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This is the 9th event of the International Conference on Management (ICoM) conference series
which was started in 2011 with the idea to bring together scientists, researchers, PhD students
and the representatives of the business sector to exchange and share their experiences and
research results about contemporary management and social issues.
Nowadays, sustainability is a key question of our life, all over the world. Sustainability is related
to the natural environment, economy and society. In the recent years, sustainable economy,
sustainable society and sustainable development became one of the key management objectives
and the subject of multidisciplinary scientific researches.
The aim of the conference is to provide opportunity for scientists and professionals from various
areas of knowledge and disciplines to meet each other, to share their experiences, research
results and theoretical studies and to build and strengthen international cooperation for
improving the quality of scientific research. An additional goal of the conference is build a
bridge between experienced researchers with the young researchers and PhD students to start
new relationships and research networks to work together the next generations.
Conference topics / sessions:
1. Business strategies, business management, business models
2. Management and evolution process of SMEs
3. Entrepreneurship, new venture creation, startups
4. Human resource management, leadership and corporate governance
5. Human capital, social capital and intellectual capital
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7. New trends in marketing and supply chain management
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12. Regional policies and regional development management
Special topics / sessions:
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 Society and economy – social aspects of sustainable economies
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PREFACE

The 9th International Conference on Management (9th ICoM 2019) “People, Planet and Profit:
Sustainable business and society” is organized by the Department of Business Economics and
Management of the Faculty of Economics and Social Sciences of Szent István University,
Gödöllő (Hungary), in cooperation with the Management Faculty of Częstochowa University
of Technology (Poland), the Faculty of Economics and Management of the Slovak University
of Agriculture in Nitra (Slovakia) and the Faculty of Business and Economics of the Mendel
University in Brno (Czech Republic).
This is the 9th event of our international conference series which is a great result of the
successful cooperation of the partner universities representing the Visegrad Countries.
The main topics of the conference are represented by the title: “People, People, Planet and
Profit: Sustainable business and society”, as nowadays, sustainability is a key question of our
life, all over the world.
Sustainability is related to the natural environment, economy and society. In the recent years,
sustainable economy, sustainable society and sustainable development became one of the key
management objectives and the subject of multidisciplinary scientific researches.
Our conference wishes to give opportunity for researchers, students and professionals of
different generations to share their experiences and research results and to discuss how to put
them into practice, and to build and strengthen international cooperation for improving the
quality of scientific research.
The ICoM conference series became an important pillar of the management science. At the
ICoM 2019, Gödöllő, Hungary, 194 registered participants represent 29 countries from four
continents.
I hope that our conference will be successful and you all will enjoy your stay in Gödöllő, and
meet again at the next conference in 2020.
13th June 2019, Gödöllő, Hungary

Assoc. Prof. Dr. Zita Fodor, PhD
Editor
Member of the Organizing Committee
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CULTURAL DYNAMICS IN SOCIAL-ECONOMIC TRANSITION COMPARATIVE GLOBE RESULTS OF HUNGARY BETWEEN 1995 AND 2015
Gyula BAKACSI
GLOBE is a snapshot global cultural survey, result from 1995. In Hungary the data base had
been continuously developed throughout two decades, taking in 1624 responses by 2015. This
term is segmented into three 7 years-long time periods (1995-2001, n=523; 2002-2008,
n=590; 2009-2015, n=511), giving us the chance of exploring cultural dynamics, based on a
longitudinal comparative analysis.
Based on descriptive statistics of social practices (descriptive) cultural variables tierce-bytierce
- Performance orientation, Humane orientation, Institutional collectivism and Uncertainty
avoidance scores are monotonously decreasing (all are .00 sig.)
- Gender egalitarianism and Power distance scores are monotonously increasing (all are .00
sig.)
- Assertiveness scores are U-shaped (.05 sig.)
- In-Group and Future orientation scores are ∩-shaped (the former .00 sig, the latter .07
sig),
Based on descriptive statistics of social values (normative) cultural variables tierce-by-tierce
- Future orientation, Institutional collectivism, In-Group collectivism and Uncertainty
avoidance scores are monotonously increasing (all are .00 sig.), Performance orientation
is also increasing (.17 non-sig.),
- Gender egalitarianism score is decreasing (.06 sig.)
- Assertiveness and Humane orientation scores are ∩-shaped (all are .00 sig.)
- Power distance scores are U-shaped (.05 sig.)
Comparison of social practices and values three variables (Performance orientation,
Institutional collectivism and Uncertainty avoidance) denote the pendulum effect: the more
the perceived practice is decreasing, the more the expected norm swing toward the other
scale-end. Reversely, the more the society perceives increase in Gender egalitarianism, the
more de-emphasizes on the value side. Concerning Assertiveness the U-shape of social
practice turns upside-down (∩-shaped), and the ∩-shaped social practice of Future orientation
and In-Group collectivism shows monotonous increase on the value side. The decreasing
social practice of Human orientation met a ∩-shape value pattern.
Results are limited to Hungary due to the differing sampling policy of surveying (extended
industries and non-midmanagers).
Causes of dynamics and pendulum patterns are hypothesized:
- differences in sample composition of the tierces,
- social-economic transition,
- economic crisis after 2009,
- cultural “swamp”: the more you are reaching out and trample to get out from a
“swamp”, the bigger the chance to sink even deeper.
These hypothesis need to be confirmed by further research.
Keywords: societal culture, cultural dynamics, pendulum
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A SYSTEM DYNAMICS APPROACH FOR ASSESSING BUSINESS
COMPETITIVENESS
Esteban LAFUENTE, László SZERB, András RIDEG
Purpose: The analysis of how the associations between resources and capabilities condition
business competitiveness is the focus of this study. This paper proposes a managerial tool to
evaluate business competitiveness. Drawing on the resource-based view and the configuration
theory, this study proposes a multidimensional competitiveness index formed by 10
competitive pillars that incorporates system dynamics in the analysis. Specifically, our
measure reflects the multidimensional nature of competitiveness by connecting the resourcebased view and the configuration theory in a model that considers the mutual dependence of
resources and capabilities in shaping organizational competitiveness.
Design/methodology/approach: Using a unique sample of 625 Hungarian small and mediumsized firms, operating in manufacturing, retailing, and professional services sectors during the
period 2010-2013, we empirically illustrate how the proposed index functions for managerial
decision-making purposes. Additionally, in the second stage analysis we examine the
relationship between the competitiveness index and employment growth.
Findings: Results show that the impact of competitiveness-enhancing strategies is conditional
on the configuration of the system of competencies. Low-competitive businesses benefit more
from investments in the weakest competitive pillar, while strategies oriented to improve more
than one competitive pillar yield higher competitiveness improvements among highcompetitive businesses. The findings indicate that competitiveness positively impacts
performance, and that the exploitation of competitive strengths leads to superior results
among high-competitive businesses.
Research limitations: Data do not permit the direct analysis of the effect of improvements in
resources or capabilities on competitiveness. We present various interpretations of how
resource- and capability-enhancing actions impact competitiveness; however, we do not
evaluate how businesses internalize these investments into their operations, nor do we assess
the trade-off between the cost of such investments and their effects on competitiveness.
Further research on this issue would be valuable.
Practical implications: Our results suggest that businesses need a balance between
competitive pillars. Overemphasis on few competitive pillars does not guarantee long-term
competitiveness, which can in turn result from multiple interactions of different competitive
pillars. Businesses seeking to enhance competitiveness should first evaluate their strengths
and weaknesses. In this sense, the proposed competitiveness index might represent the
instrument to carry out this business-level analysis, and provide managers with valuable
information that help direct future actions and investments to improve the business’
competitive position.
Keywords: competitiveness, strategy, SME, resource based view,
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A KNOWLEDGE-BASED APPROACH TO SOCIAL INNOVATION
Mariann VERESNÉ SOMOSI, Károly BALATON

Innovation, and within it social innovation is a crucial element of economic development and
it is a decisive factor of social processes. As technological innovation can not give answers to
every social challenges the role of social innovation has increased. It is especially true when
dealing with backwardness due to regional imbalances and creating possibilities for upcoming
of peripheral regions.
Our paper regards social innovation processes as a social learning process and as part of it,
based on analysis of challenges connected to social needs, we try to identify solutions based
on neuro-fuzzy modelling. This is a relatively new approach which is capable of dealing with
both quantitative and qualitative information, and provides a bases for formulating settlementlevel upcoming initiatives based on best practices collected. In case of the community
analysed, the model, based on the map of social problems, the social innovation potential and
resource analysis, selects that solution from the best practices which is most suitable to the
prevailing conditions. Social innovation selected according to the above process will be part
of the fuzzy knowledge base and provides possibility for social learning.
Collecting best practices is the first step in the social learning process. The next phase is to
analyse these practices and disseminate information among the population of backwarded
regions. Our experiences show that people living in peripheral regions need help to utilize the
experiences of successful and more developed regions. Organizing training programmes and
providing the necessary financial resources we may create a positive attitude among people
living in backwarded settlements. After the first samples of successful initiative with social
learning we may disseminate the experiences and best practices. In order to succeed with
these initiatives we have to find those persons in the settlements of peripheral regions who
might be the leaders of community level social innovation exercises.
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THE ECONOMIC EFFICIENCY OF USING AROMA MARKETING AS A NEW
POSSIBILITY OF IN-STORE COMMUNICATION
Elena HORSKÁ, Jakub BERČÍK, Mária HOLIENČINOVÁ, Johana PALUCHOVÁ
The retail store environment requires constant changes that contribute to increased sales and
customer satisfaction. Retailers strive to use new techniques and provide customers not only
satisfaction of their needs but also shopping experience. Nowadays we record some overload
with visual stimuli, the consumer becomes more resilient, and his subconscious looks for
other stimuli from the environment that could direct his shopping behaviour. Especially in
foodstuffs, the senses as sight, taste and smell are the most significant. Smell is considered to
be the most closely attached sense to emotional reactions. The scent as a means of influencing
the purchase of a product has a long history, aroma marketing as an area of in-store
communication is a matter of the present. This new trend of in-store communication is the
object of our paper, as its importance and use have grown and become the object of many
studies in recent years. The main aim of our paper is to highlight the importance and relatively
new possibilities of using in-store communication in retail store. The paper provides an
overview on the current situation in the aroma market in Europe and Third countries. On the
basis of our experiment in the grocery store, we want to point to a relatively new way how to
attract customers in the practice of a retail unit. By our research we want to support or refute
the possible impact of aroma on customer as well as on retail sales. An autonomous
aromatizing unit was placed directly in the store, which dispersed a nougat aroma into the
area of confectionery department. A questionnaire survey at the point of sale gave an insight
into the impact of the aroma on customer preferences in relation to the store and their overall
perception of the area before and after aroma was released. The main contribution of our
paper is to examine the impact of aroma on sales volume and revenue of selected food
segment, as well as to observe changes in consumer preferences. Our study deals with the
question of the appropriateness of using the new trend of aroma marketing in the area of instore communication in the grocery store and also assesses its economic efficiency. According
to our results the aroma in the retail environment makes an important atmospheric variable to
study, because aromas are expected to increase the likelihood of producing an emotional
reaction from consumers. The research has been supported by the grant APVV-17-0564 “The
Use of Consumer Neuroscience and Innovative Research Solutions in Aromachology and its
Application in Production, Business and Services” by the Slovak Research and Development
Agency.
Keywords: aroma marketing, customer, in-store communication, retail store.
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QUALITY MANAGEMENT AT HIGHER EDUCATION INSTITUTIONS
Pavel ZUFAN, Veronika VEJROSTOVA
The paper builds on a three-year experience with building a quality management model at the
university of authors, and provides an offer of shared experience potentially useful by any
other higher education institutions. Paper describes the progress of the quality management
model construction and application in the conditions of a Czech higher education institution.
Even though the initial impulse to introduce a quality management system came from an
amendment of the law on higher education institutions, the particular model a school
introduces depends on its independent choice. The amended law, which came into effect in
September 2016, prescribes several general requirements on the quality management system
of a higher education institution, but the particular approach an institution takes is left on its
choice. Mendel University in Brno has decided to build its own model on the basis of a
combination of the ISO 9000 and EFQM approaches, but fully respecting particular
requirements of the school. These are specifically represented in the strategy of the school,
and its annual updates.
Purpose: Aim of the paper is to provide a draft methodology of introducing an quality
management system on the institutional level of a university.
Design/methodology/approach: Used methodology builds on the Deming’s PDCA cycle
incorporating the duties coming from the law and National Accreditation Bureau, and
identifying ten roles on four different levels within the institution (university, faculty/institute,
department/study programme, individual). For the roles on these levels, there are suggested
several indicators to be used in order to provide potential for improvements of performance of
the particular role.
Findings: Outcomes of the first two years of the model application confirm fulfilment of the
expectations of the university management on the system. To make the best use of the system,
though, continuous attention and adjustments of the system are needed as the university
environment keeps developing and changing.
Research limitations: The experience presented in the paper mostly builds on the experience
of a single institution, but, on the other hand, the authors have participated in a number of
conferences and benchmarking events, which enabled to take in regard the situation of other
universities and institutions.
Practical implications: Major advantage of the systems seems to be relatively transparent
coverage of the major roles performed within the university environment, and avoiding too
much bureaucracy connected with the system implementation.
Social implications: Building a quality-focused culture projects not only into the “product” of
the universities (their graduates), but also into further activities of the academic staff, who
naturally tend to transfer the approach to other fields of their activities.
Keywords: evaluation criteria, quality indicators, PDCA, continuous improvement.
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NON-DISCRETIONAL VARIABLES IN DATA ENVELOPMENT ANALYSIS:
INTUITIVE APPLICATIONS IN THE SERVICE SECTOR
Tamás KOLTAI, Alexandra TAMÁS
Purpose: To evaluate the performance of production and service systems is an important
problem in operations management. This evaluation is especially difficult in the service
sector, where several non-financial indicators must also be considered. Data Envelopment
Analysis (DEA) is an appropriate method for this type of examinations, because several
characteristics of the inputs and various performance indicators as outputs can be aggregated
into one efficiency score. The efficiency score is the ratio of weighted inputs and weighted
outputs. The weights and plenty of other information supporting benchmarking and
performance improvement decisions are calculated with the help of linear programming (LP)
models. DEA is widely used for efficiency analysis in non-profit and for-profit organizations
as well.
The input and output parameters used in the analysis are provided by the decision maker and
the objective of the analysis is to determine how much these parameters must be changed in
order to make the system efficient. There are, however, inputs and outputs which can’t be
changed, notwithstanding, they determine the efficiency of the operations. Those inputs and
outputs which can’t be changed are called non-discretional variables and can be easily
integrated into the DEA models.
The objective of this paper is to show how some special environmental conditions can be
incorporated into the efficiency analysis with the help of non-discretional variables.
Design/methodology/approach: In the paper, input and output oriented radial DEA models
are used and the models are solved with linear programing. For the correlation analysis of
some variables, the Spearman rank correlation coefficient is applied.
Findings: Three examples are used to illustrate the application of environmental variables. In
a health care case, the efficiency of musculoskeletal rehabilitation departments is examined
and the health status of patients is measured with a special index used by the rehabilitation
department. The value of this index characterizes the complexity of the required treatment,
which can be considered as a non-discretional variable. In a public administration case, the
efficiency of a special section of the Hungarian State Treasury is examined and the
complexity of the payroll administration process is considered as a non-discretional variable.
Finally, in a financial service case, the size of client’s population of bank branches is
considered as an environmental variable.
The paper shows how the effect of non-discretional variables can be analysed with a twostage DEA approach and explores the benefits and limitations of the application of nondiscretional variables.
Keywords: efficiency analysis, service sector, data envelopment analysis, linear
programming, performance evaluation
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SUSTAINABLE ENTREPRENEURSHIP: SOCIAL EXPECTATIONS AND
GLOBAL CHALLENGES
Agata MESJASZ-LECH
Purpose: The purpose of the article is to evaluate the relationships between the development
of entrepreneurship and the state of the natural environment at the global level.
Design/methodology/approach: The objective of the article was achieved by using the
following methods:
 Sustainable entrepreneurship development was determined by a synthetic measure of
development estimated using numerical taxonomy methods for variables forming the
entrepreneurship rate, accepting as variables selected entrepreneurship indicators (the
active population of enterprises, employer enterprise birth and death rates, survival rates
of 3- and 5-year-old enterprises, and share of 3- and 5-year-old enterprises).
 The state of the natural environment at the global level was determined by following
indicators: Environmental Performance Index, Environmental Health, Ecosystem Vitality.
 The correlation analysis between entrepreneurship development and the state of the
natural environment was performed with the use of the Spearman rank correlation
coefficient.
The years 2014-2016 were analyzed. The availability and completeness of data dictated the
choice of years, countries and indicators for analysis.
Findings: The literature emphasizes conflict between the goals of the company resulting from
the implementation of the basic principles of the sustainable development and profit
maximization. Enterprises expect, first of all, positive financial results by neglecting other
aspects of their functioning, including social ones. However, the approach to the profit
maximization as the primary determinant of efficient operation is debatable. In the modern
economy one of the competences of the contemporary managers should be the ability to find a
sustainable balance between corporate profits and its remaining results and resources. Taking
into account the objectives of sustainable development in the activities of enterprises will lead
to a sustainable, long-term competitive advantage. Its significant sources include, among
others, the possibility of creating and developing innovative products and services and
strengthening the market position. The article attempts to answer the question, how
entrepreneurship affects the state of the natural and social environment.
Keywords: sustainability, entrepreneurship, sustainable entrepreneurship.
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THE ROLE OF LOGISTIC SERVICE QUALITY (LSQ) DIMENSIONS IN
ACHIEVING CUSTOMER SATISFACTION: EXPLORATORY STUDY
Farsat SHABAN, Shivan SALEH, Waleed AL-ZAIDI, Wadhah HATEM

