8. Material Elements

- material culture refers to the results of technology and is directly related to how a society
organizes its economic activity. The basic economic infrastructure consists of transportation,
energy and communication system in a country, social infrastructure can be represented
by housing, health, educational and other social systems, financial infrastructure refers to
facilitating financial agencies in a country like banks, marketing infrastructure consists
of facilitating marketing agencies like market research firms, channel members, etc. and
cultural convergence which can be represented by exposure to foreign cultures accelerated
by technological advances.

9. Aesthetics
- each culture makes a clear statement concerning good taste, as expressed in the arts and
in the particular symbolism of colors, forms and music. What is and what is not acceptable
may vary dramatically even in otherwise highly similar markets. Sex, for example, is a big
selling point in many countries.

10.Education
- education, either formal or informal, plays a major role in the passing on and sharing
of culture. Educational levels of a culture can be assessed using literacy rates, enrollment
in secondary education, or enrollment in higher education available from secondary data
sources. Global firms also need to know about the qualitative aspects of education, namely
varying emphases on particular skills and the overall level of the education provided. Japan
and South Korea emphasize the sciences, especially engineering, to a greater degree than do
Western countries.

Educational level will have an impact on various business functions. Employee training
programs for a production facility will have to take the educational backgrounds of trainees
into account. For example, a high level of illiteracy will suggest the use of visual aids rather
than printed manuals. In some cases, global firms routinely send locally recruited personnel
to headquarters for trainings.

11.Social institutions
- social institutions affect the way people relate to each other. The family unit, which in Western
industrialized countries consists of parents and children, in a number of cultures is extended
to include grandparents and other relatives. This will have an impact on consumption patterns
and must be taken into account, for example, when conducting market research.

The concept of kinship, or blood relations between individuals, is defined in a very
broad way in societies such as those in Sub - Saharan Africa. Family relations and a strong
obligation to family are important factors to be considered in human resource management
in those regions.
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Corporate culture is referred to by many synonyms like company culture or organizational
culture. The scientific literature provides a wide range of definitions, but none of these
definitions can explain all the aspects the concept corporate culture covers. We can define
the term as follows:

1. according to definition of E. A. Schein, corporate culture is “a formula of basic and
essential ideas, which were taken over or created and developed by a certain group
in order to deal with the issue of external adaptation and internal integration, which
have proven to be universally accepted. The new employees of the organization
should, if possible, identify themselves with them and act accordingly” (Ubreziova
a kol., 2013);

2. as a system of assumptions, ideas, values and standards, developed and accepted in the
organization, and have a great influence on thinking and performance of the employees.
The external environment can perceive organizational culture as a form of social contact
between the employees reflected in shared customs, clothing etc. The basic pattern of
behaviour becomes a model for the new employees in the company” (Kachanakova,
2010);

3. as a set of basic beliefs, values, attitudes and norms shared in the organization, which are
reflected in thinking, emotions and behaviour of the members within an organization
as well as in artifacts of material and intangible nature (Lukasova, 2010);

4. soul of the organization manifested in accepted norms and values. These norms and
values determine the corporate environment and the way people have to behave in the
organization (Torrington and Hall, 1991).

The definitions provided above prove that corporate culture is an abstract phenomenon
including ideas, values, attitude, norms etc. as a part of company’s functioning. Even though
they have not been specified, they influence people s behaviour. Above all, corporate culture is
perceived as a result of the employees’ activity and helps to shape the corporate individuality
through the following functions (Sekova a kol., 2013):

» organizational culture has an impact on the process of integration in the company i.e.
adaptation of a new employee, technological approach etc.,

» corporate culture influences the implementation of corporate strategy. If the corporate
culture is in line with the strategically required corporate culture, the strategic intentions
of the organization have a great penetration,

» corporate culture has an impact on adaptation to changes of corporate environment,
shapes the organizational structure, helps to respond quickly to changes in market
conditions,

» the corporate culture defines the image of the organization to certain extent.
Corporate culture should be a part of the corporate strategy. It should be formulated

and managed according to defined corporate strategy. Model solutions for application of

corporate culture can serve as alternatives for companies. Ubreziova et al. (2013) distinguish
three model solutions for corporate culture:
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Global corporate culture - is based on cultural dominance. The basic strategy is
to create a strong corporate culture within all business entities of the organization.
The main objective is to promote values and standards. This model applies, when
subsidiaries are established as new entities without past traditions. The advantage of the
model is the possibility of establishing a properly functioning communication network,
and accelerate the internal organizational activities. The international identification is
based on common symbols, and employees behave in accordance with the standards
and norms.

. Polycentric corporate culture - is based on the principle of plurality of the cultures.

The aim is to create a sufficiently large space to promote individuality in forming the
corporate culture in all subsidiaries characterized by existing cultural traditions and
specifics of the environment and only to limited extent have a duty to respect the
objectives, processes and methods applied by the parent company.

The advantage of this model is that the local corporate culture provides opportunity
to utilize the communication tools, which are better in overall context; the subcultures
are flexible to changes required.

. Geocentric corporate culture - based on synergy. It is characterized by specific features

of national cultures with an intention to create a single corporate culture, which will
represent a purposeful and effective connection of all regional parts of an international
organization. The advantages of geocentric culture are: strong company integrity, high
level of identification of employees with the company, strengthening of independence
and co-responsibility of the employees.

. Region-centric corporate culture - this type of corporate culture can be found

between the polycentric and geocentric company culture. Subsidiaries are grouped into
culturally similar regional units (Lukasova, 2010).

She has defined the basic management models of international companies as the follows:

»

»

»

model of cultural dominance - the management concept applied in parent companies
is used in all subsidiaries located abroad. The cultural differences are ignored or they are
considered insignificant;

model of cultural compromise - subsidiaries are characterized with different
subcultures; the management should find a compromise between the concept of the
manager and the management style. The model is rather inefficient;

model of cultural synergy - the differences in values and patterns of behaviour
of different nations are perceived as basic potential to create a new, synergic way of
leadership, which will better correspond to international conditions. This means
developing a new management philosophy, which is increasing the demand for
innovative way of thinking and acting. This model is the most demanding, but also the
most beneficial.

The evaluation of the above mentioned alternatives in shaping the corporate culture of

international companies is ambiguous. Each of the listed alternatives have both advantages
and disadvantages. It is necessary to identify what is important to integrate and apply from
the original culture, and what should not be applied in creation of new corporate culture.
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15.3.1 Key elements of corporate culture

When explaining the concept of corporate (corporate, organizational) culture, most authors
are based on a sociological and anthropological approach (Ubreziova et al., 2013; Zadrazilova
and Khelerova, 1994).

On this basis, four basic elements of corporate (corporate, organizational) culture were
identified:

» symbols - are words, objects, and gestures whose meaning is derived from habits.
At the level of national culture, the symbol covers the whole area of speech. At the
enterprise level, symbols include, for example, language, various abbreviations, slang,
manner of addressing, signs and marks, manner of dress, status symbols, or events
from the company’s history. Language is an important part of the symbols of corporate
culture. Many companies and departments within an organization use language as
a way to identify that they belong to a particular culture. By learning how to use a given
language, employees verify that they have adopted the culture and to what extent they
are willing to protect it;

» heroes - are real or imaginary people who serve as a model of ideal behaviour and
as bearers of tradition. The goal is to have the model of an ideal “manager” or ideal
employee;

» rituals - are repeated procedures for activities that express and reaffirm values in the
organization, its most important goals and appreciate those who are most valuable to
the company;

» values - represent the deepest level of culture. They express what is good and bad in
a company, moral and immoral. The values are reflected in the area of work ethic, the
life of employees with the company as well as in the overall orientation of the company.

Some management professionals often wonder if it is necessary to address the elements
and culture of the company in general. We perceive corporate (corporate, organizational)
culture as a tool that we can intentionally use in the implementation of corporate goals. It is
possible to use the hypothesis that the more consciously we build this tool, the clearer the
path to the goal and the more likely it is to be achieved. Then, under a strong organizational
culture, we understand such a culture when all its parameters reach the required level and
the basic values are realized by all employees.

Questions for discussion

1. You will explain the substance, importance and definition of culture in the international
environment.

2. You will define the basic elements of cultural environment.
3. What is meant by firm culture and define its basic elements.

Summary

People of different countries often do things in different ways. One way to explain variations
in behaviour is the idea of culture. Models of culture provide ways of understanding
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behaviour in business situations that at first may appear odd, mysterious, or inscrutable.
As business become more international and global, sophisticated models for understanding
cultures become necessity. National culture affects, to some extent, much management
and organizational behaviour. performance and success of organizations largely depend
on the established values, norms, beliefs, rules, patterns of behaviour and rituals which are
commonly regarded as the organizational or corporate culture. The bearers of organizational
culture are people. Why they became employees of the organization, what are the relations
between them, what life standards and principles determine and recognize, what they believe
is right and wrong, and everything that affects the organizational norms and values, not only
differentiates one organization from another, but determines the viability and functionality
of the organization in terms of long-term perspective (Kachanakova, 2010). From this point
of view, this chapter deals with the substance and importance of the culture in international
environment.
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and companies that take place across national borders. Culture expands the
company'’s goals by the goals that the company’s management wanfts to
achieve in other countries and in different forms. It leads to the formation of simple
cooperative relationships to the emergence of official confractual relationships.
Hodgetts and Luthans (2000) wrote, that some researcher have attempted to
provide a composite picture of culture by examining its subparts, or dimensions.
In particular Dutch researcher Geert Hofstede found there are four dimensions of
culture. On the other hand, there are several authors, who are interesting in the
culture dimensions, namely Fons Trompenaars, Kluckhohn and Strodtbeck or Hall.

The infernational management can be explained as the activities of managers

Objectives of the chapter
— to explain cultural dimension of Geert Hofstede,

- fo define cultural dimension of Fons Trompenaars,
— to describe opinions of other authors on the evaluation of cultural dimensions.
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There are different methods how to analyze the culture.

Comparative models — measures one culture against another, and enables the manager
or consultant to compare the behavior of one culture with another. A comparative model
cannot describe one culture alone. These models are useful when they help the manager
compare the characteristics of different cultures and reach a decision. Hofstede’s model is
identifies the level of differences among different countries. It was based on the research
(in the end of 60ties and begin of the 70ties) of 116.000 employess of the IBM company in
65 countries of the world and another research was made in 1982 (Svétlik, 2003).