The research aims to determining the role of Logistic Service Quality (LSQ) dimensions in
achieving customer satisfaction on Agents of automobile companies operating in Dohuk
province / Kurdistan Region of Iraq when servicing its customers. Research problem was
based on the results of report (World Bank, 2014) when it showed that the (LSQ) of
companies operating in Iraq is weak and not at the required level.
The theoretical side of the research was written by benefiting from the literature of the
subject. The field side was prepared through field visits and personal interviews with
Managers of corporate agents and logistics Managers of the surveyed companies and their
clients, two questionnaire forms were used in the research, one of which was distributed to
the surveyed companies and the second to their customers by (30) companies (30) to their
customers.
Through certain statistical procedures, researchers reached a number of conclusions, the most
important of which are: There is a significant correlation and influence between the
dimensions of (LSQ) and customer satisfaction. The researchers suggested focusing on the
dimensions of the (LSQ) which obtained high statistical ratios, especially the operational
dimension and enhancing it to reach customer satisfaction.
Keywords: Logistics, Service, Quality, Satisfaction
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INVESTIGATING CONSUMER BEHAVIOUR WITH NATURAL COSMETICS
Nóra AMBERG
The purpose of the study is to determine which variables influence the consumers' purchasing
intentions in favour of natural cosmetics. There are a number of variables in the study, such as
consumer buying behaviour for organic products, new natural cosmetics brands, and the
promotion of health and environmental awareness. In terms of methodology, secondary
research, literature research and primary research, questionnaire queries were used. I collected
the data using an online questionnaire, which I filled out in April-May 2018 in Hungary. 197
people answered questions during this period. I analysed the results using a binary logistic
regression method.
My main hypotheses are that the consumer's willingness to buy organic products and the
purchasing behaviour of consumers in relation to the new natural cosmetics brands influence
consumers' purchasing intentions. Consumers 'health conscious and environmentally
conscious behaviour also influences consumers' intentions to obtain natural cosmetics.
In terms of results, it has been shown that consumers are increasingly turning to the purchase
of natural cosmetics as a result of the trend of health and environmental awareness, to live as
healthy as possible, and to minimize the burden on their environment. The results can be
useful for online retailers as well as for marketers and professionals to recognize and better
understand the new trends in natural cosmetics production.
These conscious trends are likely to continue in the future, and even more and more, with
increasing impact on consumer decision-making. Research has a positive impact on both
better quality of life and environmental and health consciousness, and encourages consumers
and manufacturers to pay more attention to preference for natural ingredients and packaging
materials. The study found that the number of green purchases has increased significantly in
recent years, which will continue to increase in the future.
In the future, I will continue to do this and expanded studies on conscious consumption in
order to draw attention to the need to protect the health of our Earth and ourselves, to think for
the next generation, and not to further pollute ourselves and our planet. Protecting our health
and our environment is a common cause and responsibility of mankind.
Keywords: consumer buying intent and willingness, environmental awareness, health
awareness, natural cosmetics, new natural cosmetics brands
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A FRAMEWORK FOR MANAGING DYNAMIC CAPABILITIES OF SUPPLY
CHAIN MANAGEMENT INFORMATION SYSTEMS
Jochen NÜRK

By this qualitative case study research, a methodology has been developed for managing
strategic fit and dynamic capabilities of Supply Chain Management (SCM) information
systems (IS) in an ambidexterity and contingent way for multiple dimensions.
Different approaches of leading researchers have been combined to get a holistic and detailed
view of IS capabilities’ impact on strategic fit, and to ground the concept in theoretical
evidence. Empirical evidence has been found on its applicability by applying the model to a
traditional German steel company and a highly innovative Austrian steel company selected as
polar types.
The model enables companies to identify ideal levels to strategic fit needed from SC
integration and antecedents and to predefine patterns of capabilities as architectural artefacts
as sources for dynamic capabilities. The study provides new possibilities for Theory-ofConstraints (TOC) analyses across SC domains and contributes to new insights into the IT
productivity paradox, where possibilities from IS investments remain unused.
The study helps to decrease SC complexity and increase SC agility in volatile business
environments and to remain architectural fit and operational excellence. Key concepts for SC
modelling have been identified for optimizing SC performance and objectives that are often
contradicting at the same time.
Finally, the study shows how the approach can be used for arriving at a collective view and
common objectives from organizational assimilation and sensemaking.
Keywords: Ambidexterity, architectural-artefact, dynamic capability, strategic alignment,
supply chain management
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MEASUREMENT OF THE CORPORATE COMPETITIVENESS IN THE
HUNGARIAN SME SECTOR ON THE LABORATORY INSTRUMENT
DISTRIBUTORS MARKET SEGMENT
Anita TOLNAY, Attila LAJOS, András KORIS
The number of competitiveness studies has multiplied in our century and has become a
popular area for researchers. In addition to research of the countries and regional
competitiveness, in the increasingly globalized world of the 21st century, enterprise-based
competitiveness became the main focus of researches. Most of the studies are enterprise
competitiveness indicators, which measure the performance of transnational companies on an
international level. The economic growth of Hungary is determined by the small and mediumsized enterprise (SME) sector in more than 99%, so many publications focus on measuring
and examining the competitiveness of Hungarian micro, small and medium-sized enterprises.
Purpose: The purpose of this publication is to analyze corporate competitiveness, especially
at the level of a very narrow, intensive, specialized, scientific market of the small companies,
namely the laboratory equipments distributors representing well-known international
laboratory devices manufacturers on the local market. As the segment is considered to be a
niche market, thus it has not been studied either economically or competitively, therefore no
scientific publication is available prior to the surveyed market which makes it difficult to
support or collide with distinct opinions from different perspective the published and the
discovered data.
Design/Methodology/Approach: In the study, the authors carried out deep interviews and
questionnaire survey with the top managers of the relevant companies. After data collection,
attempt was made for the first time, to provide a comprehensive picture of the market position
of laboratory instrument distributor companies regarding competitiveness.
Findings: During the development index of laboratory distribution companies' measurement
indicating competitiveness, the authors created a combination of models used in small and
medium-sized enterprises published in Hungarian scientific publications.
Research limitations: In this work only the most important aspects based on the competitive
activities and related factors were examined for sustainable economic development. Naturally,
the conceptual scope and extent of this study do not permit all the possible issues to be
examined from every aspects, thus it will be endeavored to point out merely the most relevant
considerations. Extended data collection and further examination is suggested for more
comprehensive results.
Practical implication: Evaluating the research results, professional proposals were formed in
the aim of increasing the competitiveness of the laboratory segment.
Keywords: laboratory SME instrument market, sources of the competitive advantages,
measurement of competitiveness
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EFFECTIVENESS OF MANAGEMENT APPROACHES IN THE LIGHT OF R&D
EXPENDITURE ACROSS SELECTED STOCK COMPANIES IN POLAND
Barbara KIEŁBASA, Sławomir LISEK, Daniela POPA

Purpose: The purpose of the article is to analyze and evaluate research and development
(R&D) activities of selected listed companies, and to determine the impact on the
effectiveness of company management approaches in relation to financial performance. Data
relating to intangible performance is an important indicator of effective business management.
Research into intangible performance (based on GAAP financial reporting), has been
conducted by L. Baruch, et al, who developed an analytical methodology. This solution was
further developed by J. Hurwitz, S. Lines & B. Montgomery, who concluded that stock
returns are affected by the extent to which intangibles are subject to appropriate strategies.
Similar positions were taken by J. Glova, D. Dancakova, Sh. Suleimenova & S. Mrazkova, in
their analyses of the relationship between R&D expenditure and business results.
Design/methodology/approach: An analysis of business reports of 44 Polish listed companies
was carried out covering 2015, 2016 and 2017. The amount of expenditure on R&D was
adopted as the diagnostic variable for the purposes of assessing the efficiency of the given
company's management approach. The financial position of each company was assessed using
three diagnostic indicators: return on assets, current ratio and debt ratio. Return on assets and
current ratio were treated as stimulants, while debt ratio was treated as destimulant. A scoring
method was applied to construct a synthetic measurement of the selected company’s financial
condition. The level of linear correlation between revenues, total assets and employment costs
in the enterprises surveyed was then calculated, and an analysis was performed on revenue
amounts and share of expenditure on R&D within the company’s turnover results. An analysis
of the intensity of R&D (E) was carried out (based on the developed indicators) in relation to
the financial condition (Kf) of each of the companies surveyed. The final analytical stage saw
the each enterprise divided into one of four groupings, based on size of operation, and level of
spending on R&D, and concurrently into five groupings reflecting the requisite company’s
financial condition.
Findings: Based on our research and results, it was determined that there is a small negative
association between the size of a company and the relative financial intensity of R&D
activities. Smaller sized companies are characterized by a slightly higher intensity of R&D
activity. The research conducted did not reveal a clear connection between the size of the
company and its financial condition (as the correlation does not exceed a reading of 0.12).
Moreover, the analysis did not indicate that there is a tangible relationship between the (E)
and (Kf) indicators. When the results were analysed in order to determine a linear correlation
between grouping companies according to the intensity of R&D activity on the one hand and
the financial condition of the enterprise on the other hand, it was found that none of the cases
exceeded a reading of 0.135.
Keywords: R&D, intangibles, listed companies, financial performance, management.
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CREATING A MODEL OF SCIENCE-BUSINESS-ADMINISTRATION
COOPERATION BY WAY OF EFFECTIVE MANAGEMENT OF
INNOVATIONS IN THE LOCAL ECONOMY
Tomasz ODZIMEK