The five dimensions Hofstede uses to distinguish between national cultures are:

1. Power distance (PDI = power distance index, 0-100)

In cultures with low power distance, people are likely to expect that power is distributed
rather equally, and are furthermore also likely to accept that power is distributed to
less powerful individuals. As opposed to this, people in high power distance cultures
will likely both expect and accept inequality and steep hierarchies (Hofstede, 2001).
(In countries where the power distance is high the index is higher than 50.) The highest
values reach in each community the nonqualified manually working people. The higher
the level of education is the lower value of PDI is observed (educated and qualified
managers) (Svétlik, 2003).

2. Individualism and collectivism (IDV = individualism index, 0-100)

In individualistic cultures people are expected to portray themselves as individuals, who
seek to accomplish individual goals and needs. In collectivistic cultures, people have
greater emphasis on the welfare of the entire group to which the individual belongs,
where individual wants, needs and dreams are often set aside for the common good
(Hofstede, 2001). To the countries with high value of IDV belong for example USA,
Great Britain or Netherland. The low value was measured e.g. in Portugal or Greece
(Svétlik, 2003).

3. The dominant values of masculinity and femininity

(MAS = masculinity index, 0 (feminine) - 100)

These values concern the extent on emphasis on masculine work related goals and
assertiveness (earnings, advancement, title, respect et.), as opposed to more personal
and humanistic goals (friendly working climate, cooperation, nurturance etc.). The
first set of goals is usually described as masculine, whereas the latter is described as
feminine. These goals and values can, among other, describe how people are potentially
motivated in cultures with e.g. a feminine or a masculine culture (Hofstede, 2001). The
highest values of MAS are in Japan, Austria or Italy, the lowest in Sweeden, Netherland
or Protugal (Svétlik, 2003).

4. Uncertainty avoidance (UAI = uncertainity avoidance index, 0-100)
Uncertainty Avoidance is referring to a lack of tolerance for ambiguity and a need for
formal rules and policies. This dimension measures the extent to which people feel
threatened by ambiguous situations. These uncertainties and ambiguities may e.g. be
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handled by an introduction of formal rules or policies, or by a general acceptance of
ambiguity in the organizational life. The majority of people living in cultures with
a high degree of uncertainty avoidance, are likely to feel uncomfortable in uncertain
and ambiguous situations. People living in cultures with a low degree of uncertainty
avoidance, are likely to thrive in more uncertain and ambiguous situations and
environments (Hofstede, 2001). The countries with low value of UAI have a lack of laws
and rules. The uncertainty is considered as normal. The behavior of consumer is seen
here for example in the buying of old used cars in the contrary to the behavior of people
from countries with high value of UAI (Svétlik, 2003).

5. Confucian dynamism (LTO)
Long-Term Orientation is the fifth dimension, which was added after the original four
dimensions. This dimension was identified by Michael Bond and was initially called
Confucian dynamism. Geert Hofstede added this dimension to his framework, and
labeled this dimension long vs. short term orientation. The consequences for work
related values and behavior springing from this dimension is rather hard to describe,
but some characteristics are described below.

Long term orientation:
» Acceptance of that business results may take time to achieve.
» The employee wishes a long relationship with the company.
» Short term orientation:
— results and achievements are set, and can be reached within timeframe,
- the employee will potentially change employer very often (Hofstede, 2001).

Low values are measured e.g. in GB, Germany, Netherlands or Sweeden. The opposite
are asian countries like China and Japan (Svétlik, 2003). The fifth Dimension was added
in 1991 based on research by Michael Bond who conducted an additional international
study among students with a survey instrument that was developed together with Chinese
employees and managers.That Dimension, based on Confucian dynamism, is Long-Term
Orientation (LTO) and was applied to 23 countries (Hofstede, 2001). In 2010, research by
Michael Minkov allowed to extend the number of country scores for this dimension to 93,
using recent World Values Survey data from representative samples of national populations.
In the 2010 edition of Cultures and organizations, a sixth dimension has been added, based
on Michael Minkov’s analysis of the World Values Survey data for 93 countries. This new
dimension is called Indulgence versus Restraint (Hofstede, Hofstede and Minkov 2010).

Fons Trompenaars, a Dutch economist and consultant, also developed a framework to
examine cultural differences (Ubreziova et al., 2013; UbreZiova and Gurskd, 2012; Francesco
and Gold, 2000). He analyzed the questionnaire responses of approximately 15 000 employees
representing 47 national cultures. He describes national cultural differences using seven
dimensions. Five dimensions are about how people relate to others, including universalism
versus particularism, individualism versus collectivism, neutral versus affective, specific
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versus diffuse, and achievement versus ascription. The sixth dimension is time orientation:
past, present, or future and sequential or synchronous. The final dimension is relationship to
nature: internal or external oriented.

There are the following dimensions:
A/ Relationships to people (five dimensions):

Universalism versus Particularism - In a universal culture, people believe the
definition of goodness or truth applies to every situation. Judgments are made
without regard to circumstance, mainly in the USA. A particularist society is
more contingency oriented, believing of circumstances and relationships are
more important in deciding what is right or good, mainly in China or other Asian
countries.

Individualism versus Collectivism - this dimension is similar to Hofstede’s. In
an individualist society, the focus is on self. The society structures laws and rules
to preserve the rights of the individual and to allow individual development and
achievement. In individualist Netherlands, employees receive recognition for their
personal contributions and achievements in work. A collectivist society emphasized
group membership. Belonging and contributing to a group is an essential part of
the culture (China, Japan.

Neutral versus Affective Relationships — expression of emotions is the focus of the
neutral versus affective relationships dimensions. In affective cultures, expressing
emotions is natural and appropriate. In contrast, neutral cultures try to control
emotion so as not to interfere to judgment.

Specific versus Diffuse Relationships - the specific versus diffuse relationships
focuses how a culture treats privacy and access to privacy. In specific countries,
people usually have large public spaces and relatively smaller private spaces. There
is a separation between the public and privacy spaces. In diffuse cultures, the
relationships of the public of the public and private spaces is the reserve.
Achievement versus Ascription - the achievement versus ascription dimensions
describes how people in a culture gain power or status. An achievement society
emphasizes attainment of position and influence. Members of ascriptive cultures
believe people are born into influence.

B/ Relationship to Time (sixth dimension)
Trompenaars looks at two aspects of a culture’s relationship to time. The first focus
is a country’s focus on the past, present, or future and how these relate to each other.
In a past oriented society, tradition and history are important. A present oriented
cultures country focuses on what is going on now, including activities and relationships.
The future oriented culture uses the past and present to gain future advantage.

The second aspect of the time dimension is sequential, when cultures do one thing
at the time, make appointments and arrive in time, and generally stick to schedules.
In synchronic countries, people do several activities simultaneously, the time for
appointments is approximate, and interpersonal relationships are more important than
schedules.
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C/ Relationships to Nature (seventh dimension)
Internal oriented cultures believe nature is controllable. The individual group or
organization is in control of a situation. External oriented societies are more flexible.
They try to harmonize with the environment and have more focus on the “other”.

16.3 Evaluation of cultural dimensions
based on other authors

Mead and Andrews (2009) wrote, that Hall came to the field of cross — cultural analysis
from the discipline of anthropology in 1976. He argued that all peoples interpret and create
messages in reference to shared information. The information includes values in the culture,
which link members of the culture group and influence how they refer to their contexts
when maintaining relationships. That is, members’ experiences of context will influence how
they communicate. And different culture groups respond to their contexts differently. This
principle of applying shared cultural experience is crucial in Hall’s model (1976).

The model distinguished between high — context and low - context cultures. Members of
HIGH - CONTEXT cultures depend heavily on their shared experience and interpretation
of their cultural environment in creating and interpreting communications. Members of the
culture group learn from birth to interpret the covert clues given in these contexts when they
communicate, and so much meaning is indirectly. In languages such as Arabic, Chinese, and
Japanese indirect styles of communication and the capacity to interpret non — vebal signals
and indirect illusions are prized. But in LOW - CONTEXT cultures, the environment is
less important, and non — verbal behavior is often ignored, and the communicators have to
provide more explicit information.

On the other hand, Kluckhohn proposed in a 1952 article that there should be universal
categories by which cultures could be described. He developed this insight in a book
with Strodtbeck. Kluckhohn and Strodtbeck in 1961 claim that members of a group
exhibit constant “orientations” towards the world and other people. They identified five
orientations (Kluckhohn and Strodtbeck model) set out and later research added a sixth,
the conception of space in following:

» what is the nature of people?

» what is the person relationship to nature?

» what is the person’s relationship to the other people?
» what is the modality of human activity?

» what is the temporal focus of human activity?

» what is the conception of space?

These categories are still influential - for instance, distictions between lineal, collateral
and individualist relationships — and have been developed in a range of models.
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1. You will explain the cultural dimensions of Geert Hofstede. Do know some practical
example?

2. You will describe the cultural differences of F. Trompenaars and other authors. Do you
know some practical example?

3. How do you perceive the opinions of other authors?

Summary

An international manager who participates only modestly in foreign activities, just like
one who fulfills global responsibilities, must gain an understanding of his or her own
culture and then learn about other cultures and the values of colleagues. The managers in
multinational companies know that their management requires specialized skills. It means
that the international businesspeople must be knowledgeable about cultural, legal, political,
and social differences among countries. They must choose the countries in which to sell their
goods and from which to buy inputs.

International managers also must coordinate the activities of their foreign subsidiaries,
while dealing with the taxation and regulatory authorities of their home country and the
all countries in which they do business. From this point of view, this chapter deals with the
substance and importance of the culture in international environment, with its basic elements
as well explains the differences across cultures based on Geert Hofstede, F. Trompenaars and
other authors.
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INTERNATIONAL
HUMAN
RESOURCE
MANAGEMENT

a key element in all areas of activity in the multinational company, so they
need to be given due attention. International human resource management
is more demanding than management in one country, as a multinational company
can employ people in the home country, people from the host country, but
also from third countries. Thus, problems may arise in dealing with employees in
connection with the diversity of cultures, rules in employment, communication,
remuneration, provision of benefits, as well as in employee loyalty. As human resource
management consists of a number of specific tasks and all of them are equally
important, it is necessary fo approach them professionally and with quality. Equally
important is the complexity of the performance of individual activities so that HR
professionals, in cooperation with managers fulfill their goals as effectively as possible
and thus contribute to the fulfillment of the strategy of an international company.