Contemporary economy is typically knowledge based. To entrepreneurs, knowledge
represents the source of new technologies and products and, consequently, improved
competitiveness. In addition to universities, the prerequisite for this cooperation is activity of
local administration by creation of so-called triple helix of science-business-administration.
The aim of the article is to show the aspects of managing such cooperation in Polish academic
cities in the light of research and an attempt to define a model for the operation of sciencebusiness-administration cooperation as an effective management of innovation in the local
economy.
Keywords: management of innovation, cooperation science-business-administration, transfer
of knowledge and technology
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ROLE OF PHILOSOPHY IN CONTEMPORARY ENTREPRENEURSHIP
Robert JANIK
Entrepreneurship understood as an attitude has played an extremely important role in the
civilizational development of the species of homo sapiens sapiens.
Entrepreneurship, often associated with bold economic activity, creates a broad concept which
goes far beyond this narrow understanding of this term. It includes, among others, an `open
attitude to solving problems`, and readiness to achieve goals as well as to undertake
challenges. From the very beginning, entrepreneurship has been connected with various
philosophical school of thoughts, which gave it shape and character. Some philosophical
trends have been able to change the way of thinking of many generations, contributing to the
activation of social energy and its use in many areas. At the same time, philosophy has played
an important role in the discourse on the real essence of human nature, and that debate is still
ongoing nowadays. Also, the importance of philosophy in entrepreneurship has not
diminished contemporarily. On the contrary, modern times, marked by globalization and
numerous challenges, especially the ecological ones, encourage us to reflection and searching
for useful solution to problems.
The growing importance of philosophy can play a positive role in the modern world, and lead
to the harmonization of economic processes as well as to the creation of fairer interpersonal
relationships in economic life. Philosophy can also give many other benefits, helping
understand the civilizational background of our activities better, and to give economic
entrepreneurship a more pro-social and honest character.
Keywords: entrepreneurship, management, philosophy, globalization, challenges
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CHANGES IN MANAGEMENT OF PUBLIC UNIVERSITIES IN POLAND
AFTER THE REFORM IN 2018
Marek JAKUBIAK
In 1990, barely one year after political transformation in Poland, the Polish Parliament passed
the law on higher education, which adjusted the activity of universities to conditions of a
market economy.
Another act from 2005 "Law on Higher Education" sanctioned introduction of the Bologna
system and ordered activity of private higher universities, maintaining essential elements of
management of the public universities.
On the 20th July 2018 the Polish Parliament adopted a completely new law "Law on Higher
Education and Science" which introduced deep changes in universities, perceived as
“revolutionary”. In particular, it concerns the management of public universities.
A new body, previously absent from the public school structure, has been introduced, namely
a university council of 6-8 people, half of whom must come from outside the academic
community. The council received extensive permissions in the field of supervision over
management and finance. As part of monitoring of the finance management, the university
council approves report on implementation of the material and financial plan and approves a
financial statement. The council indicates also candidates for the rector of the university. The
competences of this type are close to those of corporate councils and commercial law
companies. Another far-reaching change is the extension of the scope of rector's rights and
duties, particularly in the field of the human resources management. The autonomy of
academic community was limited, for example by abolition of the elections on executive
positions of such organizational units as faculties. The management of staff training and the
awarding of scientific degrees has also been moved from the faculties to the central level. The
new organizational form is a federation of various universities or universities and scientific
institutes. The federation is managed by the president with competences close to those of the
rector. However, the assembly of the federation performs a similar function to the function of
the university council and at the same time the senate. The Act clearly extends the
management competencies of the minister competent for higher education and science. For
example, creating studies in a specific direction, level and profile requires the minister's
permission.
The aforementioned examples of new rules for the management of Polish universities and a
number of other essential for the functioning of these units will be discussed in detail in the
article. A synthetic comparative analysis of the system before and after the reform will also
be perform. Finally, the author will indicate the benefits and possible threats resulting from
the introduction of the new law.
Keywords: management, public university, reform, university autonomy.
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CORPORATE SOCIAL RESPONSIBILITY IN THE PERCEPTION OF
REPRESENTATIVES OF THE GENERATION Z
Joanna GAJDA
In times when neither the price of offered goods or services nor the conditions under which
they are created prove the competitiveness of a given organization, it is a responsible business
that can have a significant impact on achieving an effective advantage in the area of the
organization's activities in the competitive market. Nowadays, CSR is becoming a key
element of strategic activity of important organizations. Those who care about improving or
maintaining a good image make efforts to promote their activities using CSR tools.
The concept of Corporate Social Responsibility, which is based on dialogue with
stakeholders, sheds new light on the role of the organization in society, and social
involvement enables the collection of valuable information that can be used to create new
sources of value for the organization. Despite the fact that the CSR concept is gaining
importance in management practice and organizations recognize the benefits of its
application, this topic still raises considerable controversies. Doubts about CSR result from
low level of knowledge about its role in strategic activities of the organization.
This article consists of two parts. The first one presents the characteristics of the generation Z,
the importance of CSR in the practice of management and the essence of knowledge
management in terms of corporate social responsibility. Knowledge management in the
context of CSR is currently a big challenge for Polish organizations and prompts to look for
tools supporting this process in implementing the concept to strategic activities of the
organization. The second part of the article presents the results of research on the perception
of representatives of the generation Z in the field of corporate social responsibility. This
research enabled gathering information necessary to determine the existing state of knowledge
of people belonging to this generation regarding their understanding of CSR.
The article contains an analysis of questionnaires conducted among students and the author's
conclusions related to the subject discussed.
Keywords: CSR, perception, generation Z, organization management, knowledge
management
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PRESENCE OF SUPPLY CHAIN MANAGEMENT APPROACH IN DOMESTIC
SMALL AND MEDIUM ENTERPRISES
Zita FODOR, Zoltán SZEGEDI, Zoltán VALENTINYI, Regina REICHER
Purpose: There is a general trend in the global business world that businesses are increasingly
thinking in the supply chain, not just in the value chain within the company, embracing the
view that not companies but supply chains are competing with each other. Small and mediumsized enterprises play an important role in our supply chains, primarily as suppliers and
intermediaries.
According to domestic and international literature, supply chain management approach
reduces stocks of companies in the supply chain, accelerates innovation, and increases
customer service levels: overall competitiveness is improving. The benefits of thinking in
networks and working closely together are exploited by large companies with a dominant role
in the supply chain. In particular, the contact economy is a breakthrough for the small and
medium-sized enterprise sector.
Design/methodology/approach: In our research, based on a recent questionnaire survey, we
examined, among other things, the extent to which the supply chain management approach
can be found in domestic small and medium-sized enterprises.
Findings: We report on the applied supplier-customer cooperation methods, the power
relations in the partnerships, the nature of the cooperation, the push and/or pull character of
the supply chains, and the approach represented by the Hungarian strategic leaders.
Keywords: supply chain management, small and medium sized enterprises, business
networks, contact economy,
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INNOVATIONS IN ORGANIZATIONS IN THE FOCUS OF SOCIAL IDENTITY
APPROACH
Natalia IVANOVA
The purpose of our study is to develop a model of factors of innovation in the organization
from the perspective of psychological approaches. Many problems of innovations in public
and commercial organizations connected with style of management, cultural and business
traditions, social attitudes etc. Despite the interest to the problem of innovation, there are
many questions about attitudes to innovations, behaviour of personnel at introduction of
innovations etc. New approaches are needed to overcome difficulties in adaptation to
innovation.
That is why the research design is interdisciplinary. We based on theories of innovations and
consider the innovation as a key source of economic growth (N. Kondratiev, P. Druker, S.
Glasiev), and social identity approach (Taifel, Turner, 1982). Social identity approach is
useful for understanding of organizations, leadership, power, and management (Haslam,
2004). According with these approaches we study factors of innovations in public and
business organizations. The aim of the empirical research is to identify the relationship of
social identity and attitudes towards innovation among staff of public and business
organizations in the implementation of innovations in their activities. Sample: employees
from public and business organizations. Methods: questionnaire, expert questioning, statistical
analysis.
Findings of our research are dates about relations of identity types of employees with their
attitudes to innovations in organization, management requirements, and difficulties in their
work.
Research limitations are related with the sample from Russian organizations. We plan to
develop suggestions for the future research.
Results have practical implication and can be useful for achieving of innovation management
goals, training, motivation of personnel etc.
Keywords: implementation of innovation, innovation management, social identity approach,
subjective factors of implementation of innovation.
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EXPLORING DIFFERENCES IN LOGOS PERCEPTION WITH EMPHASIS TO
RESPONDENT´S CHARACTERISTICS
Filip TKÁČ, Jana RYBANSKÁ
Purpose: The brand identity and logo as its essential part are important features, which can
influence consumers´ awareness of the whole product. The presented paper deals with the
evaluation of chosen logos by respondents as an introduction to framework research. The
main objective is to analyse the perception of different logos with an emphasis on exploring
possible differences based on personal variables.
Design/methodology/approach: The analysis is based on primary data obtained from the
survey. The main part of the questionnaire was devoted to the semantic differential with the
aim to get information about the perception of four different logos from the food sector by
respondents, who were asked to evaluate several attributes through antonyms (nice - ugly,
interesting - boring, colourful - faded, warm - cold, favourite - unloved, positive - negative,
strong - weak, pleasant - unpleasant, special - common, simple - complex, active-passive) on
a 7-point Likert scale. The second integral part included questions from the NEO FFI
personality inventory aimed to evaluate respondent’s personality characteristics. To meet the
given objectives overall significant differences in logos´ perception was evaluated using the
Friedman test and Nemenyi procedure. Furthermore, differences in responses based on
respondent´s personality characteristics (level of neuroticism, and extraversion), and
demographic variables (gender, age, residence) used to analyse disparities based on
respondents´ traits using Kruskal – Wallis and Mann–Whitney U test.
Findings: Results show significant differences in the perception of individual logos.
Likewise, several disparities, which can be attributed to characteristics of respondents.
Research limitations: This paper presents early research focused on the perception of
packaging and logo by consumers. It would be appropriate to investigate more same product
type brands and involve the measurement of subconscious reactions.
Keywords: logo, perception, brand, food sector
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MONEY DOES NOT BRING HAPPINESS, BUT…
POLISH AND HUNGARIAN STUDENTS ATTITUDE TOWARDS MONEY
Urszula SWADŹBA
Purpose: The aim of this article is to analyze attitude towards money of young generation
from the Poland and Hungary. Money is one of the elements of economic awareness. Most
often specific emotions and behaviours are connected with its possession and spending.
That’s why, it’s important to research this area of economic awareness. The hypothesis, which
will be verified: “We assume that young people have an ambivalent attitude to money. On the
one hand, they think there are more important things than money, and on the other, they attach
considerable importance to money. They need it to have a pleasant leisure time. They
acknowledge, however, that it is worth saving.”
Design/methodology/approach: The empirical analysis is based on the research was
conducted in April–May 2015 and November 2016, in four V4 countries – Katowice, Poland
(University of Economics in Katowice, University of Silesia in Katowice and Silesian
University of Technology), Olomouc and Ostrava, Czech Republic (Palacky University in
Olomouc, University of Ostrava and Technical University of Ostrava), Nitra, Slovakia
(Constantine the Philosopher University in Nitra and Slovak University of Agriculture in
Nitra), Godollo, Hungary (Szent Istvan University in Godollo). The empirical analysis is part
of the Visegrad Standard Grant: “The economic awareness of the young generation of
Visegrad countries” no. 21420008 (2015-2016). Jointly were completed 1556 questionnaire.
In Poland were completed 400 questionnaire, in Hungary – 368. During the analysis, the
results of surveys of Polish and Hungarian students will be compared with the results of the
replies of other V4 countries.
Findings: Firstly, the concept of social attitudes will be applied as the most adequate to this
type of research. Next, we’ll present value of money in the value system and then specific
problems connected with attitude towards work, meaning of money in life, spending and
saving money. Similarities and differences between national groups will be showed. Part of
the answers will be then correlated with students declarations about assessment of household
conditions in which they live. Such correlation is very appropriate. Possibility of undertaking
studies or its continuation by students depend on household situation, whether or not there are
enough livelihoods. The situation of the household also influences on student’s family and his
own consumer opportunities. That’s why, from all metric data, considering this independent
variable, seemed to be the most necessary. In summary of this article, an attempt will be made
to construct types of students depending on their attitudes towards money.
Keywords: attitude, money, young generation, Poland, Hungary.
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THE EFFECT OF AUDIT FEES ON FINANCIAL REPORTING QUALITY
Hasan MANSUR, Anita TANGL
Purpose: This study aimed to investigate the effect of audit fees on financial reporting
quality, through identifying the extent to which the relationship between audit fees, client
size, audit tenure and financial reporting quality.
Design/methodology/approach: A 20-items questionnaire survey was designed and sent to
120 financial managers in Jordanian companies, 82 questionnaires were returned and valid for
statistical analysis yielding 68 percent. Descriptive statistics and multiple regression model
were used to test the hypotheses of the study
Findings: The study shows a significant and positive relationship between audit fees and
financial reporting quality. Moreover, results show that the quality of financial report has not
been influenced by client size and audit tenure.
Research limitations: Limited time and the number of study samples are the ones of research
limitations.
Practical implications: Several studies take in to account the effect of audit fees on audit
quality through focusing on the point of views of external and internal auditors or depending
on analysing secondary data. This study highlighted on the point of view of financial
managers in Jordanian companies, as their outputs/financial statements are subjected to be
audited by external auditors.
Social implications: The professional bodies in Jordan such as Jordan association of certified
public account should give more attention regarding the pricing of audit fees to avoid the
unfair competition among external auditors, which might negatively influence on the quality
of financial report.
Keywords: Audit, External Auditor, Audit Fees, Financial Reporting quality, Audit Quality
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METHODOLOGY OF ECOLOGICAL PRODUCTS CERTIFICATION PRICING
IN THE CONTEXT OF SUSTAINABLE FARMING
Neringa STONČIUVIENĖ, Dalia JUOČIŪNIENĖ, Astrida MICEIKIENĖ
Purpose: To design the pricing model for the ecological products and services subject to
certification in view of the analyzed specifics of the pricing methods and applicability thereof
to certification of the products and services, and to develop the methodology for
determination of the certification fees for the products and services on the basis of the model.
Design/methodology/approach: The analysis of the specifics of the pricing methods and
applicability thereof to certification of the products and services was performed under the
methods of scientific literature analysis, comparison, logical analysis and synthesis. The
pricing model for the products and services subject to certification was designed under the
methods of focus group interview, logical analysis and synthesis, comparison and modelling
of the criteria and factors which determine the certification fees for the products and services.
Actual data by the certification body, questionnaire survey among the inspectors, experts and
expert inspectors, interviews with the management at the certification body and divisional
management, analysis of their experience were performed in the process of development and
implementation of the methodology for determination of the certification fees for the products
and services. The methods of logical analysis and synthesis, logical abstraction and
comparison were used to propose new certification fees for the products and services based on
the empirical calculation results. The resulting fees are adjustable for any future amendments
to the values of the indicators used in the methodology for determination of certification fees,
using the respective information technologies.
Findings: The designed pricing model for certification of ecological products and services
involves pricing stages and generates available nomenclature options for the certification
objects and fees. The model includes the internal and external factors which must be
accounted for in pricing at the organisation, presents the theoretical pricing methods and their
practical applicability. The model is intended to ensure the function of pricing, namely, to
cover the organisation costs. On the other hand, it is also intended to promote sustainable
farming in view of the needs of the stakeholders, i.e. ecological farms and processors of the
ecological products, so that the pricing is formed without compromising their financial
interests and making sure that determination of the prices is clear and unambiguous.
Research limitations: The developed methodology has been verified using the data by an
organisation holding monopoly rights in this area as well as its business partners/customers.
Practical implications: In view of the pilot study using the proposed certification fees based
on the cost plus method, the certification revenue for each specific activity cover the
certification costs for the respective activity, plus the stipulated certification risk percent. The
revenue-based certification pricing proposed for the activities render loss-making activities
non loss-making, thereby helping the certification subject protect itself against the potential
risk and consider the needs and financial capabilities of the consumers of the certification
services.
Social implications: The developed methodology accounts both for the needs of the
certification body providing ecological products certification and for the needs of its
customers, thereby serving the development of sustainable farming.
Keywords: ecological products, certification pricing.
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EVALUATION OF INCOMES FROM ENTREPRENEURSHIP WITH PROPERTY
OF REGIONAL SELF-GOVERNMENT (CASE STUDY OF SLOVAK REPUBLIC)
Radomíra HORNYÁK GREGÁŇOVÁ, Viera PAPCUNOVÁ, Dana ORSZÁGHOVÁ
Purpose: The High Territorial Unit (HTU) is represent the regional self – government level
in Slovak Republic. HTU is a legal entity which, under the conditions laid down by law,
manages its own property and own incomes and secures and protects the rights and interests
of its inhabitants. In practice, this means that HTUs may dispose of their property under Act
No. 466/2001 Coll. on property of Higher Territorial Units in the same way as legal entities
in the private sector. Thus, HTUs can earn part of their incomes from entrepreneurship with
their property and also create a competitive environment for other businesses. However,
unlike the private sector, where the majority of the property are used to generate profits, the
majority of property of regional self-government are primarily used to provide both original
and transferred competences, and property that are not used for this purpose can be used for
commercial purposes. The aim of the paper is to evaluate the effectiveness of the use of
property of HTUs through the analysis of incomes from property business and ownership in
the period 2002-2017.
Design/methodology/approach: Analysis of selected indicators of financial management of
municipalities relating to the use of property of HTUs. In addition, on the basis of selected
indicators, we will also analyse the share of these incomes on the total income of the HTUs as
well as on the non-tax incomes. The basis for the analysis was the cumulative data from
HTUs in the Slovak Republic which is reported by the Ministry of Finance of the Slovak
Republic.
Findings: The analysis revealed the fact that the incomes from the use of property of HTUs
are low, despite the fact that HTUs also have property in its portfolio that are not used to
provide competencies so can be used for commercial purposes.
Research limitations/implications: However, the analysis of selected indicators showed that
HTU could not generate such incomes from property that would be sufficient for the
operation of HTU. In order to increase these incomes, it would be appropriate to examine the
overall structure of the property and its use.
Practical implications: The results obtained during the evaluation period can help HTU to
identify reserves in the use of its property. This low income rate points to the fact that the
HTUs are unable to fully exploit the potential of their property and, despite fiscal
decentralization, are still dependent on the tax incomes which they receive from the state
budget.
Social implications: The results of the analysis form the basis for the creation of strategic
documents focusing on HTU property policy.
Keywords: business activities, property of Higher Territorial Units, incomes from business
and own of property of the regional self – government
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PRODUCTION LOSSES DUE TO SWINE PARASITES
László ÓZSVÁRI

The internal and external parasites in swine might result in considerable production losses.
The aim of the study is to review the production impact of parasitism and coccidiosis in
swine.
The literature search covered published journal articles, technical books, textbooks, university
lecture notes and reports. All the direct disease impacts of the major external and internal
parasites in both breeding and fattening pigs were included in the review with special regard
to ADG and FCR as the most important production parameters in swine fattening from an
economic point of view.
The external parasites, such as mites (sarcoptic mange), lice, flies, fleas and ticks, could have
detrimental impact on production in either a direct or indirect way. The mange on average
reduces the average daily gain (ADG) by 11% (1-29%) and deteriorates the feed conversion
ratio (FCR) by 6% (2-10%) for fattening pigs. The house flies (Musca domestica) and stable
flies (Stomoxys calcitrans) can cause 1.2-2.4% decrease in the ADG compared to pens with
effective fly control.
Some internal parasites, such as Ascaris suum, Trichuris suis and Oesophagostomum species,
can also be found worldwide. In most cases the infestation has no clinical sings, thus remains
unrecognizable, but the internal parasites deteriorate the production parameters in almost
every production period, causing significant production losses. The Ascaris suum infection
compared to an uninfected herd decreases the ADG by 2-9%, and deteriorates the FCR by 513% for fatteners, the trichuriosis by 6-35% and 3-33%, the strongylosis by 10-29% and 644%, the stephanurosis by 25-69% and 3-24%, the hyostrongylosis by an average of 18% and
8%, respectively, and the oesophagostomosis by 6-13% each. In the slaughterhouse the
condemnation of liver with "milk spots" due to ascariosis might also cause severe economic
losses.
For suckling piglets, the effective prophylaxis against coccidiosis is of fundamental
importance in order to prevent the reduced growth rate, and both the pre- and post-weaning
digestive disorders due to secondary infections causing deteriorative performance,
consequently financial costs. After a proper metaphylaxis the number of suckling piglets
having diarrhoea can be diminished by 83-98%, that of mortalities by 53-63%, the curative
antibiotics cost for digestive disorders by 85-90%, respectively, and ADG and FCR can also
greatly improve in both the growing and fattening phase.
Results from the literature consistently confirmed that the occurrence of ecto- and
endoparasites, and I. suis can significantly deteriorate the production parameters of swine
breeding and fattening, and therefore, profitability. Thus, antiparasitic control programs may
result in significant improvement of production parameters and can be beneficial from an
economic point of view.
The Project was supported by the European Union and co-financed by the European Social
Fund (grant agreement no. EFOP-3.6.2-16-2017-00012, project title: ‘Development of a
product chain model for functional, healthy and safe foods from farm to fork based on a
thematic research network’).
Keywords: swine, external parasites, internal parasites, coccidiosis, production losses

13-14th June 2019, Gödöllő, Hungary

26

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

MANAGEMENT OF REPLACEMENT HEIFERS TO IMPROVE PROFITABILITY
ON DAIRY FARMS
István FODOR, László ÓZSVÁRI
Purpose: Heifer raising has the second largest share in the cost of dairy farming, representing
15-20% of the total cost of milk production. Age at first calving (AFC) is the most important
reproductive parameter of replacement heifers that determines the length of the nonproductive period before the first lactation. The biologically and economically optimal AFC is
23-24 months. A one-day increase in AFC – beyond the economic optimum – is estimated to
result in a 3 EUR loss in each heifer. Despite its economic importance, this area of the dairy
farm management is often neglected.
Methodology: Since 2015 we have conducted a series of research that focused on the
reproductive management and performance of replacement heifers. Firstly, between May and
November 2015, we surveyed the reproductive management applied in replacement heifers on
34 large dairy farms in Hungary. Furthermore, the major reproductive indices of 50,396
heifers on these farms were quantified. Secondly, we analysed the associations between the
reproductive management and performance based on the data of 14,763 heifers that were first
inseminated in 2014 by using linear and logistic mixed-effects models. Statistical analyses
were performed in R software.
Findings: Mean (± standard deviation) age at first service, age at first calving, and mean firstservice conception risk were 15.5 ± 1.6 months, 25.6 ± 2.2 months, and 47.1%, respectively.
Prior to first calving, 8.6% of the inseminated heifers were culled, at 23.9 ± 3.9 months of
age, on average. Body weight was the most extensively used criterion of breeding eligibility
(85.3%), however, it was regularly measured on only 47.1% of the farms. Estrus detection
aids were used in 14.7% of the herds. Sexed semen was used on almost every farm (94.1%).
Early pregnancy diagnosis (by means of transrectal ultrasonography or pregnancy-associated
glycoprotein tests) was performed in 38.2% of the herds. Most commonly, pregnancy
diagnosis was performed weekly (34.4%) or monthly (25.0%). Those farms that applied estrus
detection aids had lower age at first service (-1.05 months, p < 0.001) and AFC (-0.88
months, p = 0.001) compared to those farms that used visual estrus detection, exclusively. On
farms where pregnancy checks were performed > 1x per week, AFC was 0.62 months lower
compared to farms that performed less frequent pregnancy checks (p = 0.023). Based on our
results, the economic loss stemming from the suboptimal AFC (considering 24 months as
optimal AFC) was estimated at 35.4 thousand EUR on herd level on an average farm in our
study.
Research limitations: Although the studied farms represent all statistical regions of Hungary,
the number of farms could be increased to represent a larger heifer population.
Practical implications: The reproductive performance of replacement heifers is far from
optimal. Intensive technologies (e.g. estrus detection aids, early pregnancy diagnosis) can help
in improving these results, and therefore, profitability on dairy farms.
The Project was supported by the European Union and co-financed by the European Social
Fund (grant agreement no. EFOP-3.6.2-16-2017-00012, project title: ‘Development of a
product chain model for functional, healthy and safe foods from farm to fork based on a
thematic research network’).
Keywords: dairy cattle, replacement heifer, reproduction, age at first calving, economics
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THE INFLUENCE OF HOFSTEDE'S CULTURAL DIMENSIONS IN THE
JORDANIAN WORKING ENVIRONMENT
Houda ALEQEDAT
Purpose: This paper reviewing the literature on the influence of Hofstede's cultural
dimensions (PDI), (IDV), (UAI), (MAS), (LTO), (IND) in the Jordanian working
environment.
Design/methodology/approach: This paper is a review paper depend on books, periodicals,
published articles from social science journals, and related studies, in order to shed light on
the literature of application Hofstede cultural dimensions in Jordan.
Findings: most of studies conducting national culture indicates that there is an influence of
culture on Jordanian working environment.(Alkailani and Kumar, 2016) finds a positive effect
of susceptibility to interpersonal influences on consumer innovativeness and found positive
effects of the masculinity cultural dimension on this relationship. (Al-Harsh, 2008) finds that
Jordanian commercial banks are characterized by high power distance and uncertainty
avoidance (UAI), Employees tended to be collective in performance. Also to masculinity in
performance and leadership. In addition, individuals don't have towards Long-term orientation
in the future. Hofstede’s framework had been studied and replicated by many researchers in
different settings. In Jordan, (Alkailani and et al., 2012) replicates Hofstede’s study and finds
that there are similar scores for Jordanians on the dimensions of Masculinity and
Individualism and a difference in the dimensions of uncertainty avoidance and power
distance.
Research limitations: Most of the studies concerning the different aspects of the influence of
culture have been addressed wide world but there are a few related studies are known
developing countries especially in Jordan.
Practical implications: we mentioned here the most managerial implications that
recommended in the review studies. The findings are important for businesses to encourage
group influences in the workforce to increase the innovativeness culture. Adopting
independent, decentralized and collective applications. Adopting strategic planning to
overcome the high power distance index.
Social implications: Findings could be useful for the workforce in the organizations.
Keywords: Hofstede's cultural dimensions, Jordanian working environment, organisations.
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CORPORATE GOVERNANCE IMPACT ON SMALL MEDIUM ENTERPRISES’
FIRM PERFORMANCE IN EMERGING COUNTRIES
(EVIDENCE FROM INDONESIA)
Muhammad MASYHURI
Purpose: The study aimed to measure the impact of corporate governance on financial firm
performance of the Small Medium Enterprises (SMEs) in emerging country, namely
Indonesia.
Design/methodology/approach: In this study, corporate governance as an independent
variables were proxied by set of variables, including firm’s board size (commissioners and
directors), firm’s board independence and public shareholders’ ownership concentration;
whilst, firm performance as a dependent variable was measured by the company’s net profit.
The two control variables were used, including firm’s leverage and equity. The study
methodology was a pooled data collected from the Indonesian Stock Exchange for the period
from 2012 to 2017. The Indonesia’s SMEs listed companies was taken from the Pefindo25
SMEs Index which sample was 149 listed firms. The study used a multi linear regression
through applying an Ordinary Least Square (OLS) approach analysis.
Findings: Two variables have significant impact on firm performance, they are public’s
ownership shareholders (from corporate governance variables) and firm’s equity (from
control variables). It indicates that the higher percentage of public’s shareholders ownerships
as well as the larger firm’s equity will associated of the higher financial performance of the
SMEs’ firms. Meanwhile, both two others corporate governance variables, namely board size
and board independence have no significant effect to the firm performance, even though there
was a negative sign of the Beta results, which shows the larger proportion of these two
variables will associated in decreasing of the firm’s financial performance.
Research limitations: This study only apply the quantitative desk research by using
secondary data which has a limitation problems to understand deeper about the performance
of each SMEs’ firm. It is suggested to apply a qualitative approach for the future research.
Practical implications: The outcomes of the analyses promoted that firms comply with good
corporate governance practices can expect to achieve higher financial performance. As a
result, SME’s firm can sustain its operations and existence in the future. Hence, it is
concluded that firms of the emerging country can possibly enhance their performance by
implementing good corporate governance practices.
Keywords: Corporate Governance, SMEs, Firm Performance, Emerging Country.
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SUSTAINABLE INNOVATIONS IN CONTEXT OF CSR: SUSTAINABLE
PRODUCTION AND CONSUMPTION
Mária HOLIENČINOVÁ, Elena HORSKÁ, Tomáš HOLOTA, Zdenka KÁDEKOVÁ,
Ingrida KOŠIČIAROVÁ
All business entities should commit to making fundamental changes in the way our societies
produce and consume goods and services. Governments, international organizations, the
business sector and other non-state actors and individuals must contribute to the changing
unsustainable consumption and production patterns. This should be ensured through the
mobilization, from all sources, of financial and technical assistance to the development of
scientific, technological and innovative business capacities to move towards more sustainable
patterns of consumption and production. Customers positively evaluate responsible
performing of business activities and behaviour with respect to the environment. Based on
consumer perceptions and their business sustainability requirements, they try to incorporate
these ideas into corporate culture and strategies. Well implemented and strongly enforced
CRS policy is the only key to sustainable development. Presented paper focuses on
sustainable production and consumption from the view of enterprises and their practical
implementation. The aim of this paper is to identify the presence of sustainable trends in
company strategy. The research was aimed directly at Slovak food manufacturing companies.
To the research were involved totally 152 food businesses (39 micro-enterprises, 99 small and
medium-sized enterprises, 14 large enterprises). The research outcomes confirmed that there
are significant differences between different sizes of enterprises (micro, small and mediumsized, large) in area of sustainable production and consumption. For statistical processing of
the results, we used the Kruskal-Wallis test and Dunn´s test of contrasts.
Keywords: CSR, food company, sustainable consumption, sustainable marketing, sustainable
production
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MILKING TECHNOLOGY ON THE HUNGARIAN DAIRY FARMS
Dorottya IVANYOS, Attila MONOSTORI, Csaba NÉMETH, István FODOR,
László ÓZSVÁRI