E mployees are the most important resource for any organization, they are

Objectives of the chapter

- understand the natfure and importance of international human resource
management,

— characterize human resource management processes in a multinational
company,

- explainthe tasks of humanresource managementin the internationalenvironment.
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Effective human resource management is essential in every organization or company, both
nationally and internationally. In international business, all “international problems” are
caused by people and people have to solve them. That is why “the right people, at the right
timein theright place” are akey element and a competitive advantage even in an international
company. Itis characteristic of companies operating in an international environment that they
employ workforce outside their home country, regardless of their nationality. The so-called
internationalization of the workforce began in the 1940s, after World War II. However, in the
1970s, problems began to arise with the management of employees posted abroad, so in the
1980s companies began to apply increasingly sophisticated procedures aimed at managing
human resources abroad. These trends continue to this day with a multicultural workforce
in all jobs, including management.

International human resource management is not just about imitating the practices
of Americans, Japanese, Germans etc.in another territory also because they cannot simply
be transferred to another culture. It is also not enough to just know the culture of other
countries and appropriately modify the behavior of their people. According to Torrington
(1994) the features of international human resource management can be characterized as
“7K” as follows:

1. Cosmopolitanism - people tend to become members of a successful multilingual elite
involved in high-level coordination activities or expatriates who may return after a few
years but may have some problems with repatriation.

2. Culture - great differences in education, cultural diversity of social systems, the
environment of origin, the requirements of legislation.

3. Compensation - requirements for determining the salaries, bonuses and employee
benefits of expatriates and citizens of the host country.

4. Communication - maintaining good communication between all branches of the
organization around the world.

5. Consultation - a requirement for broader expertise to address local needs.

6. Competences - developing of wider range of skills for people who need to work across
political, cultural and corporate boundaries.

7. Coordination - formal and informal procedures to ensure closer cooperation between
the various components of an international company.

The basic approach to the typology of human resource strategies was developed by Howard
V. Perllmutter in 1969. He distinguished four approaches:

1. Ethnocentric - is characterized by the preference for managerial style, knowledge,
abilities, skills as well as the managers themselves from their home country. Only such
managers are considered to be sufficiently qualified to fill managerial positions in the
parent company and its subsidiaries.
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2. Polycentric - foreign organizational units of a multinational enterprise are independent
of the head office. This approach characterizes the preference for host country employees
in key positions in subsidiaries because local managers know and understand the
culture and environment better. The career path of such managers to the home country
is not usually the habit.

3. Geocentric - is characterized by the fact that the company strives to recruit the
best employees to its management team anywhere in the world, managers work
independently of their nationalities. The career perspective for the local employees of
such a company is unlimited, the management of human resources is neither under the
influence of the parent company nor under the influence of subsidiaries.

4. Regiocentric - the company selects and employs workers on a regional basis. The
approach combines geocentrism with a regional orientation. Employees are selected
from a certain region that has common market and culture features (Strach, 2009).

The basis for the successful operation of any company are quality and professional
employees who are a key element of all business activities in the domestic and foreign
markets. The existence of a company, its prosperity and dynamic progress are primarily
conditioned by quality of human resources. Even with the importance of all other factors,
employees are a priority potential of the company, so it is necessary to pay qualified attention
to human resource management. Part of the success of a multinational company is a well-
chosen human resource management strategy. According to Armstrong (1999) the strategy
of international human resource management must focus on three main areas: centralization,
filling managerial positions and managerial development.

1. Centralization - must consider the extent to which employment policy should be
developed and managed from the headquarters of the multinational enterprise.
This could mean decisions of staffing, career management and staff development,
remuneration, etc. would be accepted by top management of the home country. The
company thus has good conditions for planning the succession of managers or for the
use of qualified professionals in the future.

2. Filling managerial positions — three approaches are possible:

a) the policy of filling all key positions with the people of the home country —
applied is the early phase of internationalization or when the parent company
starts its business activities in a new country;

b) policy of appointing managers by employees of the host country - this way
a multinational company can avoid problems with other cultures but there may be
problems in relations with managers of the parent company who want to maintain
their management practices in other organizational units;

c) a policy of managing branches by the best managers regardless of their
nationality - this will allow the multinational company to develop truly global
managers and avoid a provincial approach. This method requires a high degree of
centralized management.

3. Development of managers - it must take into account the extent to which an
international perspective can be promoted in the entire multinational company (e.g.
talent management, career management, distance learning programs, etc.).
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Internationally operating companies are aware of the importance of finding, acquiring,
motivating and developing the human resources needed to implement international policies
and strategies. In addition to these processes the formation of global managers operating
in different countries and cultures who apply different management practices in the
international context is also a closely related issue.

In an internationally active company personnel policy is influenced by the fact that it
concerns the principles adopted for the performance of personnel processes for employees
in several organizational units in different countries of the world, in different cultures. One
of the most challenging management tasks in multinational companies is considered to be
the collection, processing and evaluation of information related to personnel policy and the
resulting decisions. The decisive factors determining personnel policy are:
» the environment of the multinational enterprise (demographic, political, legal, national);
» company data (i.e. history, organizational structure, spatial differences between parent
company and subsidiary, communication network, other differences);
» value ideas of decision holders of a multinational company (Sr$nova et al., 2008).

Areas and tasks of international human resource management

According to Ferenc¢ikova et al. (2013) international human resource management fulfills
four basic tasks from which a wide range of other personnel ativities derive, namely:

1. Ensuring the need for human resources - th company needs employees to fill the
jobs in the required number, the required qualification structure, and in a reasonable
time. This requires the performance of individual personnel activities, namely: job
analysis, personnel planning, recruitment, selection, hiring and dismissal of employees.
In recruiting and selecting staff it is appropriate to take into account the procedures
used in the home country but also the requirements and specific procedures specific
to the host country. The criteria for selecting new employees are often comparable to
the requirements applied in the home environment, the process of selecting employees
for managerial positions can be more demanding. Therefore, multinational companies
often use the services of local recruitment agencies.

2. Personnel development and career management - these are professional adaptation,
education and development of employees, succession planning for key job positions and
career management of selected individuals. The development and training of employees
should be distinguished by a multinational company mainly in three categories, namely:

a) training of employees working in branches around the world;
b) preparation and education of expatriates to work abroad;
c) development of a special group of global managers, the so-called transpatriants.
It is appropriate to distinguish individually the content and scope of educational
activities. Insufficient training is often the cause of the failure of expatriates. In addition to
work skills and language skills it is necessary to prepare employees especially for different
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culture, religious value system, traditions or the position of individuals (or women) in
the society of the country to which they are heading. Growing global competition is
putting pressure on the development of managers with global competencies with the
ability to take advantage of global opportunities, move from place to place and be able
to operate in a multicultural environment.

3. Optimization of the use of human resources - the goal of personnel activities is
the management and evaluation of work performance, motivation and remuneration
of employees, i.e. wage policy. The multinational company must evaluate the work
performance of employees operating in all countries where it has branches. Trying to
apply a common approach in different cultures may encounter problems arising from
local customs and specificities. E.g. in remuneration when the basic attribute of the
remuneration system should be its internal and market comparability. In addition, the
multinational company has to deal with the remuneration of the employees, expatriates
who it sends to work in another country.

4. Social policy and care for empolyees — guiding social processes in a multinational
company is mainly in the competence of managers who must also comply with the
legislation in the country. These are working relationships, creating effective work
groups and teams, leading them, effective communication inside and outside the
company, safety and health at work, creating above-standard working conditions,
caring for employees, regenerating workforce, etc. The concept of work relations varies
from country to country.

International business requires capable, competent and suitably motivated people. Human
resource management in a multinational company requires the same processes as human
resource management in one country but in addition, it is the result of three dimensions in
which it differs:

1. Basic processes of human resources — personnel planning, recruitment and selection
of employees, employment and mobility, adaptation, motivation and remuneration,
training and development of employees.

2. Types of employees — local (local) employees, expatriates (employees from the home
country living in another country) and third-country nationals.

3. Categories of countries — host country, home (home) country, other, third countries
that can provide human resources (Csikdsova and Janoskovd, 2017).

The complexity of international human resource management stems from operating in
different countries and employing people of different nationalities and cultures. According
to Balaz et al.(2005), factors that distinguish interantional management from domestic
management include:

a) more activities that are not required in the home environment - e.g. international
income taxation, international relocation (travel formalities, foreign permits, etc.),
administration and service for expatriates (accommodation, health care, school facilities
for family members, etc.), different employment legislation, translation services, etc.;
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b) wider perspective - it is necessary to differenciate the remuneration of expatriates and
domestic employees posted abroad;

c) interference with private life of employees — the human resource department provides
all services related to the activities of employees and their families in another country
(accommodation, health care, schools for childern, taxes, etc.);

d) different focus of personnel work — with the gradual development of the company’s
operations abroad, the emphasis on personnel activities is also changing;

e) higher risk —the consequences of failure of human resources abroad are often more
sensitive than in the event of failure in doing business in the domestic market;

f) more external influences - these are mainly legislation in the field of labor relations,
safety and health at work, the state of the country’s economy, the political situation
in the country, knowledge of local behavior of customers in business, maintaining
contacts, corruption, ethics, etc.

17.4.1 Personnel strategy and planning

It has a specific character in the environment of a multinational company depending on the
fact that individual activities are performed on both national and international markets.
The multinational company makes a strategic plan for the entire corporation as well as its
organizational units separately. Subsidiaries in individual countries prepare their personnel
plan for their conditions, they plan the resources needed to meet their goals.