Purpose: The selection of the proper milking equipment, and the use of a milking routine that
meets the requirements of the farm greatly influences the milk production and profitability.
The installation of a milking system entails serious costs and the investment returns only with
an adequate amount of milk production. The aim of our study was to survey the milking
technology on the Hungarian dairy farms.
Methodology: In March 2017 we surveyed the milking technology and the official milk
production data on 417 Hungarian dairy farms through personal interviews by using a
questionnaire. The surveyed farms were categorized according to the number of cows: in
Group 1. 1-50 cows, in Group 2. 51-300 cows, in Group 3. 301-600 cows and in Group 4.
>600 cows. For the categorization by parlour types four groups were set up: herringbone,
parallel, carousel and others. Relationships between the milk production parameters were
analysed by linear regression, one-way ANOVA and Fisher’s exact test. Pairwise
comparisons were performed by Tukey’s post hoc tests.
Findings: The average number of cows per farm was 426, the average daily milk yield 24.0
kg/day, the average daily milk production per cow 27.6 kg and the average SCC 405,030
cell/ml on the surveyed dairy farms. There were 40 dairy farms in Group 1, 142 in Group 2,
140 in Group 3 and 95 in Group 4. The most commonly used type of milking parlour was the
herringbone (296 farms, 71,0%), followed by the parallel (62 farms, 14.9%), the carousel (40
farms, 9.6%) and other types (19 farms, 4.6%). The most popular milking technology brands
were as follows: Alfa Laval Agri (44.1%), Boumatic (13.4 %), SAC (11.0%), Fullwood
(9.1%), Westfalia (5.0%), Gascoigne Melotte (3.6%) and Afikim (2.9%). As the number of
cows increases on a farm, so does the occurrence of parallel and carousel parlours (p<0.001),
the average daily milk yield (p<0.001), the average daily milk production per cow (p<0.001),
but the SCC decreases. Our results show that the size of the farms has a greater impact on the
milk production indices than the milking technologies in the Hungarian dairy units.
The Project was supported by the European Union and co-financed by the European Social
Fund: (1) EFOP-3.6.1-16-2016-00024 ‘Innovations for Intelligent Specialisation on the
University of Veterinary Science and the Faculty of Agricultural and Food Sciences of the
Széchenyi István University Cooperation’; (2) EFOP-3.6.2-16-2017-00012 ‘Development of a
product chain model for functional, healthy and safe foods from farm to fork based on a
thematic research network’; and (3) EFOP-3.6.3-VEKOP-16-2017-00005 ‘Strengthening the
scientific replacement by supporting the academic workshops and programs of students,
developing a mentoring process’.
Keywords: dairy, milking, milking technology, milk production, milking parlour
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EMPIRICAL INVESTIGATION OF BULLWHIP EFFECT WITH SENSITIVITY
ANALYSIS IN SUPPLY CHAIN
Shoaib YOUSAF
Purpose: The main purpose of this research is to empirical investigation of bullwhip effect
under sensitivity analysis in two tier supply chain.
Design/methodology/approach: Simulation modelling technique has been applied in this
research as a research methodology to see the sensitivity analysis of bullwhip effect in the rice
industry of Pakistan. The research comprises two case studies that has been chosen as a
sample.
Findings: The results of this research have confirmed that reduction in production delay
reduces the bullwhip effect which conforms the time compressing paradigm and the
significance of reduction in production delay to lessen demand amplification. The result of
this research also indicates by increasing the value of time to adjust inventory decreases the
bullwhip effect. Furthermore, by decreasing the value of alpha increases the damping effect of
the exponential smoother, it is not surprising that it also reduces the bullwhip effect.
Moreover, by reducing the value of time to work in progress also reduces the bullwhip effect.
Research limitations: However, this study is based on two tier supply chain while in reality
supply chain has got many tiers. Hence, future work will be extended across more than two
tier supply chains.
Practical implications: This research will help practitioners and operation managers to
reduces the major costs of their products in three ways. They can reduce their i) inventory
levels, ii) better utilize their capacity and iii) improve their forecasting techniques.
Keywords: Supply Chain Dynamics, Bullwhip Effect, Simulation, Sensitivity Analysis, Rice
Industry.
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INFORMATION SYSTEMS AND BUSINESS MANAGEMENT CONTROLLING,
IMPLEMENTING E-GOVERNMENT AS AN INFORMATION CONTROL SYSTEM
Pierre ALASSAF, Gábor Zsigmond SZALAY
As circumstances and environments are changing rapidly the necessity for the proper and in
time updated information at all levels of management becomes greater.
In modern organizations every aspect of management in this age relies heavily on information
which is the important resource needed to develop other resources so when organizations need
new strategic directions it demands new information in planning, decision making and
control.
Information management systems (MIS) has been developed to meet that increasing
dependent on information, by engaging these systems at all management level in modern
organizations enables will lead to better planning, better decision making and better results.
In such improved environment the governments should develop its tools to cross data and
calculate consequences of every decision due to predicted economic movement, so that will
lead to automatic alternatives comparison and may eventually make automatic optimized
decisions at right time.
Purpose: This paper aims to encourage governments to full integrate new information
systems in an E-government with benefits of new smart technology tools to collect all data in
one huge pool, using this data to analyze real economic situation at real time and to provide
optimized solutions for decision/policy makers and to move finally to E-governance.
Approach: This paper highlights fundamental concepts of information systems (IS), the
management information and management control, their evolutions and new trends in those
contexts.
Then this paper discussed the predicted role of E-government as information system and
controlling tool in economic management, putting a future envision about optimized
automated solution presented to decision/policy makers as a step forward E-governance.
Keywords: Information Systems (IS), Information Management System (IMS), Information
Control System, E-government, E-governance.
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IMPACT OF CLOUD COMPUTING INNOVATIONS TO MANUFACTURING
COMPANIES ON ORGANIZATION STRUCTURE SPECIALIZATION
AND HIERARCHY OF AUTHORITY
Magdalena ZALEWSKA-TURZYŃSKA
Computer intangible tools and solutions help people both in everyday life and in conducting
businesses. Companies use clouds not only to communicate with their clients; also the knowhow can be shifted to the clouds. An upgrade from the individual computer to the clouds
appears to be just a technical change, but this technical innovation also seems to affect the
organizational structure.
Purpose: The purpose of this study is to verify whether the introduction of the cloud
innovative solutions to the manufacturing companies affects the company structure
dimensions; two of them are presented in this paper – the specialization and hierarchy of
authority.
Design/methodology/approach: The survey (CATI and CAWI) was used as a research
method. The study was conducted on a representative sample of Polish enterprises. Polish
company is understood as either having its production line or headquarters in Poland. The
sample was chosen randomly, based on the criterion of the type of industry – production, and
the employment range – micro-firms (that is from 1 to 9 participants), small-business (10-49
people), medium companies (50-249 employees) and large enterprises (above 250 workers).
Findings: Introducing cloud innovation to manufacturing companies has affected 1/3 of the
researched companies in the structure dimension of the specialization and hierarchy of
authority. Hierarchy of authority changed more often than specialization. In both structure
dimensions, medium-sized companies are the most frequently affected by innovation.
Detailed outcomes and statistical analysis are presented in the text.
Research limitations: The outcomes brought about information that the clouds innovations
concern the organizational structure; it means that they also affect the organization's
management. The change in management requires further research. Moreover, the research
included only production companies, the service and trade companies were excluded from the
research, and a separate study should be devoted to other branches to check if outcomes
confirm results.
Practical implications: Companies considering the implementation of clouds innovations that
have broader knowledge on the impact of innovation on organizational structure (in the
dimension of specialization and hierarchy of authority) are able to make more precise plans
on innovation introduction. Nevertheless, obtained empirical material is very important from
the point of view of digital transformations and innovations in the area of the organization.
Social implications: Introducing clouds innovations into the company is not only the simple
change – just a replacement of technical tools by more modern ones that help to conduct
common activities of organizations. If the change in tools affects the organizational structure,
it also has to bring some changes in management of organization.
Keywords: communication, cloud computing, hierarchy of authority, specialization,
structure.
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NON-FORMAL NETWORKS AND FORMAL ORGANIZATIONAL STRUCTURES
AS PRODUCTS OF BIOCULTURAL EVOLUTION
Sebastian SKOLIK, Katarzyna KUKOWSKA
Purpose: The aim of the paper is an attempt to explain the duality of the organizational
structure, its formal and informal aspect, by referring to the assumptions of biocultural
evolution. The authors present the outline of the research concept and also make an effort to
systematize knowledge in this area. They refer in this respect to such issues as the geneticcultural leash, epigenetic rules and biological determinants of the functioning of a population
of various sizes. The size of the collective translates into their informal structure. A
complement to the considerations is the characterization of the process of institutionalization
of the activities of organizations operating in a virtual environment. The choice of this
environment results from previous research by the authors regarding the transformation of
informal social networks into rigid organizational structures in the internet space.
Design/methodology/approach: In order to answer the question of how informal social
networks are transformed into formalized structures, a literature study was conducted. It
involved research into social networks within primary human societies and populations of
human-related hominins. The author's previous research on the capacity of social networks in
cyberspace and institutionalization processes taking place in virtual communities of activities
was also used.
Findings: Institutionalization processes in online communities of activities are similar to
institutionalization in the case of traditional organizations. Evolutionary restrictions on the
size of social networks are similar in a virtual and a "real" environment. It seems that a new
type of cultural environment, such as cyberspace, modifies the evolutionary rules of organized
cooperation to a small extent.
Research limitations: There is no precise measurement that would determine the degree of
formalization of organizational structures. The question of how the crystallizing cultural rules
that stiffen the structure are intersubjectively experienced as rigid rules remains unanswered.
Previous studies are contributory and do not allow far-reaching generalization. The question
of whether the so-called "Dunbar's number" defining a relatively constant size of basic human
communities (about 150 people) can be taken as a cultural universal is doubtful. Expanding
research on the relationship between the size of social networks and the functionality of the
communities that constitute them could allow to verify the above assumption. As a
consequence, it would be possible to improve the creation of internal organizational structures
and to support the processes of creating eufunctional informal networks.
Keywords: biocultural evolution, social networks, institutionalization processes in online
communities
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QUALITY AND FAMILISM AS DOMINANT VALUES IN THE
AUTOPRESENTATION OF FAMILY FIRMS IN CYBERSPACE
Katarzyna KUKOWSKA, Sebastian SKOLIK
Purpose: The paper presents the results of the research on the problem of functioning of
family businesses in their economic and socio-cultural environment. It is the result of
extended empirical research on the image of family businesses in the internet space. The aim
of the considerations was to determine to what extent the presented attribute "family business"
is related to family values, and to what extent it is a marketing operation, in which these
values are treated instrumentally. In addition, they tried to determine which types of values
are dominant in marketing communication. Are these family values or values related to the
quality?
Design/methodology/approach: The research involved the analysis of the content of websites
run by family businesses. They were selected on the basis of a purposive trial of entities
declaring on their websites that they are companies of this kind and entities possessing the
rights to use the "Family Company" trademark awarded by the Foundation of Family
Companies. The analysis considered the context in which content related to familism and
quality appeared; which industries dominated among entities displaying selected types of
values; what was the activity of entities in communicating with receivers both on home pages
and in social media. The collected empirical material was analyzed by qualitative methods,
categorizing the content using the concept of the humanistic coefficient. Before the beginning
of the research, no hypotheses were put forward. During the subsequent stages of content
analysis, research questions were formulated.
Findings: As a result of the research, a clear instrumentation of family values was noticed in
case of some companies, in particular corporations. The surveyed enterprises used social
media to a different extent in communication with the receivers (clients and business
partners). A significant number of home pages were characterized by low quality of
workmanship, both in terms of legibility, quality of illustration, news and technology (e.g. an
outdated interface was used).
Research limitations: The research was of qualitative nature and was not conducted on the
basis of a representative sample. The use of tools applied in quantitative content analyzes, e.g.
in digital humanities, would allow to identify possible correlations between the dominant
system of values displayed on the websites of companies and such variables as the industry
branches, the size of the enterprise and the scope of activity.
Practical implications: The results of the research pointed out the problems of economic
entities in communication with clients, including inadequacy of content for the receiver,
outdatedness and unattractiveness of the home page. And it is the homepage, which may play
a major role in gaining customers and partners in a globalized and networked society.
Social implications: The emerging problem regarding the functioning of companies in public
space is the tendency to objectify and devalue family values and to commercialize social
relations.
Keywords: family firms, cyberspace, quality
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TRENDS IN IT STAFF COMPETENCES WHILE IMPLEMENTING CLOUD
COMPUTING IN MANUFACTURING COMPANIES
Anna PAMULA
The digital transformation in manufacturing companies requires a vast effort to be ready to
serve customers with new highly customised offers that combine physical products with
software services. Moving the IT support of the business and production processes from
traditional technology into cloud computing (CC) models is perceived as one of the most
crucial drivers. The change in technology usually requires the change of the IT competences.
To be agile to shifting business needs IT staff skills should reassess keeping in mind fastchanging technology. Lack of IT skills for the new digital era was confirmed by several
researchers and market reports. Developing an IT strategy is seen by different frameworks as
a way to better align IT with business needs. Developing a competency framework of IT skill
is under of interest of IT strategy.
Purpose: The primary purpose of this paper was to investigate the IT strategy impact on the
IT staff skills changes while adopting CC solutions.
Design/methodology/approach: t the beginning, the desk research was conducted analysing
IT strategy role in different frameworks and IT governance. Further study of scientific
investigations results, as well as market reports, was done to find out the necessary sets of IT
skills needed for organisation digital transformation. Based on obtained results a survey
method was applied, and the questionnaire was developed to investigate IT skills changes in
manufacturing companies.
Findings: the paper presents the results of 400 manufacturing companies investigated in
January in Poland 2018. Almost half of the surveyed companies claimed changes (increasing
or decreasing) in IT department staff qualifications. In the case of the companies with IT
strategy adopted the higher increase of competences was observed, comparing to entities with
no IT strategy in place. The set of skills related to Data Protection were pointed out as the area
of tremendous changes, regardless of the IT strategy.
Research limitations: Although quite a large number of companies was investigated not off
all them were implementing or sometimes even considering CC solutions. Additionally, the
survey examined the general IT strategy not focusing on digital business strategy. Further
research to find out the more detailed trends and drivers are recommended.
Practical implications: The results show the impact of digital transformation on IT staff and
the significance of IT skills adoption in manufacturing companies while adopting new
technologies leading to digital transformation.
Keywords: digital transformation, cloud computing, skills, IT
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PROJECT TEAM AND HUMAN RESOURCE MODEL IN DIGITIZATION ERA
Anna DUNAY, Csaba Bálint ILLÉS, Mehrzad ABDI KHALIFE,
Miklós DARÓCZI