Personnel strategy expresses the relationship between strategic human resource
management and strategic management in a multinational company. Strategic human
resource management refers to the intentions of a multinational company in relation to
all its employees, the fulfillment of all its goals through people. The top management of
a multinational company should consider human resources as a key factor in its success.
These are the people who will develop the strategy, vision and mission for the multinational
company as well as the preparation of tactical and operational plans and last but not
least,they will be the people who will perform their tasks in order for the company to achieve
its goals. According to Armstrong (1999) it includes macro-organizational issues related to
corportate culture, organizational structure, efficiency and performance of employees and
the company, adaptation of resources to future needs and requirements of the company as
well as possible changes.

Personnel planning begins with a personnel strategy on the basis of which it specifies
the personnel policies of individual areas, most often they are the policy of education
and development of employees, the policy of evaluation and remuneration of employees,
the policy of employee care, etc. Strategic management of human resources is real only
it it is applied in individual personnel policies which are applied in the daily practice of
a multinational company and its organizational units (Antosovd, 2012).

17.4.2 Employmant and remunaration of expatriates

Employment and labor mobility in a multinational company are influenced by the personnel
strategy and policy that the company has adopted and enforces. Aspects of flexibility are
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respected as well as the preconditions for building an international career of individuals
in the interest of stabilizing quality employees. The multinational company sends abroad
mainly managers for various functional areas. Their selection must be based on a well-
designed sklils profile that not only concretizes professional knowledge, technical skills and
language skills but also emphasizes desirable behavioral characteristics and sensitivity to
other cultures.

Of particular importance in international human resource management is the
management of expatriates (citizens of one country living and working in another). When
managing their employment it is necessary to pay attention to the differences not only in
their selection, education and development abroad but also in their remuneration and return
to their home country, respectively home business.

In a multinational company it is also necessary to differentiate the remuneration of
expatriates. As a rule, two approaches can be distinguished here, namely:

1. remuneration according to domestic rules- the aim is to ensure that the value of the
expatriate’s salary is equal to that of the home country. This approach is more often
used in the short-term employment of an employee abroad as the basis on which other
remuneration allowances are tied (e.g. compensatory allowances for living costs abroad,
surcharge for securing housing in the home country, surcharge for difficult location
abroad, tuition fees for children, etc.);

2. remuneration according to the rules of the host country — means the payment of salary
andbenefits under the same conditions as for the citizens of the host country who perform
the same work. This ensures equality between employees, even though expatriates are
paid extra allowances for accommodation, health and social insurance, school fees for
children, life insurance, etc. This approach is less expensive for a multinational company
but on the other hand it is a less attractive offer for employees to work abroad, especially
in adverse, respectively less attractive locations (Armstrong, 1999).

The process of returning expatriates to their home country is the so-called repatriation.
It is often an underestimated part of the expatriate program. If the company fills vacancy
after the expatriate goes abroad, it happens that the repatriant will not get back to the
original position he had before going abroad. The program for expatriates in a multinational
enterprise includes the costs of these programs and the resulting compensation.

In addition, it is essential to respect the differences in labor legislation in each country.
The rule is that the financial income and compensation for the expatriate must be equal to
or higher than if he remained working in his home country (Strach, 2009).

Questions for discussion

1. What is the nature and importance of international human resource management?

2. What is the interantional strategy and human resource policy?

3. What are the areas and tasks of international human resource management?

4. How do the processes in international and national human resource management
differ?

5. What are the most common problems in international HR management?
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The international business environment is diverse and managers of a multinational
company must, in order to be successful, incorporate effective international human resource
management practices into their daily practice. The basic feature of international human
resource management is the employment not only of local citizens but also the employment
of expatriates and workers from third countries. This means that personnel policy and the
performance of all personnel activities must be adapted to legislative, economic, social and
cultural specificities.

On the one hand, managers are expected to be globally successful and at the same time
locally responsible. On the other hand flexible and able to adapt to changing conditions. The
global manager must expand his strategic thinking and professionalism with competence in
international human resource management.
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IMPACT

OF THE INTERNATIONAL
ENVIRONMENT

ON HUMAN RESOURCES
AND CULTURAL
DIFFERENCES

national and corporate cultures including their values, traits and customs. The
longer and more complex the company's operations on an international scale,
the clearer these conflicts become. With the growing importance of international
management more and more atftention is paid fo the ability to work effectively
in a different cultural environment to adapt to other socio-cultural conditions so that
they are beneficial for a multinational company. Some basic principles of human
resource management can be applied universally but in the conditions of individual
countries of Europe and the world it is necessary to respect some of their specifics.

The infernationalization of business activities also means the meeting of different

Objectives of the chapter
— understand the nature and importance of the impact of the international

environment on human resources,

- characterize managers in terms of international business,

- compare the impact of cultural differences on employee behavior and practice
in human resources management.
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Managers at all levels of management are the direct executors of many human resource
management activities. These result from the fact that they manage and lead the people who
are involved in fulfilling the goals of the multinational company.

The high work pace places high demands on the work of managers in multinational

companies. If they want to be successful they must be prepared to work in dynamically
changing working conditions. They must work for the benefit of their business with a belief
in future success and prosperity. To do this they need to constantly absorb information
at both the micro and macro level, i.e. follow trends, innovations, market requirements,
perceive the opinions of co-workers and look for suitable, sometimes compromise solutions.

The basic prerequisites for a successful manager in an international team include:

1.

high professional level, professionalism, competence — mastery of professional and
managerial procedures combined with a thorough knowledge of methods that allow the
practical use of knowledge in practice, knowledge of foreign languages;

. social competencies — the ability of the manager to orientate himself correctly in

social situations and contexts of social phenomena, to lead a work team, to create an
environment of creative and effective cooperation;

. strategic thinking and vision - ability to predict phenomena that may be successful for

the company, respectively they may endanger the business;

. applying the principles of international human resource management in their

work - to support and enable the professional growth of employees, use their creativity,
involve them in decision-making, motivate and reward fairly;

. acceptance of change - the manager should see the change as an opportunity that can

lead the company to gain a competitive advantage and thus ensure its success in the
future;

. awareness and communication - the manager must have effective communication

skills and be convincing. They must be able to actively receive and select information,
clearly express and manage the flow of information and ideas to any communication;

. correct and effective decision-making - the manager must be able to make decisions

in time and so that his decisions result in activities. A rational approach to decision-
-making can eliminate errors and mistakes, it should result in clear decisions;

. emotional self-confidence - the ability to adequately involve other co-workers in

decision-making, to delegate authority. Healthy self-confidence leads the manager to
acknowledge his mistakes and in case he cannot decide for himself, he would say: “I'm
sorry I don’t know the solution, let’s consult..”;

. ethical values - the manager is an example of ethical values and adherence to ethical

principles in his own work. In this way he can transfer them and request them from
other employees as well. They also include social responsibility;

10.think in a global context — to perceive and know political and economic events
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choose a strategy and at the same time they must be able to anticipate change, identify

UBREZIOVA < JANOSKOVA < MURA <+ DIACKOVA «* SOKIL



IMPACT OF THE INTERNATIONAL ENVIRONMENT ON HUMAN RESOURCES AND CULTURAL DIFFERENCES
opprotunities and use them for the benefit of a multinational company in a business
environment.

Despite efforts to enforce the universal requirements imposed on global managers there
are significant differences in preferred management styles between European and non-
European managers. An example is the following:

» European managers generally emphasize objective information, active participation
in management and internal control. In general, managers at senior management levels
apply a democratic style, they do not treat authoritarian towards their subordinates.
Communication takes place from top to bottom and vice versa, and managers also
expect opinions from their subordinates. However, strong control prevails within the
branch.

» American managers - in international conditions, they place particular emphasis on
strategic management, the creation of an organizational structure and the formal rules
in it as well as performance. They use a participatory style and delegation of powers. As
a result, much of their decision-making is passed on to lower-level managers.

» Japanese managers — are also adapting to international trends, although they tend to
pursue an ethnocentric approach, similar to Americans. Although Japanese companies
operating abroad apply their well-known “Japanese management style” but with regard
to local culture, not to the same extent as in their own country.

» Managers in the Middle East (Kuwait, Saudi Arabia, Bahrain) - the manager is
characterized by the authoritarianism of the manager, i.e. directive management style
and strict orders. Organizational structures are characterized by indirect relationships
between managers with a tendency to centralize and strengthen the positions and
powers of superiors. Communication often depends on the social status, strength and
influence of the partner’s family in the negotiations.

High demands are placed on managers in multinational companies. It is often not
important from which country the manager comes but it is important how he manages the
management of a multinational company in the conditions of globalization.

In international business the fact that multinational companies do not use the potential of
women to work in another country has been repeated for several decades. The representation
of women among employees of multinational companies posted abroad is very low. According
to research, at the turn of the 20" and 21 centuries the share of women in management
positions was around 15% but in the executive branch of foreign subsidiaries it was only
about 5%. These facts are also supported by the existence of several myths and ideas about
women in international management and business which are still unresolved despite the
changing situation, e.g. in the United States of America.

These values document a very low representation of women among expatriates which
may have negative consequences for the application of gender equality in business. Although
global companies declare the principle of equal opportunities for both sexes, at the same
time one of the requirements for a candidate for a managerial position in a foreign branch is
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apreviously successfully completed mission abroad. This opens up opportunities for more men
who have been given more, more often and long-term priority to work in foreign branches.
One of the myths supports the view that women lack the motivation to become a manager
in international business. There are several factors that influence women’s choice during
their training and career development. At the start of working life their decision-making is
influenced by socio-economic factors, including the family model, the position of women in
the family, parents” education, economic situation and family income, religious values, etc.
which lead to the segregation of women labor force in education and occupations which in
turn lead to pay gaps between men and women. Thus, women very often find themselves in
traditional “women’s professions” (assistant, accountant, nurse, etc.) where they have few
opportunities for vertical progress.
In the process of career development women’s functional progress is often blocked by
men due to differences:
a) in values and approach to work (e.g. men think that women do not want promotion);
b) between the feminine and masculine approach to leading people (e.g. men think that
women understand power as the ability to use their abilities and control their lives),
women cooperate more with people and act less authoritatively;
¢) in perception of female and male benefits for business (e.g. stereotypes about the role
of women and men in society mean that men are perceived as more naturally suitable
to become managers and that the role of childcare and household is more important in
a womans life).

The representation of women in international business is changing, more women
are achieving high management positions, especially in American companies. Women
themselves are increasingly interested in foreign internships which in many corporations
are considered necessary for posting to another country. Nevertheless, some multinational
companies still fear that women managers will not be accepted in male-dominated cultures,
e.g. in Asia, Latin America or the Middle East.

With a growing number of well-known multinational corporations such as IBM,
General Motors, Mondeléz International, etc., managed by CEOs, the trend towards women
in managerial positions is rising. In this context, however, it is still only 6.5%, and inequality
is also reflected in remuneration in managerial positions (approximately 12-15% in favor of
men).

managers in infernational business at various stages of their careers in various professional
areas. The survey was attended by e.g. CEO of Empathetics, Vice-Dean and Professor
of International Marketing at Boston University, Bank Business Manager, President of the
Gender Equality in Leadership Club in San Francisco, Vice President of Finance, etc. Each
of them survived their own personal story of the fight against gender stereotypes or gender
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discrimination. The output defines the benefits, challenges and opportunities for women
as follows:

Advantages of women in business:

» a diverse workforce is innovative — diversity fosters creativity and innovation.
Women excel in the soft skills needed to run a business — knowledge, professional
and technical skills are certainly essential for career success but management
constantly emphasizes soft skills as the most sought — after professional attributes;

» women are an economic power and offer an important overview of
consumers — women are estimated to contribute more than $ 20 frilion in
consumer spending each year, a market with higher growth than China and India
combined. Women also account for 85% of consumer purchases. Nevertheless,
only 11% of creative directors are in women's advertising.

Challenges for women in business:

» women are still under — represented in key areas — although some industries show
a trend of increasing number of women in employment, e.g. financial institutions
or the IT sector sfill fend to dominate mainly men. In science, technology
development and mathematics women make up only 24% of the workforce
in the US and 15% in the UK;

» gender bias in the workplace - although most global managers present that
manager should be a competent person regardless of gender there are many
stories of women who have been more successful with their masculine names
in their professional CVs, showing that myths and prejudices still work;

» women are less successful in negotiating their pay — women’s reluctance to
demand higher pay is often cited as a factor in the gender pay gap. Glassdoor
found in a salary negoftiation survey (2018) that 68% of women accepted the
salary offered to them, while 49% of men surveyed negotiated salary before
accepting ajob.

Opprotunities for women in business:

» gender equality and inclusiveness are becoming policy - for some future -
oriented organizations gender equality is becoming a political issue;

» entrepreneurship as a way to success - more and more women are devoting
themselves to entrepreneurship. In the US, the number of businesses set up by
women has increased by as much as 74% over the last 20 years. Running your
own company also offers women the opportunity to work with and employ other
ambitious like-minded women thus supporfing a new generatfion of women in
leadership positions;

» strengthening credibility with a university degree — many women improve their
professional knowledge and skills through higher education, precisely in order
fo excel in a competitive labor market. E.g. the number of women enrolled in
business school at the USAMBA s still growing (Reynolds, 2017).
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| It is important for women in international business to be able to apply three aspects in

their work that can help them cope with new situations abroad, namely:
1. authority - people in traditional cultures do not accept foreigners without reservations.
This can cause problems especially where women are not considered authority;
2. attitude — women do not have to be disadvantaged in a foreign culture where men
predominate in bussiness. Women have some advantages over their male counterparts,
they are more receptive in building interpersonal relationships;

3. adaptability — expatriates must be sensitive to cultural differences.

Women are still in the minority in international management and business and this
situation may not be easy for them. One way to combat this feeling of isolatioon is to create
networks and support groups which can be an important place to strengthen their identity
as women as well as as professionals and managers.

18.3 The impact of cultural differences in selected countries
on human resources

In international business cooperation and negotiations with foreign partners are a necessary
daily practice. Although globalization brings unification to many areas of life certain cultural
specificities still persist and need to be taken into account in business. The importance of
knowing foreign culture is manifested especially in dealing abroad where it is not possible
to ignore the differences between one’s own and the host country. Although no one expects
to know all the details of foreign culture it is necessary to know the basic differences and
tolerate them in practice. Knowledge of cultural differences in different regions of the
world helps managers moving in different cultural environments, whether in the position
of expatriates, inpatriates or transpatriates to anticipate possible reactions of members of
other national cultures with whom they come into contact at work or business dealings.
Ready managers can more easily eliminate culture shock and can focus on the factual side
of their work.

The basic cultural specifics in selected regions of the world include, for example:

Europe

— despite the fact that the European Union is trying to speak with one voice and thus gain
the best possible position, especially in relation to the USA and Japan, the cultures of
individual countries have not been unified so far. Some elements of culture are similar across
Europe but others are very different. Perhaps, e.g. a common element in the field of human
resources management in all European countries is the driving force of work performance
and motivation for employees, the salary that enables them to meet their individual needs.
The language skills of employees are also often a problem in individual European countries,
especially when Slavic nations prefer their own language to English. One of the problems
is the different meaning of verbal and nonverbal communication or spatial behavior
(distinguishes between contact and non-contact cultures). Cultural specifics influencing
human resource management in Western Europe include in particular:
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» use of time — partners from Germany, the Netherlands, the Scandinavian countries and
Belgium in particular will suffer for the timeliness. Partners in Italy, France, Greece,

Spain and Portugal are more open;

» individualism - the awareness of one’s own position and belonging to a certain social
class prevails among employees. The formation of friendly bonds in the workplace is
slow, distinguishing between “friends”, “colleagues” and “others”;

» hierarchy and conformity - in work and personal life employees value order, discipline
and awareness of responsibility. In a working career education is also very important
but also acquaintance. Graduates of prestigious universities are highly regarded in the
United Kingdom and France;

» verbal communication - direct, clear form of expression is expected, unclarity and
ambiguity are little tolerated. Partners are approached by “Mr, “Mrs.” with the surname,
academic degrees are used less and less except in Italy and Austria;

» non-verbal communication - entrepreneurs are restrained in non-verbal expressions,
excessive gestures are inappropriate in business and social relations. In the south of
Europe, people are more gesturing and expressing their temperament than in the
northern part of Europe;

» business negotiations and etiquette — the prerequisite for successful negotiations is
thorough preparation, negotiations are usually formal, polite, but flexible. Common
interests and an interest in future cooperation are emphasized;

» informal conversation - is often part of the job in order to relax the atmosphere in
the workplace and get to know the other party. However, it must be short and it is
recommended to avoid inappropriate topics.

Entrepreneurs in the countries of Central and Eastern Europe perceive the business
environment as variable, trying new opportunities, even if they do not have much
experience. Significant factors are the predominant group orientation, preference for
work and teamwork, a sense of time and punctuality, limited competencies and reluctance
to take personal responsibility, ambiguity in the division of decision-making powers,
considerable bureaucracy and corrupt practices. Verbal communication is direct and open
with clear requirements. In non-verbal communication, Europeans keep a shorter distance,
gesture more and express emotions. When negotiating managers usually have high initial
requirements, they give up only slowly and at length, decision-making is rather impulsive,
the final decision is in the competence of top managers. However, these generalizations are
not applied in the same way in all Central and Eastern European countries.

Significant differences are e.g. also in the work behavior of the people of Great Britain
and France. Members of other cultures perceive the British as conservative, cold and reserved
people. Their typical qualities are courtesy, patience, restraint and consideration, there is also
a strong honesty and a sense of fair play at work. The British like things clear and system,
they are disciplined and they try to keep their emotions under control. The French are very
polite, cheerful, sociable, they love life with all its pleasures. They place great importance on
mutual informal commitments and kindness. What is important for them is the charm of
a person, the ability to engage with cultivated communication and emphasize the value of
their personality and a good working atmosphere.
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In work and personal life are e.g. Germans considered perfectionists. They like security,
clear rules, respect rules and regulations, and strictly follow the law. Material matters, clear
roles, professional competence and competencies are very important to them. They like
“things under control’, they try to minimize risk and eliminate sources of shortcomings and
mistakes. They are extremely precise in planning, adherence to deadlines and timetables.
The Germans strictly separate work and private life, they come to the workplace precisely
and leave it just as precisely. Their relationships in the workplace are very formal, they do not
like to talk about their privacy at work, they do not like to be interrupted by a work problem
at home (Novy and Schroll-Machl, 2005).

Russia and the countries of the former Soviet Union

- Russian families are dependent on their members which they transfer to the work
environment. Authoritarian rules apply in companies, yet there are informal relationships
between employees. Russians often subordinate their individual goals to the groups they
acquire. They show a strong connection of the individual to the group, they strive more for
interdependence than for personal independence. The individual can rely on the members
of the group, they will solve everything with cooperation and shared responsibility. They
prefer a flowery style of expression, they are known as good negotiators with high initial
requirements and reluctant retreat. They consider compromise to be a weakness, they are
not afraid of conflicts, they do not hide their emotions and they openly express possible
anger or disagreement. Dealing with them requires patience, determination, a factual and
technically sophisticated presentation.

North America

- is characterized by freedom of enterprise, promotion of competition and the existence of
large corporations. Entrepreneurs take business seriously, they consider themselves experts
in modern management methods and technical procedures. The multicultural nature of the
country, as well as greater labor mobility must be taken into account in the negotiations. They
are competitive and reluctant to approach a cooperative style of acting, they seldom adapt
to the cultural habits of their partners, they listen little, they are impatient and unwilling to
appreciate the importance of personal ties and emotions. Here, too, individualism prevails,
acting in large teams is not common, a small team is only possible in the case of complex
transactions. In negotiations they emphasize content rather than form, informality is
common. There is a prevailing effort to deal only with persons who have full authority to
make a decision. They take agreements very seriously, emphasizing the precise expression of
rights and obligations. Their approach to commitments is very serious and they expect the
same from the other party. From the point of view of non-verbal communication, they like
enough space around them but few touches (except for a firm short handshake).

Latin America
- people live more for the present, do not rush, do not stress. Time does not mean much
to them, they are untimely and often do not meet deadlines. They endure the worship of
age and authority, they are patriots, they have a great sense of dignity, they are sociable,
hospitable and spirited. Their gestures are pronounced, their physical distance is small
during conversations, their touches are quite frequent as are the expressions of emotions.
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Verbal communication is characterized by a strong expression and interruption of the other
person in an effort to share an opinion. Cooperative style prevails in negotiations but a slow
progress with strong to passionate argumentation and expression of emotions. They prefer
to act in smaller teams, they do not look for conflicts, rather they try to find a compromise.
Latin American entrepreneurs are optimistic and may promise what they cannot keep.