Project organization and project team could be the straight point of each project and
companies with a strong and mature project team can deliver reliable deliverables. On the
other hand, if the project team shows any weak point, it could be the highest risk for the
project. The weak and un-mature organization is the biggest risk and threat for each project.
In parallel, Advancement in communication technology and the availability of project team
shaped new human resource modeling and concept in project management. Also, due to
digitalization projects characteristics has been changed, and it leads project managers to more
complex projects which require more elegant solutions in all project aspects especially in
human resource. All these changes and advancement require a new model for human
resources and project team, to tackle with technology and if require change rapidly to comply
with project requirements. Here in this paper narrative literature study and review has been
used to analyze the current situation. After, review the current situation in projects new agile
human resource model is proposed. The aim of this model is to handle the complexity of the
project in industry 4.0 environment. This research is limited just to the literature review and
worked on past researches, the case study and practical implementation can improve this
research finding.
Purpose: Find a solution to adapt to the industry needs to technological changes.
Design/methodology/approach: Narrative literature study and review.
Findings: Human resource and team management framework for a project-oriented
organization.
Practical implications: This research is based on the history of the research and the practical
application and case study can improve the model.
Keywords: project management, artificial intelligence, big data, Human resource, project
team, industry 4.0
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AGILE PROJECT MANAGEMENT MODEL COMPATIBLE FOR THE
TECHNOLOGICAL ADVANCEMENT AND EVOLUTION
Csaba Bálint ILLÉS, Mehrzad ABDI KHALIFE, Anna DUNAY
In the last decades, the project business environment has been changed dramatically by
introducing new technologies. Using big data, artificial intelligence and machine learning
along natural language processing are the new revolutions in technology and industry 4.0
movement formed a framework for technological development. Projects are risky and
complex businesses; as a matter of fact, in the traditional market environment it was hard to
control the projects, and achieve the project preset results at project completion. Hence, the
project is ineffective and inefficient businesses, and researches address these two facts in
several studies all over the globe. Although the technology is developed rapidly the
application the technology in the practical world doesn’t have any pattern. In both theoretical
research and practical publication there are no specific direction and path. On the other hand,
the project management processes have been developed and most of the standard bodies and
practitioners try to develop agile models. But these project management models are not based
on technological changes. Here this research by using the narrative literature study and review
technic reviews the current situation and propose the agile project management model for
facing the projects complexity in industry 4.0 environment and technological advancement.
The model can use in industry and it is practical application and research can improve the
model robustness.
Purpose: Find a solution to adapt to the industry needs to technological advancement in
industry 4.0 era.
Design/methodology/approach: Narrative literature study and review.
Findings: Framework and project process model for the project-oriented organizations, in all
projects aspects.
Practical implications: This research is based on the history of the research and the practical
application and case study can improve the model.
Keywords: project management, project model, artificial intelligence, big data, management
process, industry 4.0
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ANALYSIS OF NEW TRENDS IN MARKETING AND MANAGEMENT IN FOOD
INDUSTRY – CASE STUDY
Anna ZELGA-SZMIDLA
The Word of marketing is constantly evolving. This phenomenon is favored by the presence
of social media or new advertising techniques as well as audience analysis. Contemporary
enterprises have to prove that their declarations are implemented, they must be socially
responsible and operate in accordance with accepted international standards. The inspiration
for the study of the issue became Forbes ranking from February 2018 12 marketing trends in
2018. Trends can become an inspiration for new challenges for enterprises. The author
decided to check how the perception and application of trends looks like on the development
of economic and social effects, the pursuit of business must take place in a sustainable
development.
Purpose: The purpose of the article is to determine how the food industry refers to new trends
in marketing on a chosen example, and how it brings benefits especially for the environment.
Design/methodology/approach: The basis for the analysis was the conversation between the
author and the managerial staff of the analyzed plant, as well as the available industry
literature and data from the GPW, GUS, ARP. The case study method is a good method of
analyzing and discussing authentic economic situations that teaches how to make the right
decisions for specific companies of industry.
Findings: It should be noted that the food industry is one of the best growing and it often
indicates a quick response to new trends. Contemporary consumers want to be kept informed
of issues that interest them. When buying a product, modern consumers wants to know for
what purpose a part of the funds is allocated.
Research limitations: In the course of the conversation there were selected issues on which
the respondent did not want to talk, but they did not have a significant impact on the final
result.
Practical implications: The use of considerations may be a starting point for other enterprises
in the food industry as new possibilities for running modern enterprises.
Social implications: Recognition and actual merger of the enterprises with CSR tools as the
very important ones affecting the food industry enterprises environment.
Keywords: trends in marketing, food industry, management,
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CORPORATE DIGITAL RESPONSIBILITY – NEW CHALLENGE FOR
SOCIAL SCIENCE
Małgorzata SUCHACKA
The main objective of the article is to draw attention to new research and theoretical
challenges related to the issue of threats resulting from the automation and mass
implementation of solutions based on artificial intelligence. Advances in robotics and process
automation mean that jobs in both industry and the service sector are disappearing.
Automation, which increases productivity and overall economic growth, also causes social
conflicts often due to the elimination of jobs covered by it. This process is progressing much
faster than it was in the case of previous industrial revolutions, which means that enterprises
and their employees have less time to fully investigate the social consequences of
implemented digital implementations. Technological progress, which undeniably improved
human health standards, is also a threat, mainly at the mental level. It is a big challenge for
social sciences. Lack of control over access to the Internet, excessive use of computer
equipment causes addictions in people of all ages. Everyone has the right to control their
privacy and the virtual self. Technology that ensures efficiency, health and privacy is not
valuable unless it also relies on trust. This feeling can be supported and built over time, but it
depends greatly on our social contexts, our beliefs and the principles of every human being. It
is very important to define rules that will guide digital strategies and the design of digital
products and services in the coming years. The new concept of CDR - Corporate Digital
Responsibility - is the answer to these challenges. It consists in recognizing that organizations
that use technology to provide services are required to conduct it to a positive future. The
CDR tries to find a balance and lead digital progress in a direction in which technology
positively affects the environment. The first attempts to systematic regulations and supporting
people without work through automation and artificial intelligence appear. The conducted
analysis will be a case study on the TOP CDR initiative undertaken in Poland. For the needs
of the paper, the program document will be analyzed, defining the assumptions and areas as
well as the main objectives of the CDR program. The initiative is extremely timely and has a
chance to be successful. It is worth observing actions taken, which this year will take on a
wider scale.
Keywords: Corporate Digital Responsibility, artificial intelligence, social contexts of
technology
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WHY ENERGY EFFICIENCY IS A SIGNIFICANT FACTOR FOR LOCAL
GOVERNMENTS AND HOUSEHOLDS?
Tibor László CSEGŐDI
Purpose – Our consumption of fossil fuels has led to significant increases in concentrations of
greenhouse gases which are considered the main cause of the increase in the global average
temperature. Most of our electricity generation is from non-renewable energy sources, natural
gas, coal and nuclear power. Although climate warming has caused decrease in heating costs
for residents but at the same time has brought about increases in cooling and electricity
demand. The energy dependence rate in Hungary is about 60%, although according to the
European Councils goal the level of energy efficiency will have to improve by at least 27%
till 2030. This level should increase to 30% in the European Union. It is estimated that each
1% increase in energy savings allows 2.6% reduction in gas imports, thus reducing the EU's
energy dependency.
Approach – Each area, region, city have an energy efficiency potential which contribute to
increase competitiveness, so rural development should rely on efficient use of local socio economic - environmental resources. If a territorial unit (region or city) identifies its energy
efficiency potential it will be able to save significant sums of money. Measures should be
taken in order to increase energy efficiency (i.e. consume less energy in public buildings)
which mean a very important achievement in a territorial unit’s lifetime. Besides it is very
important to communicate these successes to local society. In Hungary (where almost 45% of
energy use can be connected to settlements) energetic self-preservation is a problem also for
households and local governments even though energy waste and poverty both typical for
them. Furthermore an average Hungarian household spending year to year more money to
home maintenance and household energy (less money than to food and soft drinks).
Nevertheless the 2012 Energy Efficiency Directive of the European Union requires a 3%
renewal of public buildings annually. The 2010 Directive on the Energy Efficiency of
Buildings, for example, requires that all new buildings till 2021 need close to zero energy.
Surveys show that the population of Hungarian small settlements are environmentally
conscious, and in addition, the state has set up the National Energetic Engineer Network to
reduce the energy consumption of public institutions, businesses and the population.
Findings (refer to analysis) – This study presents according to relevant legal requirements
(for example act LVII of 2015) and the statistical analysis of municipal and residential energy
use that energy efficiency is a hidden aid to achieve energy transition.
Keywords: energy efficiency and poverty, public and private buildings, legal requirements,
energy intensity
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THE IMPACT OF SOCIAL COMPETENCES
ON THE PROFESSIONAL DEVELOPMENT OF EMPLOYEES
Łukasz SKIBA
The majority of human behaviours of an interpersonal nature point out that a human is a
social being. In fact, all that individuals do, they do it in collaboration with others or working
for others or at least taking into consideration their point of view. Human behaviours have
interpersonal nature also in a situation where there is no interaction with others. It is because
of the fact, that the presence of others can be not only real, direct, but also symbolic or
imagined. Even if we make fully independent choices, we take into account social norms and
anticipate the reactions of close and important people. These standards and accepted ways of
reactions should be recognized as a symbolic presence of others who, in this way, indirectly
affect our behaviour, decisions and choices. That is why even seemingly independent
decisions and behaviours have a social character. Thus, to realize own interests successfully
(including professional ) necessary is a development of social competences.
The goal of the following essay is to define if there is a relationship between possessed social
competences of employees and their professional development and (after ascertaining this
relationship) to establish the nature of the influence of the former on the second weaknessstrengthening axis.
For a realization of the presented goal the method of a diagnostic survey, using the distributed
questionnaire as a technique and a questionnaire as a research tool was used.
Applied method led to see a specific social phenomenon (the most / least educated among
employees social competencies), determining its scope, level and intensity, then on the
assessment (impact on professional development).
The application direction of the conducted research has determined the strategic perspective
of the organization development, because the management of the organization's human
resources development is a deliberate configuration of projects serving the enrichment of
knowledge, development of skills, shaping values, attitudes, motivation and skills, as well as
those whose aim is to care for the physical and mental condition of people who provide work.
These activities ultimately lead to increased efficiency and to raising the market value of a
given enterprise.
Nowadays, strategic ZZL is recognized as the most important factor which allows the
organization to meet the dynamically changing conditions of the business environment, as
well as adjusting and adapting to changes in attitudes and expectations of employees. It is
connected with this decisions about a staff which shows in a long- term way actions in
personal aspect as well as they are fundamentally important for achieving the company's
goals.
An employee’s development planned on a strategic level based on knowledge about the social
competences held by employees (their level and the possibility of raising it), can be a nontrivial tool aimed at obtaining competitive advantage by the organization.
Key words: social competences, professional development
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E-LEARNING COURSES IN THE PROCESS OF ACQUISITION AND
DEVELOPMENT OF DIGITAL COMPETENCES
Dana ORSZÁGHOVÁ, Darina TÓTHOVÁ, Jarmila HORVÁTHOVÁ,
Radomíra HORNYÁK GREGÁŇOVÁ
Nowadays the education is an important factor in the development of human capital and
resources, which is the basis for the improvement in all areas of the life of society. An
education-based society presupposes the existence of appropriate lifelong learning tools. A
suitable means of individual study are e-learning courses and through such courses, students
or adults could acquire higher education and improve their qualifications. The priorities of
current university study include the implementation of information technology-supported
education, the building of a virtual learning environment, the creation of digital content for
university education, and the training of teachers for information and communication
technology education.
Purpose: E-learning courses give the teacher new opportunities: to provide students with upto-date information, to manage teaching effectively, to stimulate learning activity and
motivation, to improve students’ digital competences and to communicate with students via
modern communication tools. Therefore, the main objective of this contribution is to present
the views of students and teachers on the usage of e-learning courses in the university study.
Design/methodology/approach: The survey on opinions of e-learning was conducted through
a questionnaire at the Slovak University of Agriculture (SUA) in Nitra in the academic year
2016/2017. The obtained data were evaluated by methods of analysis and synthesis, using
descriptive statistics and graphical presentation tools.
Findings: The survey indicated that respondents have a positive attitude to e-learning;
however, they consider the number of created e-courses to be insufficient.
Research limitations: The obtained results are followed by a project “Digital educational
applications in mathematics” (No. 029SPU-4/2018), solved at the Faculty of Economics and
Management, SUA in Nitra, and financed from the Slovak Grant Agency KEGA.
Practical implications: The benefits of e-learning courses include:
- The usage by unlimited number of students,
- The interactivity tools in the study of professional knowledge of specialized subjects,
- The ability to create an e-book structure via hyperlinks,
- The management and automatic evaluation of educational activities,
- The option for updating and editing of e-course,
- The possibility to attach a file to a printed version of the study material and more.
Social implications: Knowledge management is based on the ability of people to learn how to
apply acquired knowledge in order to achieve a particular objective in a business or
organization. The important aim of the contemporary university education is the training of
a new generation of graduates with ability of the effective communication, with the flexibility
of critical thinking, the capability for team working, and with skills to apply the theoretical
knowledge in solutions of problems in practice.
Keywords: university education, e-learning course, digital competence, human capital,
questionnaire survey
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THE ECONOMIC IMPACTS OF CRUDE OIL PRICE CHANGES
Erika VARGA, Zoltán SZIRA, Hani ALGHAMDI, Ghazala OTHMAN