Asia
- among the so-called “Asian values” and typical characteristics include modesty, devotion,
striving for harmony, the importance of acquaintances, striving to solve problems by
consensus, the importance of position in society, and so on. Asian countries are considered
to be group-oriented cultures with a strong emphasis on collective cohesion, manifested
in loyalty to the employer, respect and esteem for the elderly and superiors. They are
characterized by patience, caution and slow decision-making which is influenced by
the preference for long-term relationships, team action and decision-making. In verbal
communication, humility and modesty are valued, distrust of words, unpleasant way of
expression and high importance of context are typical. Non-verbal communication is more
reserved, without excessive gesticulation and facial expressions, with short eye contact and
without unnecessary touches.

Although Asian countries include China and Japan, they have their own cultural
specifics, such as:

» Chinese entrepreneurs have the idea that China as the oldest civilization is the center
of the world and so they treat foreigners. It is very important to establish a long-term
relationship with a Chinese partner, they are sensitive to the hierarchical position
of people in work and social relations. It is necessary to prepare thoroughly for the
negotiations, the Chinese partners use various tactical maneuvers in order to achieve
the most favorable conditions for themselves. They consider it inappropriate to express
anger, impatience, show inner feelings, interrupt the presentation of others, etc.

» The Japanese recognize a high degree of collectivism and respect for power,
a hierarchical structure older versus younger, superior versus subordinate. They value
friendship very much which affects mutual relations and the level of cooperation.
In companies traditional principles apply, i.e. strict work ethic, devotion and loyalty
to the company, respect and esteem for superiors, lifelong employment, etc. When
dealing with partners it is important to keep a face. They try to avoid open conflict
and criticism, i.e. situations that could affect self-esteem. In the verbal expression of
the Japanese the implicit way of communication prevails, the content of the action
is wrapped in context and silence is part of the communication. Open criticism
and rejection are out of the question, an indirect and vague way of expression takes
precedence. Non-verbal expressions are rather hidden, the Japanese do not reveal
their own emotions, they hide their feelings.

Arab States
— Arabs believe that most things in life are determined by destiny rather than people.
The social status of individuals is based on belonging to a certain social class and on the
family environment. Society is very conservative, their thinking is influenced by Islam and
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astrong respect for traditions. Dignity, honor and reputation are considered fundamental
values. They consider themselves generous, human, polite and loyal. Arabic culture is
one of the group cultures with an indirect way of expression, with a sense of conformity
and preservation of the face. Arab partners give e.g. preference for personal contact over
telephone, negotiation with them it is often lengthy, often intermittent and repeated. It is
necessary to distinguish the social status of the partner, address him with an official title and
respect his age. Oral promises are not considered binding, agreements must be in writing
and compliance must be monitored. The Arabs are often untimely and it is useless to expect
an apology but they expect accuracy from the European. Arabic culture is characterized by
a strong body language, it is considered contact with smaller interpersonal distances.

Questions for discussion

1. What is the nature and significance of the impact of the international environment on
human resources?

2. What are the prerequisites of a successful manager in international business?

3. Do you know gender differences in international management?

4. What are the cultural differences in selected countries?

5. Is employing expatriates in a multinational company advantageous?

Summary

With the growing importance of international management, more and more attention is
paid to the ability to work effectively in a different cultural environment, to adapt to other
social and cultural conditions so that they are beneficial for a multinational company. In
international management and business communication with employees and foreign
partners is a necessary daily practice.

Despite the fact that globalization brings unification to many areas of life, cultural
specifics still persist and need to be taken into account in business. Multinational companies
must also take this aspect into account in human resource management and invest resources
in their employees abroad, especially in the form of their further education.
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BUSINESS ETHICS
AND INTERNATIONAL
BUSINESS

nternational business consists of business tfransactions between parties from more than
one country. Examples of intfernational business transactions include buying materials
in one country and shipping them to another for processing or assembly, shipping
finished products from one country to another for retail sale, building a plant in a foreign
counftry to capitalize on lower costs, or borrowing money from a bank in one country
to finance operations in another. The parties involved in such transactions may include
private individuals, individual companies, groups of companies,
and/or governmental agencies (Griffin and Pustay, 2007). From this point of view we can
state, that the international business goes with business ethics. The term *Business ethics”
becomes more and more popular mostly in the connection with corporate social
responsibility (CSR). This chapter focuses on business ethics generally and fries to explain
its importance in the international business explained UbreZiovd and Gurskd (2012).

Objectives of the chapter
- to identify the essence of business ethics,

— tfo explain the importance of business ethics,
- to explain the role of ethical code.
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If we dealing with business ethics, we are searching for the roots and relations of this term. In
relation to business ethics, it is necessary to understand based on Francesco and Gold (2000),
“Ethics are moral standards, not governed by law, that focus on the human consequences
of actions. Ethics often require behavior that meets higher standards than established
by law, including selfless behavior rather than calculated action intended to produce
a tangible benefit”.

A cultured person does not have to be an entrepreneur, but an entrepreneur has
to be a cultured person, at least because of their interest in success. An entrepreneur is
in constant contact with different stakeholders: colleagues, partners, customers. Today,
there is a set of certain rules of conduct that serve to ensure these contacts do not lead
to conflicts and misunderstandings or do not disturb the social balance. Besides, such
kind of norms helps with everyday communication, harmonious and useful relationships
(Aleksyna, 2019).

Particular attention is paid to etiquette, the formation and development of the modern
business protocol. Such qualities as a courtesy, tact, delicacy, decency are defined as the
basis of the rules of human behaviour in society. Therefore, the topic of business ethics is
extremely important for running a successful business.

Business ethics is the result of long-term selection of rules, forms of the most appropriate
behaviour that contributes to success in business relationships. The main function or essence
of business ethics can be defined as the formation of such rules of conduct in society that
promote mutual understanding of people in the process of communication during work.
The second most important function of ethics is the function of convenience, expediency
and practicality (Movchan, 2007).

Moreover, adherence to the rules of business ethics is one of the main means of image
formation. The practise shows that in modern civilized business, firms and organizations
that support the development and implementation of business ethics are more successful,
than those enterprises where it is absent of such kind of rules.

19.2 Ethical norms of business communication

Communicationisoneofthe central problems, through the prism of which theissues of people’s
perception and understanding of each other are studied. Communication helps to better
understand the processes of interpersonal interaction and relationships. Communication
is a universal means of knowing yourself and others. Business communication is one of the
types of communication (Rendtorff, 2019).

Business communication is the process of interaction of business partners, aimed at
organizing and optimizing a particular type of substantive activity: production, research,
service, etc. Productive cooperation, achieving the goals of interaction, improving
partnerships are the main objectives of business communication. The convergence of goals,
clarification of positions, reaching at least a compromise in solving a complex problem is
satisfactory results of business communications (Aleksyna, 2019).
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During business communication, it is easier to establish contact between people if they:
» are significant for each other;
» perceive communication as productive cooperation;
» maintain a culture of business communication (Aleksyna, 2019).

The culture of communication is a component of the general culture. It is based on the
norms determined by the state of society, its history, traditions, national identity, universal
values of each historical epoch of human development.Thus, the culture of communication
is the sum of acquired knowledge, abilities and communication skills that are created and
adopted in a particular society at a certain stage of development.

The culture of communication is determined by the following components:

a) communication skills that “include” communication mechanisms;

b) knowledge of communication ethical norms adopted in a particular society, the
psychology of communication (categories, patterns, mechanisms and psychology of
perception and understanding of each other);

c) the ability to apply this knowledge, taking into account the situation, in accordance with
the norms of particular society morality and universal values (Lozovets'ka, 2015).

The culture of communication is manifested in the ability to talk without degrading the
dignity of people. Besides, it is the ability to negotiate, to compromise, sometimes losing own
benefits, but maintaining a friendly relationship.

It can be argued that business communication directly depends on general moral prin-
ciples such as:

» tact and delicacy;

» obligation, fidelity, honesty;

» search for mutual interests, cooperation, common good;
» tust.

In this context, it is appropriate to mention the history of the creation and development
of the famous American company “IBM”, which owes much of it’s success to the moral
and ethical ideals of its founder T.J. Watson Sr. (1914 p.). He developed a code of conduct for
employees of the company, the principles of which are very simple:

1. everyone deserves respect;
2. each client of the company deserves special attention and the best service;

3. the company’s activities must be constantly improved (IBM website, 2020).

The company still adheres to these principles today. All its employees have to be
guided by high standards of business communication. The main concept of the company is:
“Everyone you deal with should count on fair and impartial treatment. Honesty is an integral
part of moral behaviour, and trust is necessary to establish a good and strong relationship”.
This concept is typical of most modern firms and corporations. It allows them not only to
withstand fierce competition but also to obtain stable profits.
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19.2.1 Ethical business dispute

In the process of business communication, modern entrepreneurs are constantly confronted
with different points of view, assessments, views, opinions on business problems both within
firms, organizations and at the state level. In this case, a dispute arises, during which each
party defends its position. For the manager and marketer, financier and commodity expert,
the ability to argue, to defend their point of view becomes especially relevant in modern
conditions. It can be explained by the formation of market relations that occurs in conditions
of contradictions and confrontations (Movchan, 2007).

A dispute is a verbal contest between two or more parties, during which each party
defends its understanding of the issue under discussion and refutes the opponent’s opinion.

In modern conditions, the dispute is becoming a method of communication between
businessmen, so it is necessary to master its techniques. Experience shows that effective
debate clarifies the issue under discussion and helps to achieve the truth. The particular care
should be taken to ensure that the dispute does not become an end in itself when the focus
is on winning anything. Such disputes turn into insults, gossip, etc., and come down to the
negative characteristics of the opponent or offensive epithets (Aleksyna, 2019).

In business life, a dispute is a perfectly acceptable and even desirable way of
communication, but only when it is constructive and aims to solve an important problem,
find new methods to improve efficiency, management or convincingly prove the failure of a
position. During disputes that take place in organizations, the preferred option is a peaceful
end. Such a situation helps to reduce social tensions. The desire to win at any cost, as a rule,
further inflames the atmosphere and a company risk to face a lot of loss. In such a situation,
a compromise is the best tactic (Rendtorff, 2019).

19.3 Bussines ethics in international business relations

The internationalization of the economy has become a single interdependent system. The
strengthening of contacts, accelerating the pace of communication has become a strong
impetus to this. Businessmen, representatives of various professions increasingly have
to interact with companies, foreign colleagues. Attention to the cultural roots, national
characteristics of business representatives allows to see and accurately calculate how partners
will respond to proposals. Moreover, it is possible to predict their attitude, to overcome the
difficulties of communication (Lozovets'ka, 2015).

International business is an activity that is associated with many problems. Enterprises
which act at the international level often have to deal with features of national psychology,
behaviour, which pose certain problems for managers, accountants, etc at the organizational
level. Even in one country, there are companies with different corporate cultures. For example,
in the Japanese-American joint venture, Americans are primarily interested in profit, while
the Japanese are concerned about the division of influence spheres. What should you focus
on in this case?

It can be extremely difficult to identify national peculiarities. In one business team, you
can meet emotional Italians, strict Germans, cautious Americans and charismatic Japanese.
In addition, some countries have such strong regional features that national features take
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a back seat. To achieve mutual understanding between people of different cultures, it is
necessary to learn how to communicate with others and take into account these stereotypes.
For example, it is necessary to understand Latin American non-punctuality, Swedish
pedantry and excessive politeness of the Japanese and try to evaluate their behaviour in
terms of national culture and traditions (Lozovets'ka, 2015).

Business negotiations yield the desired results if carried out in accordance with
international rules developed by the experience of many countries and generations.
These rules are recorded in the form of diplomatic protocol and international etiquette.
The norms of the diplomatic protocol are generally recognized and are more or less the
same in all countries. However, it is necessary to notice that a particular country can make
its own amendments and additions, resulting from its national characteristics (Movchan,
2007).

Diplomatic protocol is a political instrument of diplomacy. Adherence to the rules
of diplomatic protocol and international etiquette is important not only for diplomats. Any
businessman who participates a business trip abroad or deals with foreign representatives
should be aware that deviating from the usual rules can damage economic ties or the image
of the company.

19.3.1 Code of ethics as an important component
of modern business

The Code of Ethics in Business is a set of moral principles, moral norms and rules of conduct
of one person or group of persons, which determines the assessment of their actions in terms
of relationships with other businesses, relationships in a society based on moral norms and
principles (Palekha, 2007). The Code of Ethics provides for the following ethical principles:
honesty; objectivity; professional competence and due diligence; confidentiality; professional
behaviour and independence.

Codes of communication and behaviour of employees are being developed
at enterprises and organizations. Scientists distinguish the following types of codes of
ethics:

» codes governing a document with detailed rules, including sanctions provided for
breach of the code (eg contracts);

» codes that make regulation of obligations to customers, investors, shareholders,
employees, etc. (eg social codes);

» codes that include provisions on the values of the organization, its philosophy and goals,
teach the basics of corporate culture (eg corporate codes);

» codes that define interpersonal relationships in the organization and reconcile the
interests of employees and the organization (eg professional codes) (Lozovetska,

2015).

Corporate codes in organizations perform the following main functions:
a) management: regulate the behaviour of staff, priorities in interaction with customers,
shareholders, partners, competitors, the external environment; determine the decision-
making procedure and unacceptable forms of behaviour;
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b) development of corporate culture in the organization: transmit corporate values,

orient employees to common corporate goals, thereby increasing the corporate identity
of employees;

:P" c) reputational: form confidence in the organization from the external environment,

increase its investment attractiveness (Daniels, 2007).

For example, the code of ethics of the international company McDonald’s include more

than 40 pages and covers six topics:

1.

Obligations to customers. McDonald’s cultivates an ethical commitment to providing
clean, hygienic restaurants; children’s toys; and a safe atmosphere for all customers.

. Obligations to employees. The McDonald’s Standards Booklet contains a section on

positive experiences for its employees.

. Corporate system. McDonald’s believes that its corporations and employees have an

ethical obligation to act in the best interests of McDonald’s itself — not for personal
gain.

. Ethical guidelines. A set of corporate standards includes a section on ethical guidelines

for handling McDonald’s assets. These obligations include the protection of McDonald’s
intellectual property and its assets.

. Assistance to communities. One of the most important ethical connections of

McDonald’s employees is helping the community.

. Search for profit and improvement. Although the search for profit and its increase

is extremely important to McDonald’s. However, its book of corporate standards
stipulates that no employee should participate in actions, which are violating antitrust
and competition laws (McDonald’s website, 2020).

Besides, you can see an example of The Walt Disney Company code of ethics, which

includes the following main points:

»

»

»

»
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responsibility to guests and customers. The company claims that its guests and customers
expect and deserve the best service;

responsibility to members and employees. Disney believes that members and employees
are the basis of the company’s magic. The company and its management strive to treat
all members of the staff and employees with honesty, dignity and respect;

the company’s responsibility to shareholders. The organization believes that the
company’s reputation is a legacy that needs to be preserved. The goal is to provide
a reasonable return to shareholders and increase the value of their investments. At the
same time, the company wants to be sure that it’s business and reputation is protected
at the appropriate level. According to this, the company can continue to meet the
expectations of shareholders, guests, customers, cast members and employees;
responsibility to other businesses. Business partners are an important part of the
company’s team. Disney expects that business partners and other stakeholders will
compete fairly in each of the markets and will sell the company’s products or services with
high quality and dignity. Participants and employees must not disparage competitors,
mislead customers, or collect inappropriate information about competitors, customers,
or vendors in a manner that violates Disney policies;
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» responsibility to the community. The communities in which the company operates,

both nationally and internationally, deserve Disney’s time, energy, participation and
creativity (The Walt Disney website, 2020).

These examples of codes of ethics give an explanation of their importance for running
a successful business. Besides, it can be concluded that the development of partnerships
and the growing dependence of business organizations in both national and international
markets has stimulated the development of business ethics. Ethical requirements are
reflected in corporate and professional codes and become the core of the corporate culture
of organizations.

Questions for discussion

1. How do you understand the meaning of the term “business ethics”?
2. Describe the definition of “business communication”

3. Explain the importance of business ethics during of business dispute.
4. Describe the type of code of ethics.

5. Explain the functions of corporate codes.

Summary

The compliance of business etiquette, the culture of communication, thorough knowledge
of the business, politeness, correctness, sense of moderation in everything and some
other “attributes” of the business persons create a guarantee of success in business activity.
Knowledge and adherence to the code of ethics, a healthy passion for business can help the
company gain economic stability and rise to a higher level in the international market.

It is also worth noting that adherence to ethical principles can contribute to improving
the lives of society and at the same time increase the company’s economic performance. The
profitability and reputation of the manufacturer depend on the level of ethical compliance
with consumers in both domestic and foreign markets.
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THE ROLE

OF CORPORATE
SOCIAL RESPONSIBILITY
IN'A BUSINESS

statement, in the correctness of which we are convincing daily. Indeed,
the solution of most practical tasks should precede the scientific elaboration
of the relevant problem. Without good theory and systematic research in this sphere,
it is impossible to form a modern, civilized, objective understanding of nature, sources,
significance, consequences of the development of the Corporate Social Responsibility
(CSR) phenomenon. Corporate Social Responsibility in the most general, “grounded”
interpretation is a rational response of the organization to the conflicting expectations
of interested parties (stakeholders), aimed at sustainable development of the company.
Corporate Social Responsibility is a type of social commitment (mostly voluntary)
implemented by corporate governance for employees, partners, civil institutes and
society as a whole. Changing the environment of the enterprises functioning requires
the implementation of new management concepts. Implementation of CSR practices
in business is an extremely urgent task foday, which is caused by the development
of conceptual provisions for doing business, increasing requirements from consumers
to the activities of enterprises and theirimpact on society and the environment.

‘ ‘ There is nothing more practical than a good theory” — this is a well-known

Objectives of the chapter

define the essence of Corporate Social Responsibility (CSR),
explain a formation and development of CSR concept,
characterize of the Triple Bottom Line,

describe CSR in small and medium sized enterprises.
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The concept of social responsibility in the business context means that the firm/company
operates to achieve its financial goals and also helps society. The idea is that businesses should
combine profitable activities with activities that benefit society. Thus, a socially responsible
company should not work solely to maximize profits but also should make decisions and
take actions that are acceptable in terms of goals and values of society.

In turn, corporate social responsibility (CSR) is a management concept in which
companies integrate social and environmental issues into their business operations and
interact with their stakeholders. In today’s socially conscious environment, employees and
customers attach great importance to work with companies that give priority to corporate
social responsibility.

CSR requires every business to behave ethically and improve the quality of life in society.
Every business should make a voluntary decision to contribute a better society and a cleaner
environment or not.

CSR is a concept that provides a good balance between the economic, environmental,
the ethical and social challenges of business. Corporate social responsibility (CSR) is
the responsibility of an enterprise for direct and indirect impact on the economic, the
environmental and social systems in which it is embedded (Main Business Partner website,
2020).

20.1.1 Formation and development
of the Corporate Social Responsibility (CSR) concept

There are a lot of aspects, which determine CSR contemporary essence. However, this
concept has roots in the distant past. Thus, it is stipulated the need for a retrospective review
to find out the origins, the process of development of social responsibility and its role as an
important factor in economic and social life (Tarasevych, 2013).

The idea that entrepreneurial activity has not only an economic but also a social aspect,
arose in antiquity, developed in parallel with the formation of universal human values,
reflected in ancient historical documents. Thus, in the collection of laws of Eshnunna
(Mesopotamia, XIX century BC), we can find the information about fixed prices for basic
products, wage rates, as well as the material liability of workers for the quality of work was
established. In the code of laws of the Babylonian king Hammurabi (XVIII century BC),
many provisions concerned regulation of economic and social-labour relations - hiring,
remuneration, legal protection of workers, and even such issues as are now known as
consumer protection.