Purpose: Energy is regarded as the primary source and driver of economic growth and its
existence is undebatable for a modern economy. Economic growth in the future is
predominantly tied with the availability of accessible and green, environmentally friendly
energy sources in the long run. The objective of the paper is to deal with the oil price
changes and their effect on economic development on the world. It will also analyze comovements and causality relationship between oil prices and GDP, CPI, household
consumption and unemployment of selected oil exporting and oil importing countries. It is
assumed that oil prices strongly influence the economy of net oil exporting countries while
little or no influence can be detected on the economy of net oil importing countries.
Design/methodology/approach: The overall strategy in terms of energy sources of a country
should be based on meeting the needs and further developing the energy sector. However,
development should also consider the efficiency of use and utilization it in the long run.
Sustainability here should be understood to include not only the natural resources, but also
technological and social aspects and priority should be given to long-term objectives over
the short-term ones. The relationship between oil price changes and certain indicators can be
analyzed in many ways. In the paper the causality relationship between oil prices and
economic output is expressed by the concept of Granger’s causality. The causality concept is
applied to measure the influence/impact of oil prices on economic output of groups of
selected country groups. To analyze the different impacts of oil price changes three groups
of countries have been created. Granger causality test will be done between GDP and oil
price changes in relation with thee country groups. The oil price –GDP relationship is also
analysed with other indicators (national debt, balance of trade, etc.) to enlighten the effect of
oil price changes in the selected groups of countries. During our research international
works have been used and analysis was carried out by means of scientific books and articles.
In order to have deeper insight into the economy and the repercussion of oil price changes,
statistical data were also collected and analysed.
Findings: Energy is not evenly consumed all over the world: while some consume large
amounts, the others lack modern energy forms. Volatile and fluctuating oil prices do harm
to stable energy supply and security. The distribution of crude oil is not even worldwide,
either. Currently, almost all aspects of life depend on oil extraction. The present world is
centered on oil, and, at present, it cannot entirely be replaced. Crude oil is also considered as
a commodity asset, whose price is a case of concern for many investors, which transforms
this physical asset into a sophisticated financial product.
Social implications: Energy is of great significance for life and also for development as it
plays a role in reducing poverty, increasing productivity and improving the quality of life. It
also affects sustainable social development and economic growth.
Keywords: energy, crude oil, sustainability, economic growth, price changes
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SUSTAINABILITY-LEADER COMPANIES: DO THEY DARE TO REPORT THEIR
WRONGDOING? EVIDENCE FROM INDITEX SA.
Imane ALLAM , Simone SCAGNELLI
Sustainability disclosures are not anymore voluntary for large European companies, they had
become mandatory due to the European Directive on non-financial disclosure (2014/95/EU).
Therefore companies must disclose certain information on the way they impact and manage
social and environmental issues. To enhance the transparency, companies are expected to
report on their both positive and negative impacts on the social and environmental fields.
Purpose: The purpose of this paper is to critically compare sustainability reports and CSR
stated policies of multinational companies, deemed as leaders in sustainability with the actual
footprints of sustainability that such companies have for society.
Methodology: this study applies an embedded case study design. Namely, the company that
we will focus on is Inditex SA. After analyzing the company’s sustainability reports, CSR
policies and its code of conduct, we will compare all these documents with company’s
sustainability real performance shown on news or investigated by a third party.
Findings: The analysis of this case study and the related company ’scandals reveal a
disconcerting situation shedding light on the gap between what it has been reported and
disclosed by the company and what was the real practices.
Conclusion: Our work shows an important gap between the declaration of this brand and its
factual performance in the sustainability goals, companies tend to report just the positive and
successful performance while remaining silent about their wicked performance.
Future development: Further steps in the assessment of the quality of sustainability reporting
are expected for more transparency and credibility. Our study is preliminary focusing on the
case of one company, but we aim to further extend it to other companies in other industries.
Keywords: sustainability leader, Sustainability reporting, practice, CSR policies, corporate
behaviour.
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POLISH MEAT EXPORTS’ COMPETITIVE POSITION ON HUNGARIAN
IMPORT MARKET
Jacek STROJNY
Purpose: The objective of the study is to assess competitiveness at the level of an industry
sector on selected international market. The study focuses on the competitiveness of the
Polish meat industry on Hungarian market. Evaluation of the forces driving the changing
competitive environment in the food industry enables to anticipate adequate strategies as a
reaction towards market dynamics.
Design/methodology/approach: The research is based on FAOSTAT statistics and covers
period of 2005 – 2016. In order to assess these complex problems the study needed to
integrate knowledge developed in strategic management theory and marketing management
theory. The study employed attractiveness / position indicator (AP-indicator) to measure and
to monitor competitiveness. The research embodies marketing approach in explaining the
competitiveness of the meat sector of Polish agri-food industry and focuses on the demand
side of the market. The indicator used measures competitiveness on export markets. The APindicator confronts the export results of the Polish meat industry with the development of the
Hungarian market in the context of Visegrad countries markets’ dynamics.
Findings: In 2016 total Polish agri-food exports reached USD 24.8 billion. The largest
exported agri-food products’ group is meat and meat products. Meat export amounted in 2016
USD 4.9 billion (USD 4.34 billion to EU countries), which is 19.8% of agricultural products’
exports. Recently, the most important Polish agricultural exports products categories are
poultry meat and products, beef and beef products, followed by pork. Polish producers export
80 percent of their beef products. The main market for Polish meat exports in 2016 was the
European Union. The biggest importers of Polish meat and meat products in EU are:
Germany, United Kingdom, Italy, Czechia, Netherlands, France, Spain, and Slovakia. Nearby
Central European states – Visegrad Group countries – form important economic area. Polish
meat exports to Visegrad Group countries amounted in 2016 USD 597,8 million. Czechia and
Slovakia belong to the most important importers of Polish meat products. Hungary is
responsible for USD 123,6 million demand.
The AP-indicator of competitiveness enabled to quantify Hungarian market attractiveness and
competitive position of the Polish meat industry on that market.
Research limitations: The availability of methodologies to measure competitiveness at the
level of an industry is poor. The research contributes to the filling up of this gap. However,
the AP-indicator has some limitations. The boundaries between levels of attractiveness and
position are subject to arbitrary decision of the researcher.
Practical implications: The study portrays the role of strategic management and international
marketing in the process of successful operation of the agro-food industry. The research target
audience includes food industry management, policy makers, and academics. Despite
competitiveness relates primarily individual firms, the phenomenon has implication for
countries or regions. The outcome could be interesting for industrial policy makers.
Keywords: Polish meat exports, international competitiveness, AP indicator, competitiveness
indicator.
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INFLUENCE OF PERSONIFIED MANAGEMENT ON ORGANIZATION OF
MANAGERIAL WORK IN SLOVAKIA
Alexandra FILOVÁ, Veronika HRDÁ
The objective of the paper is to find out what personality type mostly prevails within
employees and whether personality type of a manager, on different levels of organizational
structure, has an influence on the leadership style. The authors specifically focused on the
analysis of classical styles (i.e. democratic, liberal and autocratic) and Likert´s styles
(exploitive-authoritative, benevolent-authoritative, consultative and participative) of
leadership. The authors searched to what extent the managers have a different attitude to
organization of managerial work whilst focusing on leadership styles considering the
manager´s personality type. Within the research a questionnaire was used, containing
questions about the respondents, other 15 questions focused on organization of managerial
work and so called MBTI test, to find the personality type dividing people into 16 types of
personalities. Primary data was processed by descriptive statistics, nonparametric statisticalmathematical methods like Jonckheere-Terpstra test, Mann–Whitney U test and Steel - Dwass
- Critchlow – Fligner Procedure. The results of the research show that there is a significant
difference among individual selected groups of managers. Therefore, we can state that
personified management has a legitimate influence on managerial environment in companies
and can considerably help managers in the area of self- conscientiousness, which can lead to
better attitude to employees.
Purpose: The objective of the paper is to refer to the importance of specified and original
attitude of managers to their subordinates, employees, companions etc. We specifically
present a paper focused on analysis of classical and Likert´s leadership styles considering
personality type of a manager.
Design/methodology/approach: The paper deals with a research realised since 2011 and is
still ongoing. The research includes a personality typology test, commonly known as MBTI
test and a questionnaire with queries for managers and employees connected with everyday
activities in a company and outside. Primary data gained from the given tools are statistically
evaluated by methods of descriptive statistics, Jonckheere-Terpstra Test, Mann–Whitneyho
U Test and Steel - Dwass - Critchlow – Fligner Procedure.
Findings: The research led the authors to findings on what type of personality most or least
prevails among individual types of employees on different levels of organization. The authors
subsequently used the results of the research for comparison of managerial organization in
leadership and made a conclusion that there is a significant difference among the specific
individual groups.
Research limitations: The given research is a part of extensive research focused on
personified management within specific parts of managerial work organization.
Practical implications: Personified management widely ranges among applied managerial
activities. The paper refers to specific features of managerial work which can be classified and
evaluated by personified management. Moreover, they can be predicted and therefore very
effectively used in practice of managers on all levels of companies´ organization.
Keywords: management, leadership styles, MBTI test, levels of management
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ECONOMIC NATIONALISM AND BRAND LOYALTY OF RUSSIAN CONSUMERS
Natalia ANTONOVA, Vladislava STEPANENKO
Purpose: to identify the relationship between economic nationalism and loyalty to domestic
and foreign brands among Russian consumers. Studies conducted in Australia (Cheah, Phau,
2015a) showed that respondents with high levels of economic nationalism had a strong
reluctance to have any connection with foreign manufacturers. At the same time, a study of
Chinese consumers (Bi et al., 2012) did not reveal such correlation. Hypothesis was: Russian
consumers will show a straight correlation between economic nationalism and loyalty to
domestic brands, but inverse correlation between economic nationalism and loyalty to foreign
brands.
Design/methodology/approach: the study involved 196 respondents. The research method
was a survey. To assess economic nationalism, the CENTSCALE (Consumer Economic
Nationalistic Tendencies Scale) methodology was used (Cheah, Phau, 2015b). To measure
brand loyalty, the technique elaborated by N. Antonova and A.Kumar (Antonova, Patosha,
2017) was used. We asked respondents to recall the domestic clothing brand, whose products
they recently purchased, then to fill out the questionnaire. Similar questions were asked them
about a foreign clothing brand. To control the sequence effect, the order of the brands varied.
To calculate the results, we used the statistical program R-studio.
Findings: according to the results, Russian consumers turned out to be more loyal to foreign
brands than to domestic ones (ANOVA: F = 57.54 (df = 1), p-value = 3.28e-13, η2 = 0.146).
At the same time, no correlation was found between economic nationalism and loyalty to
either domestic or foreign brands. These results are consistent with the assumptions of Bi (Bi
et al., 2012] that consumers tend to acquire branded and luxury products, paying attention to
their internal characteristics, rather than to the country of origin, as well as with our previous
research (Antonova, Patosha, 2017), which showed a strong preference of foreign brands by
Russian consumers.
Research limitations: the results are limited by the sample of Russian consumers.
Practical implications: the revealed patterns can be used to develop marketing campaigns in
Russia.
Social implications: patriotism and economic nationalism are being actively cultivated in
Russia with the aim of increasing consumer loyalty to domestic products. However, this study
showed that this is an ineffective strategy. Further research is needed to study the deeper
factors affecting the behaviour of Russian consumers.
Keywords: brand loyalty, economic nationalism, patriotism, consumer behaviour.
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EXAMINING THE RELATIONSHIP BETWEEN INNOVATION AND HRM
IN INTERNATIONAL COMPARISON
Ildikó Éva KOVÁCS, Szergej VINOGRADOV, Györgyi GÁBRIELNÉ TŐZSÉR,
József POÓR
Purpose: The challenges of globalization of the 21st century, the consequences of the
technological and digitization revolution that are taking place today are manifested in all areas
of the economy and without exception they have exert bigger or smaller impact on every
organization. All economic operators must respond adequately to the accelerating economic
and technological changes and must adapt to them while keeping its competitiveness. This
adaptation process is more difficult for those who are behind for innovative solutions in any
way. It is obvious that this is also closely related to the management of human resources,
since it is now widely accepted that the key factor in the competitiveness of organizations is
the human capital represented by human resources and the efficient management thereof. The
quality and manner of HR work should be seen as determining factors in the functioning and
performance of organizations. The challenges of an increasingly globalizing and digitalizing
world economy naturally also appeared in HR management. First of all, an organization that
wants to achieve successful digitization needs to invest in employees, that is it needs to
develop its employees and managers. In addition to the developments and innovations related
to workflow and tasks, there is a room for innovations in almost all areas of HRM (e.g.
selection, performance appraisal, training and development, encouragement and motivation,
employee communication). It can be reasonably assumed that the organizations' innovative
capacity and the HRM practices are not independent of each other.
Therefore, our aim was to study the HRM methods used by innovation-leading companies and
how they differ from those who say that they are lagging behind in this regard.
Design/methodology/approach: In our study we used the data of the last two surveys of the
international Cranet HRM research network. The surveys’ data supply the opportunity to
explore the topic in an international context.
Findings: Our results show that HRM practices that might relate to the innovation power of
companies can be well separated and identified.
Practical implications: Based on our findings, we can provide well-grounded suggestions to
HR managers on how HRM solutions can help them develop an innovation-friendly climate
and thus increase the innovation performance of the organization.
Keywords: HRM, innovation climate, innovation performance, Cranet survey
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EGO DEPLETION AND DECISION MAKING
Ferenc ZSIGRI
Purpose: My goal with this writing is to illuminate the role of self-regulation in decision
making by reviewing and distilling recent, relevant literature. What is self-control? How is it
used? How much do we have? Can we run out of it? What happens when we have exhausted
all our inventory of self-regulatory resource?
Design/methodology/approach: I intend to elaborate the nature of self-regulation by a
meticulous literature review. I collected the most refresh publications available in EBSCO
database. Only papers dated year 2000 or later are included in the review. The query is also
limited to peer reviewed publications only, restricted to the discipline of Social
Sciences&Humanities. The search resulted in a list with 1 625 articles in descending order by
relevancy. I interpreted the titles and the keywords for the sake of shortening the list to 150
titles. After studying each one of them, I further narrowed the list to the most newsworthy
items which I finally included in this review.
Findings: Self-control is an indispensable human resource. It is especially vital for managers
who regularly need a great deal of it when dealing with their tense daily tasks. Thus, selfregulation is in fact an executive resource. It is a chief determinant in our decisions.
Unluckily, it is also subject to depletion: when we exert too much of self-restraint in a given
time interval we will run out of it. This is called ‘ego depletion’. As soon as this condition sets
in, it alters our behaviour and seriously compromises our decision making ability. In this
situation grave decision mistakes are inevitable.
Practical implications: Managers should be privy to the nature and scarcity of their mental
executive resources. They must know their limits, recognise early signs of ego depletion both
in themselves and in their people. They could integrate in their routine the avoidance and the
management of ego depletion. They should synchronise their decision making routine with
the fluctuations of their mental executive resources. By paying attention to the prudent use of
this resource, they can reduce the risk of predictably flawed decisions.
Keywords: Ego depletion, executive resources, decisions
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ANALYSIS OF SMEs’ CAPITAL STRUCTURE CHARACTERIZATIONS
IN HEVES COUNTY
Zsolt DUPCSÁK, Anna DUNAY, László PATAKI, Aranka BARANYI
Purpose: According to our research, there are a small number of practical observations on the
capital structure that can be utilized by businesses. The purpose of our publication is to fill
this gap by examining the capital structure of small and medium-sized enterprises in Heves
County, looking for answers to the question of how the crisis has affected the evolution of
their capital position and the impact of capital structure on their age, life cycle, sectoral
characteristics, economies of scale and competitors.
Design/methodology approach: We involve all small and medium-sized enterprises in the
Heves County (more than 2,000 firms) operating in the period under review that meet the
requirement of representativeness. Thus, the compilation of the database took into account the
age, sectoral classification, level of indebtedness, capital position of the enterprises, based on
the reports obtained during the longitudinal research.
Findings: As a result of our research, we show the correlation between the factors
determining the capital structure, and through our past results we show the extent to which the
company pursued the right financing policy, strategy in the examined period, and what future
steps it should take to ensure a better financing structure.
Research limitations: Our research focuses on small and medium-sized enterprises in Heves
county, does not examine large companies, cooperatives and other counties or regions. In our
opinion, the analysis of these areas can serve as a basis for further research in the future.
Practical implications: As a result of our research, the transparency of businesses is
improved, which can, among other things, have a positive impact on their creditworthiness,
reputation and relationships.
Social implications: The social benefit of our research is that, through transparency, the
various actors in the economy can better understand how businesses operate, and in the future,
financiers will be less likely to reject profitable projects or support loss-making projects.
Keywords: SMEs, capital structure, financing, Heves county, gearing ratio
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YOUTH – ENTREPRENEURSHIP - FARMING
Danka MORAVČÍKOVÁ, Martina HANOVÁ, Eva PECHOČIAKOVÁ SVITAČOVÁ
Purpose: High youth unemployment in the EU is one of the contemporary key challenges.
Increasing entrepreneurship and entrepreneurial literacy among young people is defined as a
priority in the EU Youth Strategy. The conclusions adopted by the EU pointed out that youth
unemployment has several negative impacts on society, while creative and innovative youth
entrepreneurship would contribute significantly to the economic growth. The main aim of the
research is to analyse the strategies of students of the Slovak University of Agriculture (the
country´s only agricultural university) on self-employment, and to determine to what extent
students want to run their own entrepreneurial and farming activities. The partial aims are: (i)
to evaluate the interrelationship between students’ entrepreneurial and work experience, and
their perceptions of entrepreneurial self-efficacy and attractiveness of self-employment, (ii) to
assess the impact of experience on attractiveness of self-employment among them.
Design/methodology/approach: Research project focuses on a comparison of attitudes and
intentions of the students of economically oriented study programmes and students studying
other non-economic programmes. For primary data collection questionnaire on a sample of
437 respondents and brain-writing methods were used.
Findings: The paper presents selected findings of the survey and points out the differences
between ideas and visions of the responded students and their real entrepreneurial activities
and efforts. The authors discuss also the impact of personal experiences and family
background in relation to the preferred job type.
Practical implications: The contribution of the project is assumed in the theoretical and also
in the practical level. Obtained knowledge and information are beneficial for economic
sociology, particularly in relation to the analysis of the human capital creation. Practical
implications are expected in the field of educational policies, employment policies, and
possibly in the agricultural and rural development policy.
Keywords: youth entrepreneurship, agricultural students, entrepreneurial literacy, farming
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PUBLIC HEALTH MANAGEMENT IN EUROPEAN UNION POLICIES
Magdalena BSOUL–KOPOWSKA

This paper presents the problems related to the management of health safety in the European
Union. Furthermore, based on the analysis of EU documents, the selected methods of
management of public health in the European Union were discussed.
The basis for health policies that have an effect on health safety in the EU is to implement
health promotion policies. The tasks of health promotion include education, showing the place
of a human in the state structures, teaching how to maintain the ability to live at an essential
level so that a person can face challenges, and teaching how to minimize the risk of diseases.
Purpose: The aim of this paper is to present a concrete example of EU initiatives in
managing the health safety of Community citizens. The State of Health in the EU programme
is an initiative of the European Commission which aims to provide evidence-based
comparable data and knowledge on health and health care systems in EU countries to policymakers, health professionals and interest groups. Individual state health profiles adjusted to
the situation and specificities of each EU country take into account the assessment the
strengths and weaknesses of their health systems. This assessment provides information on
the needs connected with the process of health policy making.
Methodology: The research method adopted in this paper was the analysis of documents
related to direct initiatives on health safety and health policy within the European Union. The
laws, acts, ordinances and guidelines concerning the creation of regulations aimed at
elimination of threats to health safety and improving health policy standards were analysed.
However, the primary focus was on the documents of the State of Health in the EU
programme. Companion reports, published together with the national health profiles of each
EU member state and covering cross-cutting policy levers and comparison of shared political
priorities of the EU countries were analysed.
Findings: EU health safety management allows for the achievement of the economies of scale
that result from combining resources and helps member states address issues such as
pandemics, chronic disease risk factors or the effect of increased life expectancy on health
systems. Data collected during research also help local authorities in EU countries to achieve
shared goals, combine resources and face common challenges.
Poland's accession to the EU allowed for the implementation of all the above-mentioned EU
strategies aimed to improve health safety and the use of EU subsidies. With these subsidies,
the modernization of emergency medical services was refunded, including the purchase of
new ambulances, construction, reconstruction or refurbishment of voivodeship emergency
notification centres, which is expected to lead to a reduction in mortality in sudden lifethreatening events. Therefore, initiatives within these programmes affect all three aspects of
health safety: prevention, preparedness and emergency response.
Keywords: European Union, management, health safety, EU programmes, "State of health in
the EU".
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THE ROLE OF SOCIAL MEDIA IN THE SOCIAL RESPONSIBILITY IN SYRIA
Victoria KHNOUF, Samir ZAIEN, Ahmad JURATLI, Majd KHOUDARI
Purpose: The study aims to identify the role of social media in CSR in order to support the
Syrian business sector improving its role towards the CSR.
Design: The study relied on descriptive analytical method based on two tools, direct
observation of the Profile of BEMO Bank, and a questionnaire distributed to a sample of 265
customers and social media users as well. The first largest Syrian Business applying the
concept of corporate social responsibility in Syria, is Bank Bemo Saudi Fransi (BBSF). The
study’s aims to identify the impact of social media (Facebook, Instagram and YouTube) on
the social responsibility, in order to examine the extent of the Bank’s ability to illustrate its
programs and activities, which includes the following areas: Employment and stabilization,
Awareness to the services development which are provided to the internal and external public,
Building trust towards the Bank, Paying attention to the environment and the sustainable
development, Social contributions as well as attracting more investors.
Finding: Through these social responsibilities and activities programs, it is found that the
social media means have support the positioning of the Bank and its positive reputation and
its impact on the customer’s behaviour towards the activities on the social media. The study
also illustrates the strong and the dynamic interaction with the audience through comments
and the Social Network page.
Research Limitations: Due to the sanctions which are imposed on Syria not all required data
from the social media is available.
Social implication: The study is about the CSR in Syria, which has a significant influence on
the society, which will encourage other businesses to be a part in this process.
Keywords: Social Media, CSR: Corporate social responsibilities, Positioning, Reputation
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VALUES AND CONSUMPTION – PARADOXES IN FRUIT AND VEGETABLE
CONSUMPTION
Imola SZABÓ, József LEHOTA
Purpose: The aim of this study is presenting the main causes and human values in connection
with fruit and vegetable consumption. Comparing those more facts will be shown beyond that
are have been known; the price and taste as more mentioned motives. We focus on to get a
comprehensive cause effect relation why Hungarian consumers do not eat enough fruits and
vegetables.
Design/methodology/approach: This study based on secondary data, comparing many studies
and research results in the case of this topic. Moreover, we used data of the Hungarian Central
Statistical Office about fruit and vegetable intake to show the current state of consumption.
Findings: The Hungarian consumers truly like the Hungarian fruits and vegetables and they
said that these are the one of the healthiest products. Fruits and vegetables are the one of the
most preferred food that 9 out of 10 people like. Nonetheless, they do not consume enough.
Although the health as value is the most important thing for Hungarians, but living healthy
life is back in order. A lot of studies deals with the positive effects of fruits and vegetables
and many promotion programs draw costumers’ attention to the value of the fruit and
vegetable consumption. However, the fruit and vegetable intake has been increasing year after
year it does not reach the recommended level. Although, the latest studies talk about the
higher level of intake, 800 gram per day. The most common causes why Hungarians do not
consume enough fruit and vegetables are the price, the taste, the preferences, the ages and the
lifestyle. The other fact is the low health awareness which typifies the Hungarian consumers.
Social implications: With future research it could be explore more and more reasons of low
fruit and vegetable intake and the paradoxes become resolvable. The health awareness can be
developed and consequently, intake of fruit and vegetable can be increased. These are our
interest because the prevention is better than diseases; especially if it happens on natural way.
Keywords: fruits and vegetables, consumption, values
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MEASURING CUSTOMER SATISFACTION AND FACTORS OF EXPERIENCE
IN THE CASE OF TOURISM EVENTS AND FESTIVALS
Tamás IVÁNYI, Szilvia BÍRÓ-SZIGETI
Purpose: For Generation Z (born after 1995) tourism during the summer usually means
visiting festivals (especially music festivals) or seeking for extraordinary experiences. For
them the classical touristic attractions are not satisfying and interesting anymore. The aim of
the paper is to suggest and provide a measurement method and search for the key factors of
customer satisfaction and the experience in case of these festivals and touristic programs.
Design/methodology/approach: The methodology is based on literature review and
qualitative primary research. The paper collects models that are used to measure customer
satisfaction (like the IPA – importance-performance analysis) and deals with the factors of
experience economy. Two different focus groups were performed to find the motives of
generation Z in travelling generally and deciding about music festivals. These interviews also
dealt with the motives of sharing their experiences and using the social media and online
platforms during and after the trip.
Findings: As a result, the paper suggests quantitative methods (an online interactive survey)
to measure the satisfaction and the importance of the experience factors. Compared to earlier
researches on the same topic, it can be detected that the importance of the factors changed
during the last few years. Nowadays the factors connected to the social activities and the
uniqueness are much more important, than the main features or programs of the events.
The online questionnaire will be evaluated as a proceeding and a result of this paper.
Research limitations: Although generation Z is one of the most important customer and
visitor of the festival tourism, they are not the only ones. This research focuses on their needs
and motives, so applying the results to festivals and touristic events for the older generations
are limited.
Practical implications: The measurement method can be extended to observe the connection
between information seeking phase, decision phase during the buying process, the posttravelling phase, when people share their experiences and the on-site phase when they
experience the whole event.
Social implications: Using the suggested method to measure satisfaction tourism destination
managers and organisers of the events can provide a better experience to their customers and
figure out their weaknesses.
Keywords: customer satisfaction, experience economy, festival tourism, Generation Z, word
of mouth marketing.
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LEADERSHIP CONCEPT IN THE PROCESS OF TRANSMISSION
FROM POST-INDUSTRIAL TO DIGITAL SOCIETY
Yuliya BROVKINA
Purpose: The research brings importance in recent concept of leadership phenomenon. Civil
society entered a new social development cycle at the end of the 20th centure, and now it
requires new leadership models. At the beginning of the 21st century, new models emerged,
focused on the size of groups and the stability of the environment (Richard Daft, 2007),
complexity of environment (Obolensky, 2010), adaptability (Senzh, 1990). Nevertheless,
none of the traditional or new approaches to the leadership can meet the requirements of the
digital age.
Design/methodology/approach: We attempted to structure the scientific concept of
leadership, to allow the work with this concept as a criterion in classifying various theories of
leadership and building a unified system of knowledge. The “Field theory” of Kurt Levin
(Levin, 1951) was applied to analyze leadership and design the elementary constructs. We
consider four criteria: the complexity of the environment, the type of social object of
influence, the type of social subject of influence, and the function performed by the leader.
Further, we identified four typical phases of the company's development, what allowed
consider these stages to be situational units. Description of leadership style in details for each
situational unit within the frames of our scientific concept was designed. The questionnaires
were developed to identify value orientation of society due to the leadership styles description
and to determine the personal leadership style. Correlation analysis (Pearson’s method) and
cluster analysis (Ward’s method) were used to process data collected.
Findings: Questionnaire of social value orientation was validated within survey of value
preferences of the Russian elite in 2018. This survey covered 117 respondents (top corporate
managers, entrepreneurs and business owners). Psychological portrait of Russian leaders was
designed using survey results.
Research limitations: Questionnaire of social value orientation didn’t include survey of
personal values. We modified the questionnaire and started new research cycle in 2019.
Further, we are going to make deep interview with participants of empirical research to
discover environmental characteristics of their organisations and their personal leadership
style.
Practical implications: Model in design build a ground to classify and evaluate all the
emerging models and descriptions of leadership styles with a greater degree of scientific
certainty, and create new landmarks for modern leaders.
Keywords: Digital economy, Leadership, Russian elite
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ESTABLISH AN EARLY WARNING SYSTEM IN NEWLY ESTABLISHED
COMPANIES, OR RECOGNIZE THE CRISIS BY ANALYZING
BALANCE SHEET AND INCOME STATEMENT DATA
Balázs PATYI
Purpose: In my research I focus on the financial analysis of the newly established companies,
because financial audit is an important part of the early warning systems. As more and more
businesses goes bankrupt from year to year, it is essential to develop an early warning systems
to identify the various signs and causes of the crisis.
Design/methodology/approach: In my research I focuse on companies which are based in
Győr, established in 2012 and working in the automotive and motorcycle trade and repair
sector. I choose Győr, because I want to analyze an advanced region and as the CFI index of
Győr-Moson-Sopron County is one of the lowest in Hungary, it was 8.34% in the third
quarter of 2018, so my choice was to analyze Győr. I have decided to analyze the automotive
and motorcycle trade and repair sector, because the vehicle industry is very developed in the
region (for example Audi Hungaria Zrt.). Methodology: database analysis with Excel
software. The examination is focused on profitability, finance and business efficiency. My
goal is to filtering out the critical factors that serve as a signal and warn the company to
potential problems. Profitable operation is the basis of the enterprise successful operation.
Financial stability is essential for the stable operation of the company. Effective business is
the basis of profitability and financial stability. The bankruptcy prediction systems are very
helpful, but balance sheet and income statement analysis can help to find critical points and
act like a predictive system for companies.
Findings: The results show well the initial problems of the newly established companies and
many signals can be seen. Such signals the proportion of sales and operating costs, the degree
of debt, the low level of liquidity, or the length of financing time. The results also show that
the first two years of foundation are the most risky in the life of companies. If the company's
management pay attention to these signs, they can take steps to improve their value and create
a stable, profitable business and avoid bankruptcy. The results of my research can also help
the decision makers of the newly established companies and can provide information for
further researches.
Keywords: Early warning system, Financial analysis, Signs of crisis, Causes of crisis, Newly
established companies
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THE SPECIFICS OF SERVICES OF PREVENTION IN THE CASE OF
ADDICTIONS
Tímea Beatrice DÓRA, Zsuzsanna SZALKAI
Purpose: The aim of the paper is to examine and analyse prevention programs in the field of
addiction in Hungary and in other parts of the world in order to compare the characteristics of
the services offered to consumers by these programs. The collected data is examined by the
components of Porter’s health care value chain projected on the examined services. The
programs are selected decisively from the field of prevention, but screenings and
rehabilitation are also studied as a continuum of the value chain. The frequency, composition
and characteristics of these services are revealed as well.
Design/methodology/approach: The secondary research first shows the most recent
epidemiological data and highlights the most common death-causing addictions comparing
statistics in Hungary and worldwide, thus underlining the importance of the topic. Secondly, it
compares the features and services of the programs available in Hungary with the features of
other addiction prevention programs available globally. It focuses on the channels and the
benefits of the service and the quality and quantity of the transmitted information, as well as
the frequency of repetition and their effects. As primary research, in-depth interviews were
made with health care professionals who work in the field of prevention in Hungary.
Findings: As a result, the paper presents the factors that affect the environment, the course,
the execution and the consumers of the services of examined programs. Based on the
interviews, the focus points indicated by Hungarian health care professionals will be
presented, which, in their opinion, would make the consumers more accessible.
Research limitations: The primary research was limited to qualitative methods.
Practical implications: The results presented in the paper can help health care managers or
marketers to develop their programs through implementing the opinion of experts about the
quality and aspects of addiction prevention in their campaigns.
Social implications: The characteristics of a potential nationally extended program,
containing both the tools used abroad and the suggestions of professionals are proposed to
increase social welfare.
Keywords: health care value chain, service specifics, prevention, consumer marketing
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INNOVATION OF MEMBERS STATES OF EUROPEAN UNION
IN DYNAMIC APPROACH
Lidia LUTY, Monika ZIOŁO
Purpose: The dynamics of the market economy causes that in economic practice there is a
constant discrepancy between the objectives and the methods that can be used. In this context,
innovations are an expression of individual pressure to adapt to the challenges of the social
and economic system. In the current paradigms describing innovativeness, assume only its
positive impact, assuming that it is a necessary condition for development and progress.
One of the most important areas of reflection on innovation is regional policy and issues
related to the development of the economy. The phenomena of globalisation and pressure to
create a knowledge-based economy mean that not only enterprises, but also countries are
forced to optimise the use of their potential, both on a macro, mezo or micro scale. For this
reason, the issue of innovativeness is connected with particular economic entities and sectors
of the economy, with the activity of state, regional and local authorities and the European
Union. In the conditions of deepening European integration, stimulating innovation of
territorial socio-economic systems is an important instrument of economic policy at the
international, national and regional levels. The aim of the study is to assess the level of
innovativeness of the region in spatial and dynamic terms. The Technique for Order of
Preference by Similarity to Ideal Solution Method (TOPSIS) will be used to determine the
aggregated indicator.
Design/methodology/approach: The implementation of the objective will be achieved
through the evaluation and comparison of the level of innovativeness of EU countries with the
use of a synthetic measure estimated using one of the model methods of linear ordering of
objects in the years 2010-2017. In the proposed method, the synthetic measure is determined
using the distance of the examined objects from the model objects, the so-called pattern and
the anti-pattern. This allows both to describe a complex phenomenon using a single number,
the so-called synthetic variable value, and to segregate the examined objects. The dynamic
approach will allow to determine the directions of changes.
Findings: The region's innovativeness is a multidimensional phenomenon, which is directly
unmeasurable, hence the need to use statistical methods when measuring it. Obtained results
will allow for a simple and transparent way to assess the studied phenomenon, build a ranking
and identification of countries with a medium or low level of innovation. The dynamic
approach will make it possible to verify the hypothesis that the diversity of the Member States
by level of innovation is decreasing. The results of the research may be both a signal of the
need for rationalisation that is supportive to the development of regional policy, as well as
streamlining the decision-making process by indicating directions of investments that ensure
equalisation of disproportions.
Keywords: regional innovation, gradation, dynamics, method TOPSIS
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TECHNOLOGY ECOSYSTEM COORDINATION: THE CASE OF ETHEREUM
BLOCKCHAIN ECOSYSTEM
Lesław PIETREWICZ

Purpose: The aim of the paper is to explore coordination in the Ethereum blockchain
ecosystem in light of the emerging theory of ecosystems. Firstly, it addresses the questions of
when and why technology ecosystems come to exist and how they are coordinated, then it
explains why the theory of ecosystems should be applied to Ethereum blockchain, and finally,
it explores how Ethereum blockchain ecosystem is coordinated, juxtaposing the findings with
the stipulations of the theory.
Design/methodology/approach: The research methodology is qualitative and based on
narrative literature review and an in-depth case study analysis. Literature review is used to
explain when and why ecosystems are created and how they are coordinated. The study
adopts the case study methodology to explore coordination in the Ethereum blockchain
ecosystem. Finally, the findings are interpreted against the background of the emerging theory
of ecosystems.
Findings: It is found that (1) Ethereum blockchain is manifestly designed to foster the
development of a technology ecosystem, (2) it combines coordination mechanisms described
in the ecosystems literature with instruments specific to blockchains (e.g. tokens), producing
(3) a unique coordination structure, (4) with its distinct advantages and disadvantages.
Research limitations: The present contribution explores a single case of the Ethereum
blockchain underpinning a technology ecosystem. Therefore, further conceptual, theoretical
and empirical work is needed to better understand the relations between distributed
(blockchain) platforms and ecosystems, and design optimal coordination mechanisms.
Practical implications: This study contributes to better understanding of the blockchain
technology potential and its application to growing technology ecosystems, and, specifically,
the prospects and limitations of tokens in their coordination role, which has a direct bearing
on its viability as a financial instrument
Social implications: Better understanding of the Ethereum blockchain ecosystem
coordination can inform regulatory efforts and public attitudes toward the blockchain
technology, including its declared prospects for “democratizing finance” and sharing profits
among users.
Keywords: blockchain, coordination, Ethereum, governance, technology ecosystem
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MANAGEMENT STYLE AND EMPLOYEE RELATIONS. SOCIOLOGICAL
ANALYSIS BASED ON THE EXAMPLE OF THE PROFESSIONAL
ENVIRONMENT OF POLICE OFFICERS
Monika ŻAK

Purpose: The aim of the presentation is to discuss the impact of the applied management
methods on employee relations in dispositional groups on the example of police officers.
Dispositional groups are characterized by a specific style of management and functioning.
Their operation is based on hierarchy and subordination, which to a large extent affects the
employee-employee and supervisor-employee relations. This issue is also important due to the
fact that these are professions which effectiveness is largely based on mutual trust, and proper
personal relations are its basic element.
Methodology: The research, the results of which will be presented, was conducted among the
managerial staff of the selected police unit. For this purpose, the in-depth interview technique
was used, which allowed for an thorough examination of the subject. The information
obtained in this way became the basis for an in-depth sociological analysis, which resulted in
the creation of a model of dependence between the management style and employee relations.
Findings: The collected research material allowed us to capture the relationships between the
applied management styles and the relations within the team, as well as their effectiveness,
which are important from the point of view of the functioning of the police environment. It is
interesting in that the police belong to the dispositional groups, in which hierarchy,
availability and execution of orders are the basis for action. Such an assumption, however,
does not preclude the use of management styles other than autocratic, which may have both a
positive and negative impact on the functioning of police units
Practical implications: The results of the research can be utilized in the process of managerial
training in high-risk occupations. Analysis of the impact of the management style on the
effectiveness and work relations of police officers may be useful in formulating development
plans and strategies and professional development paths. Service dependency and hierarchy which characterize the functioning of the police - can be complemented by elements of other
management styles, which will translate into an improvement in the quality of work, both in
the individual and organizational dimension.
Social implications: The knowledge gained during the research can be used to analyze
professional relations in different industries, which may result in increased management
effectiveness and thus an increase in the satisfaction, loyalty and activity of employees at
different levels of the hierarchy. Thanks to the information from the study, it is possible to
create management styles that will increase the loyalty, trust and dedication of employees, and
perhaps also translate into their external relations.
Key words: police, management style, employee relations.
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TRENDS AND CHANGES OF E-COMMERCE
PARTICULARLY WITH E-LOGISTICS DEPARTMENT
Katalin TARI
In the following paper, specific themes are the trends in e-commerce, changes thereof, news
and dissimilarities, moreover, the modelling of a new supply chain based on practical
experiences.
Purpose: The reason of this research was to show the results of one of the parts of my
dissertation. The main aim of this article was to determine a new model of e-commerce
particularly with e-logistics changes and trends in Hungary, compared with worldwide
practices.
Design/methodology/approach: This article defines the most important differences and new
practical methods on the e-market and e-supply chain based on professional in-depth
interviews. Furthermore, the article outlines are on the literatures of the faculty in ecommerce, e-logistics etc. and conferences thereof. Summarized, I used qualitative research
methods to get these results.
Findings: The article presents clear results of the trends in e-commerce and one new supply
chain model in which direction e-commerce has evolved and what spheres must be focused on
to exploit opportunities of the web.
Research limitations: This actual research has some limitation because it is nonrepresentative, moreover, the in-depth interviewees are just from Hungary, therefore I should
suggest for more research in the future as in connection of this topic.
Keywords: e-commerce, e-logistics, e-supply chain, e-market, modelling
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FORMULATION OF THE OPTIMUM CROP STRUCTURE FOR
PIG PRODUCERS IN HUNGARY
Viktor SZILI, Anna DUNAY
Purpose: The Hungarian pig-producing sector should have faced several problems in the past
years. These problems may be defined by different impacts in the external environment and
the internal analysis at most of the pig producers (farms, holdings), which determines their
bad situation in terms of competitiveness and development opportunities. The main focus of
this study is to analyse the reasons of these weak points, particularly the efficient performance
of animal feeding technology. Unfortunately, most of the pig producers/fatteners do not have
own land to produce the needed amount of fodder, although it is one of the critical points of
efficient production, as it could be a source of cost reduction. In addition, fodder produced at
the farm may substitute the imported (sometimes not GMO free) soybean products. The initial
point of the development of own fodder bases is to determine the optimum crop structure for
each farm.
Design/methodology/approach: For the optimization process Linear Programming (simplex)
method was applied, the objective was to determine the most appropriate recipes to fulfil the
animals’ nutrient needs, at the lowest costs of production. The calculations are retrospective,
as they are based on the previous years’ fact data, but the analysis pf the long-term averages
may be a good starting point for making plans for the next years. Foe the analysis the sectoral
data of the FADN (Farm Accountancy Data Network) database were used, for determining
the background conditions of the optimizing methods the findings of the relevant literature
sources were taken into consideration. The FADN is the instrument for data gathering in
natural and economic terms, and for evaluating the income of agricultural holdings in the
member states of the European Union, which is completed by a special sectoral level data
gathering process in Hungary.
Findings: The results of the research calculations showed the differences between the
optimum and the actual crop structure in pig producing holdings in the past few years, and
showed the importance of different crop cultures in case of pig producer (pig fattener)
holdings. The research results may give support for the producers in their planning activities
and decision making processes.
Keywords: animal feeding, crop structure, Linear Programming, optimization, pig sector
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ROLE OF HUMAN RESOURCES MANAGEMENT IN THE IMPLEMENTATION
OF E-GOVERNANCE
Ugur FILIZ, Zuleykha SHIRINOVA
Ongoing rapid technological advances have been significantly influencing the public and the
private sector. The role of Information and Communication Technology (ICT) has changed
the way how the daily work is structured including the government. Thus, the application of
ICT paved the way to improve effectiveness, efficiency and transparent functionality of
government. The interaction among citizens, businesses, the government has been improved
thanks to e-governance implementation. Unlike e-government, e-governance appears to be a
broader concept in which citizen to government interaction is considered to be fundamental.
Throughout the entire process of e-governance, adoption of HRM strategies supported
with/by correct HRM practices plays a crucial role to ensure effective implementation.
Purpose: This paper aims to find out how HRM practices can help the better implementation
of e-governance in alignment with the changing needs of organizations and employees. It is
suggested that certain HRM strategies might help to overcome barriers in the e-governance
implementation. Even though e-governance has a dynamic nature in which some hindrances
may occur, HRM can be of help to have better quality e-governance. Ensuring effective and
efficient government services always require a meticulous approach to employee
management. In this context, this paper will examine some HRM functions such as change
management, training, and leadership, performance management, reward planning.
Design/Methodology/Approach: Accordingly, a literature review is carried out by examining
the characteristics, variables, approaches, concepts and conducted research in the literature.
As of general character of the theoretical study, the paper is based on the systematic review of
the literature. Secondary data such as journals, papers, articles and web libraries were the
primary sources used in the study to bring an explanation of the relationship between egovernance implementation and human resources management.
Findings: After a careful and thorough examination in the literature, it can be concluded that
a certain number of HRM strategies can be a remedy tool for ensuring effective e-governance
implementation and (HRM) practices might contribute to successful implementation of egovernance for the organizations.
Research Limitations: Due to theoretical character of the study, using the secondary data
brings some limitations as much as any other theoretical studies. Secondary data involves
using the data that was collected before by some other researches which also means that pastdata constitutes the primary type of data used in this paper. Additionally, the lack of control
over the quality of data may be another limitation of benefiting from secondary data in the
study.
Keywords: E-governance, Human Resources Management, E-governance Implementation
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EFFECT OF COGNITIVE DISORDERS IN ALCOHOL ADDICTS ON
PERFORMANCE OF TASKS IN THE WORKPLACE: SELECTED ASPECTS
Ewelina CHRAPEK