An important contribution to the development of CSR ideas was made by the utopian
socialists, who sharply criticized the brutal exploitation of workers and developed projects
just and happy society without inequality and exploitation. The great merit of the first social
reformers was the innovative understanding of the role of the human factor, the need to
improve working conditions (Tarasevych, 2013).

We consider that it is necessary to divide the history of CSR development into 5 main
stages.
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There are:

1. The initial origins of the CSR modern concept (1920s-1950s)

- the first stage of CSR development is considered 1920s-1950s. Currently, Peter Drucker’s
well-known work “The Practice of Management” appears in which he considered CSR
as one of the eight key factors in achieving business goals. An outstanding achievement
of this period was the scientific work of Howard R. Bowen, “Social Responsibilities of
a Businessman”, published in 1953. According to the author, the social responsibility of
a businessman consists in “implementing such a policy, making such decisions or following
a line of conduct that would be desirable for the purposes and values of society”. Besides, the
focus was on corporate responsibility to society and activities that increased the welfare of
the society (Bayura, 2013).

2. The growing interest in the phenomenon CSR (1960s-1970s)

- in the 1960s, the idea of Corporate Social Responsibility was developed and spreading
its popularity mainly through the work of progressive scholars, the widespread at that time
social movements in the protection of civil rights, women’s and consumers rights, as well
as in the protection of the environment (Ness, 1992). In the world, the attention of various
groups of society was increasing to social problems such as environmental pollution, the
struggle for civil rights, increased requirements of the state to the ecological responsibility
of companies, increased requirements for business from trade unions and consumers. In
Western Europe, under the pressure of the public and non-governmental organizations,
governments in many countries have adopted stricter standards in labour legislation and
environmental protection (Grishchuk, 2012). In the 1970s the new direction was formed
around the category of “Corporate Social Responsiveness’, which often refers to the
company’s ability to perceive social influence.

3. Business awareness about the importance of CSR (1980s)
- the relationship between CSR and sustainable development in the 80s has become crucial
in the context of CSR development. During this period, the organizational structure for
CSR was beginning to develop and the concept of sustainable development appeared for the
first time.

The most common definition of “sustainable development” was proposed by Brundtland
Commission in the book which called “Our Common Future” in 1987. It is generally accepted
that the concept of these phenomena includes at least two important ideas:

» this development involves solving economic, social and environmental problems;

» development will be sustainable only when a balance is reached between the various
factors that determine the general standard of living;

» the present generation has an obligation to provide future generations with adequate
supplies of social, natural and economic resources so that they can provide for themselves

a level of well-being that is not lower than the one we have now (Okhrimenko, 2015).

4. Development of important CSR issues during 1990s
- the 90’s were marked by the development of the concept of CSR by more scientific researches.
The theory of companies motivations for the implementation of CSR has occurred. The
concept of sustainable development has become widespread since in 1992 the Declaration of
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;kf(rhe Earth Summit in Rio de Janeiro was adopted. Moreover, in the 1990s, CSR was defined

' Was a self-sufficient sphere of corporate relations. The new social support organizations

~“were occurred such as SustainAbility (1989), Business for Social Responsibility (1992) and
CSR Europe (1996). Corporate Social Responsibility during this period, from the forms of
simple rules of conduct and accountability, goes to a new level, which manifests itself as
a more intense dialogue between stakeholders and non-governmental organizations, the
implementation of initiatives involving a wide range of stakeholders. Besides, Archie Carroll
proposed the interpretation of CSR, which implies compliance with the economic, legal,
ethical and philanthropic expectations of society in this period (Carroll, 1991). According to
this, Carroll created the multi-level pyramid reflecting the components of the CSR concept
(Figure 20.1).

=4

Philanthropic
Responsibilities

Contribute resources
to the community;
improve quality of lite

Ethical Responsibilities

Obligation to do what is richt, just and fair
Avoid harm

Legal Responsibilities

Law is society’s codification of right and wrong
Play the rules of the game

Be profitable

Figure 20.1  The Pyramid of Corporate Social Responsibility
Source: Carroll, 1991

The created pyramid characterizes the types of responsibility as follows:

» economic — the basic function of the company that allows to meet the needs of
consumers and make a profit;

» legal — the need to comply with the laws of business in a market economys;

» ethical - the activity of an enterprise has to meet the expectations of society, according
to the rules of morality;

» philanthropic - the activity of the enterprise, aimed at supporting and developing the
welfare of society through voluntary participation in the implementation of social
programs.
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5. Corporate Social Responsibility and New Millennium
- at the beginning of the new century, the institutionalization of CSR at the national level
and the emergence of international standards took place. CSR by 2003 was a concept that
had about 80 definitions: corporate citizenship, charity, social responsibility of business,
etc. In 2010, the International Guidance on Social Responsibility ISO 26000M was adopted.
About 450 experts from 99 countries of the world have developed this standard, which is
the first globally agreed by guidance for the implementation of social responsibility by any
organization.
As defined in ISO 26000, social responsibility is the responsibility of an enterprise for
the impact of its decisions and actions on society, the environment, through transparent and
ethical behaviour.

This standard also describes that CSR:
» promotes sustainable development, as well as the health and welfare of society;
» takes into account the expectations of stakeholders;
» complies with current legislation and international standards of conduct (Bayura, 2013).

In the 1990s, John Elkington in the book “Cannibals With Forks: Triple Bottom Line of
21* Century Business” proposed a concept of a tripartite criterion that imparts a balance
between economic, social and environmental goals of development. The concept of three
CSR pillars is based on the following three categories: People, Planet, Profit. This idea implies
that all activities that are done well for society, for the environment also have a positive effect
on the financial performance of the company (Grishchuk, 2012).

Here is each “P” in more detail:

1. People or Social Pillar - consider how much does
a company benefits society. Socially responsible
enterprises make an effort to “give back” to the
community.

2.Planet or Environmental Pillar - the company
should try to reduce its ecological footprint as much
as possible. These efforts can include reducing waste,
investing in renewable energy, managing natural
resources more efficiently, and improving logistics.

3. Profit or Economic Pillar - while every company
demands financial profitability, triple bottom line
businesses see it as one part of a business plan.

Sustainable organizations also recognize that “profit” isn’t diametrically opposed to
“people” or “planet” (Board of Regents of the University of Wisconsin System, 2020).

Table 20.1 displays examples of measures for enterprises to perform the CSR activities
in the context of the Triple Bottom Line.
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Modern business, and especially small and medium-sized enterprises, often lack a clear
understanding and conscious acceptance of the fact that the CSR is not something
exceptional, caused by special circumstances, but a norm arising from the very essence of
business, the philosophy of management.

More recently, it was believed that only large international companies can afford the
costs associated with CSR. However, it should be noted that now small and medium-sized
enterprises should also implement the principles of Corporate Social Responsibility in their
management system as a consequence of changes in the standardization, certification of
businesses and raising the requirements from the stakeholders’ side (Sokil Ubreziova, 2018).

Comparing SME and large enterprises, small and medium business has its own compe-
titive advantages, including:

1. customer proximity, allowing faster and more flexibly respond to customer requests,
which leads to the loyalty of the population to goods and services for SME;

2. ability to constantly change and adapt: the constant struggle for survival, closeness, and
dependence on customers and suppliers, the need to seek new opportunities to reduce
costs;

3. low overhead due to the absence of internal bureaucracy;

4. innovation potential (particularly leaders - innovators);

5. opportunity to unite (alliances, networks, clusters) (Kasych, 2014).

Kravchenko (2013) described that one of the main task, which is necessary to explain
to small and medium business is that Corporate Social Responsibility is a concept that has
nothing common with additional financial or other costs and coercive measures. One of
the reasons for the importance of Corporate Social Responsibility is that SMEs have the
opportunity to determine a successful business strategy. CSR helps to work for the future and
to achieve sustainable development of enterprises. A lot of questions, in this case, are closely
linked to the problems of legislative irregularities and the lack of legislative encouragement
for responsible corporate activities of SMEs. Naturally, shortages of human resources are
more relevant for the implementation of CSR for smaller companies. Representatives of
enterprises with more than 50 employees are more likely to face the shortage of required
knowledge. At the same time, companies with 10-50 employees show a lack of technology
to implement CSR (Kovach, 2013).

Compared to large companies, micro enterprises (up to 10 employees) are better
oriented towards external CSR. This kind of companies needs to solve such issues as the
satisfaction of buyers, overcoming corruption, the fulfilment of tax liabilities (Zhmay, 2015).
Kovach (2013) describes that the model of CSR in SME has the following problems:

» the absence of the ideology of socially responsible entrepreneurship;

» the forced nature of CSR. For some entrepreneurs, CSR is the answer to the request
from the authorities;

» lack of transparent procedures for developing social policy at the state, regional level,
and at the enterprise level in particular;
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». a significant gap between society and business in understanding the priorities of CSR.

Analyzing the above-mentioned, we can conclude that the low level of awareness in
the field of Corporate Social Responsibility is the main reason why CSR activities are not
widespread among small and medium enterprises. It should also be noted that according
to the researchers, one of the key messages to be presented to small and medium-sized
businesses is that Corporate Social Responsibility is a concept that does not necessarily
involve additional financial (or other) costs or compulsory events. First of all CSR policy
should be incorporated into the business strategy of the company, because it concerns the
planning of enterprise development, improvement of its competitiveness and optimization
of expenses.

Questions for discussion

1. Explain the CSR term.

2. Describe the Pyramid of Corporate Social Responsibility.

3. Explain the essence of “The Triple Bottom Line” criterion.

4. Give a few examples of CSR measures in the context of three pillars.

Summary

Summarizing the foregoing, we can conclude that issues related to the social aspects of
economic activity were the subject of research by many generations of scientists. Provisions
on the responsibilities of entrepreneurs to society were expressed by representatives of
various schools and areas of economic science. The study of the concept of Corporate Social
Responsibility, its role in the socio-economic development of society has rather deep roots
in economic science, although this category was introduced into scientific circulation only
in the beginning of 20" century.

Nowadays, the Corporate Social Responsibility is a complex and multidimensional
process, the study of which involves finding out the economic and social preconditions
for the genesis of CSR, its development, dissemination and reflection in economic science,
that is, the definition of the causes and objectives of existence, the essence and content,
the identification of subjects and objects, levels and forms of manifestation, methods of
implementation, methods of analysis, etc.
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