Regardless of the intensity of alcohol abuse, there is always a real risk of negative
consequences of drinking in the psychological sphere. This risk concerns various areas of
human psychological functioning, such as emotionality, personality structure or cognitive
processes. The latter concern memory, thinking, attention or so-called executive functions and
represent the basis for adequate perception of reality and collecting knowledge about the
world. Aim. The aim of this paper is to analyse relationships between selected cognitive
disorders in alcohol addicts and the quality of their performance of tasks in the workplace.
Methodology. The analysis was based on selected results of empirical research with the
participation of people addicted to alcohol. Findings. There is much empirical evidence to
support occurrence of cognitive dysfunction in addicts. A study of a group of 20 alcoholics
using the Wisconsin Card Sorting Test (WCST) confirmed disturbance of executive functions
and the association of this disorder with the duration of alcohol abuse. Executive functions
play an important role in almost every job, being responsible for the ability to organize, plan,
solve problems, make decisions or process information. Therefore, they are important to the
performance of simple tasks, e.g. re-writing data, and more complicated assignments, e.g.
financial risk analysis in a company. They are also related to attention control, which
translates directly into the quality of performance in addicted persons, especially the tasks that
require special attention. Similarly, in another study, alcohol consumption was associated
with cognitive flexibility disorders, psychomotor speed, perseverance response, and response
inhibition. Disturbances in these abilities can affect the quality of work, especially performed
in dynamic and changing conditions where a quick transition from one activity or concept to
another is required, as well as rapid action and decision making. Furthermore, in a
comparative study of the group of people addicted to alcohol and the control group,
differences were found in e.g. working memory. Worse indices in this memory observed in
alcohol addicts may translate directly and indirectly into most of the activities performed at
work, because the working memory continuously processes the incoming information, and its
proper function is the basis for the performance of more complex processes e.g. executive
functions, such as planning, conceptual thinking, problem solving, orientation and decision
making in complex situations. The disturbed function of working memory are noticeable
wherever it is necessary to remember at least briefly the information and use it (phone number
or report content), but also during work that requires integration of several activities at the
same time. Research limitations. The paper presents only selected disorders of cognitive
functions in alcohol addicts, which do not provide sufficient foundation for a comprehensive
assessment of their functioning in task situations in the workplace. Practical implications.
Despite these limitations, the paper directs the attention of managers and non-addict
employees to the importance of raising awareness of the problem of alcohol dependence and
motivating addicts to seek help.
Keywords: alcohol addiction, cognitive disorders, executive functions, tasks in the workplace
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PLANNING AS THE BASIC PILLAR OF THE EFFECTIVE TIME MANAGEMENT
Silvia LENČÉŠOVÁ, Zuzana LUŠŇÁKOVÁ, Mária ŠAJBIDOROVÁ, Oksana SOKIL
Purpose: Effective time planning is very important for managers in businesses. The aim of
the submitted scientific paper is to evaluate time planning in the managerial work of agrofood companies operating in the Slovak Republic.
Design/methodology/approach: The research was realized through the questionnaire, which
was based on the 5-degree Likert scale, where the respondents expressed the degree of their
agreement or disagreement with the particular statement. 214 respondents from agro-food
companies, which operates in the Slovak Republic participated in the research. Data
processing was performed using statistical program SAS Enterprise Guide 7.1. The statistical
relations and correlations between variables were performed using Cronbach alpha,
Spearman's test, Kruskal-Walis´ test.
Findings: Planning contributes to increasing efficiency through well, clearly and intelligible
defined goals. We have reviewed the time planning of business managers, what is the basic
pillar for effective time management. The importance and success of planning activities is
closely related to the way in which priorities are set, therefore which tasks in terms of their
urgency and importance based on the Eisenhower principle are important for achieving the
goals set. A remarkable finding is that up to 9.75% of respondents do not plan their working
time in advance at all. By many experts, day-to-day planning is seen as the basis for effective
time management. However, not all managers adhere to it in practice. Only 71.96% of
respondents create a daily task plan. As a result of the lack of time planning time thieves have
occurred at a much higher rate.
Research limitations: The research was realized from September 2018 to February 2019.
Respondents were business managers from agro-food companies, which operates in the
Slovak Republic. We have created the questionnaire based on the "How do you handle your
time" test by Godefroy, Ch. H and Clark, J. Inspired by this test, we have expanded response
options, and then we have also added some questions. In the future research we will add
others managerial functions affecting effective time planning.
Practical implications: In the paper, we have pointed out shortcomings and reserves in time
planning. We have also formulated suggestions and recommendations for managers to be
more efficient in time planning to achieve better results.
Keywords: planning, time management, efficiency, time thieves
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INTRODUCING “QUALITY 4.0”
Sami SADER, István HUSTI, Miklós DARÓCZI
Since it was initiated by the German Government in 2011, and the integration of its features in
the industrial production systems, Industry 4.0 (I4.0) became the topic of many research
works. Main research efforts were given to the technical issues, in addition to the impact on
human and many others management activities such as lean philosophy, production
management, logistics, and other topics.
Quality Management was also discussed by many other researchers in the context of Industry
4.0. However, researchers are still very conservatives to use the term “Quality 4.0” even
though it was mentioned many times as general opinion articles over the web, which haven’t
been approached by standard scientific channels.
Purpose: This paper aims to review the ongoing discussion over the web in order to conclude
the scientific foundations to use the term “Quality 4.0” in the scientific world based on clear
and defined scientific approach.
Design/methodology/approach: A literature review was conducted to collect all sources of
information where the term “Quality 4.0” was used, and then a discussion for the scientific
foundations which were given by authors to introduce (Quality 4.0) as new generation,
evolution, or revolution for quality management
Findings: There were different approaches to introduce Quality 4.0, first, based on the
development of Industry 4.0, and the introduction of similar terms such as Farming 4.0, thus,
Quality 4.0 is an extended quality management practice came based on Industry 4.0. second,
is the evolution of Quality practices which are more technology oriented much more than ever
before. And the third, which is discussing Quality 4.0 as further development to three
previous approaches to Quality, from Quality Control, to Quality Assurance and then to Total
Quality management.
Research limitations: This paper suggests the scientific foundations to use the term Quality
4.0 to represent the new approaches to Quality Management.
Practical implications: Further research will be required in order to extend the scope of this
paper.
Social implications: The scientific world (web of science and other research resources) are
not using the term Quality 4.0. this paper suggested the scientific foundations to use the term,
hence, this paper is suggested to be unique in its methodology and results.
Keywords: Quality 4.0, Industry 4.0, Quality Management, TQM
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PERCEPTION OF THE UNIVERSITY SOCIAL RESPONSIBILITY FROM THE
STAKEHOLDER PERSPECTIVE
Alica KAHÚNOVÁ, Markéta ROZKOŠNÁ, Sylvie FORMÁNKOVÁ, Renata KUČEROVÁ
Purpose: The paper deals with the social responsibility of the economically oriented faculties
of three public universities in Brno from the point of view of a one of the stakeholders companies in the South Moravian Region. The public universities are Faculty of Business and
Economics - Mendel University, Faculty of Economics and Administration – Masaryk
University, Faculty of Business and Management - Brno University of Technology. The aim
is to investigate the awareness and perception of companies of the socially responsible
behaviour of 3 selected faculties and their level of cooperation/or willingness to cooperate
with the high education institutions.
Design/methodology/approach: Before we approached the quantitative research a qualitative
investigation through the guided in-depth interviews with representatives of selected faculties
was conducted. Controlled in-depth interviews and secondary data has been evaluated
according to the methodology for measuring and evaluating CSR through ISO 26000. Data
from faculty observations were divided into 7 basic groups specially good governance,
human rights, labor practices, environment, consumer (in our case student) issues, fair
operating practices, community involvment and development. The main conclusions in this
paper are gained from the quantitative research that was based on the findings form the
qualitative data elaboration. The quantititive research was conducted through the semistructured questionnaires. The sample consisted of 431 respondents (companeis) from the
South Moravian Region, Czech Republic. The research was realized in November 2018. We
tested hypotheses of independence of the willingness of enterprises to cooperate and the
business field or the size of the company.
Findings: Based on the research we found out that companies consider the Faculty of
Business and Economics of Mendel University as the most responsible. However, they are
mostly aware of the activities of the Faculty of Business and Management - Brno University
of Technology and they are more willing to cooperate with them. Almost half of the
respondents (47.8 %) consider the social responsibility of the faculties as important. The
there is no relationship between the willingness to cooperate and the business field or the size
of the company.
Keywords: Corporate Social Responsibility, ISO 26000, high education institutions,
cooperation, business
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INNOVATION IN AGRIBUSINESS – SELECTED ISSUES
Agata KIELESIŃSKA
The aim of the article is to present selected issues of innovation in agribusiness in the field of
regional and traditional products on the Polish market.
The research was conducted using the desk research method based on the analysis of trade
journals in relation to the development trends of agribusiness and the information obtained
from participants of local events presenting traditional and regional products from the
northern Silesian region.
Specific raw materials, unique technologies, relationship with the region and its culture - these
are inherent features that differentiate regional and traditional products from foods produced
in large processing plants. The high quality of the discussed products is connected with the
use of traditional and ecological raw materials, such as old varieties of fruit, old varieties of
cereals and native breeds of farm animals. Hence the culinary heritage is related to the
preservation of biological diversity in agriculture.
In order to obtain the distinction of high-quality products related to the region or tradition, a
European labeling system was created - informing consumers that these products are high
quality and protecting producers against counterfeits of their products.
In Poland, about 39% of inhabitants live in rural areas, and more than 15% are employed in
agriculture. The cultural and historical richness of our country and the still used non-industrial
methods of agricultural production influence the quality of Polish regional and traditional
products. Poland has many products that stand out in terms of taste, aroma and methods of
their production, which have great recognition in the country and abroad. There are 1,387
products and dishes registered on the national List of Traditional Products - the majority of
traditional products comes from the Podkarpackie, Pomeranian and Silesian provinces. The
most common production of regional and traditional products is taken by people with
initiative who see them as an opportunity to improve their income and neighbors, promote the
"local homeland" and activate the local market. The production of regional and traditional
food protects the culinary heritage, integrates local communities and leads to the development
of the region, and provides consumers with the highest quality food products.
Keywords: regional products, regional and traditional food market
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THE ROLE AND EFFECTIVENESS OF MARKETING IN THE LOCAL
PRODUCERS’ TRADE – RESULTS OF A SURVEY FROM
THE REGION OF NORTHERN HUNGARY
Konrád KISS, Gábor KONCZ, Dóra NAGY-DEMETER, Bálint VARRÓ,
Mercédesz NÉMETH, Csaba RUSZKAI

Purpose: Todays, the food trade basically means an overstocked, concentrated market, where
the great-sized, multinational chain stores have the greatest market shares. For this reason, the
small agricultural producers can be driven out from the markets. Participation in short supply
chains (in SSCs) means an alternative solution for them to sale. SSCs are a politically
supported priority in the European Union, in the present budgetary period (between 2014 and
2020). In this support, reaching markets and marketing activities have great importance.
According to our experiences (gained in the Hungarian practice), the producers having small
farm-sizes, often ask premium-prices for their products. In the underdeveloped areas, or areas
with low density of population, generally, there are not satisfactory demand for these goods.
On the basis of our experiences, and from the viewpoint of some producers, marketing can be
a solution for the improvement of the selling, and for making the producers’ goods widely
known.
Design/methodology/approach: This research is based on a wide-ranged consumers’ survey
we made online, among the residents of North Hungary, in 2018 and 2019. The element
number of the sample (in advance) is approximately 1000 people.
Findings: From the survey - above the demographic data of the participants – it can be
demonstrated, that how far the residents prefer the small producers’ wares at the times of
buying foods, and that what kind of marketing channels they use and how efficient that are.
According to our previous results, the most typical marketing channel is the „mouth
advertisement,” because most of the customers receive information about producers’ wares
from their relatives and acquaintances or from the producers’ themselves. Furthermore,
mostly these information channels had effective influences to their buying decisions.
Research limitations: Our survey is a part of a comprehensive research, and it originates from
the region of Northern Hungary. We spread this questionnaire online, primarily by direct
request, and by public media. While it is an online survey, in our sample, (foreseeably) the
share of younger responders with higher education levels are higher, compared to the average
of the population. (As they are the experienced computer users.)
Practical implications: Our results help to assess the efficiency of the marketing activities
linked with short supply chain- and small producers’ trade. It points to marketing channels
that are effective from the viewpoint of our consumers’ sample. It helps to identify the
optional ways of the marketing-based improvements in the SSC-trade.
Keywords: short supply chain, marketing, food marketing, consumer, survey
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LINKAGE BETWEEN SOCIAL CAPITAL AND SOCIAL IDENTITY AND
ITS EFFECTS ON ORGANIZATIONAL PERFORMANCE
Beatrice NDIBE, Vincent ONODUGO

The indigenous private manufacturing firms in Nigeria and particularly in the south-eastern
states of the country are struggling to keep their heads above water. Their contribution to
Gross Domestic Product (GDP) is abysmally low. Similarly, the social environment of the
workplace seems not be motivating the employees to the extent of improving their behaviour
towards improved performance and sustainable growth. There seems to be lack of employees’
commitment since leadership places more emphasis on revenue generation with little or no
regards to the role that employee’s social identity plays - a development that has remained
consistent and worrisome. In consideration of probable causes and implications on the
performance of the manufacturing sector in the zone and Nigeria in general, the study was
carried out
Purpose: The purpose of the study was to investigate the relationship between social capital
and social identity on employee performance; and to determine their effects on the overall
performance of organizations as a whole.
Design/methodology/approach: To achieve the objective, a cross-sectional survey design was
used, and data were collected from 350 employees -- representing the sample size of the
population of ten purposively selected manufacturing organizations in the southeast
geopolitical region of Nigeria via structured questionnaire and oral interview. Collected data
were analyzed using descriptive statistics, while the Spearman bivariate correlation technique
and ordinal logistic regression technique were used for hypotheses testing.
Findings: The study found a strong positive co-relation between social capital and social
identity. Findings further show that employee social identity in the organization strongly
affects performance.
Research limitations: The study covers a very small segment; hence expanding the scope of
the study to cover the entire country will be useful in corroborating (or otherwise) the research
findings.
Practical Implications: The implication of the finding for business organizations, especially
those in southeast, Nigeria is the urgent need to rethink their philosophies and policies to
include values and practices that will improve social interaction among employees in the work
environment.
Keywords: social capital, social identity, organizational performance
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EMPLOYEE ENGAGEMENT - THE ROLE OF COMMUNICATION
IN MULTICULTURAL SETTINGS
Nalina GANAPATHI
In the organizations where diversity is in place, communication is considered to be an
important instrument for binding, enhancing employee morale, promoting transparency and
reducing attrition. It helps in identifying and systematizing deficits, defining the role that can
drive the employees to be engaged. It is fundamental to a sustainable relationship of
employees, which helps to achieve organizational goals. Employee engagement lays a role
that allows the multicultural organizations to exploit their financial potential and engross
healthy relationships between employees at all levels that contributes to the increase
engagement, which in turn balance the economic result. However, where there is a failure,
conflict situation occurs and that obviously touches the growth and stability of the
organizations. Consequently, it becomes necessary to study the influencers that affect the
communication flow, which in turn greatly impact employee engagement.
Purpose: Despite the familiarity of the topic, it appears to be the existence of very limited
researches done on the role of communication in employee engagement focusing one single
multicultural organization. The objective of the study is to investigate the influence of
communication in employee engagement in the multicultural settings and to study the rigid
obstacles that are being stoppages for the free communication flow.
Design/Methodology approach: To achieve the objective, a single multicultural organization
based in Europe was taken, which has a culturally diverse workforce of about 1880 from 150
nations. To understand the level of influence of communication, an association between
demographics and employee profile was investigated by applying chi-square analysis apart
from applying correlation analysis to gauge the association between employee engagement
and communication.
Findings: The findings of the chi-square analysis showed that there is no association between
demographics and employee profile. Further correlation analysis clearly revealed that there is
a high degree of linear association between employee engagement and communication.
Further the research confirmed that there existed barriers that obstruct the communication
flow.
Research Limitations: The study is limited to employees of one single multinational
organization. The result may not be applied to other multicultural organizations due to
variation in size, employee profile and organizational culture. It is highly recommended to
management to encourage employees to participate in the induction programme irrespective
of their grade to gain in-depth knowledge about the organization and its culture that would
help to groom employees on the implementation of their essential variances and leveraging
diversity to build competences. Further in order to enhance employee commitment for the
benefit of the organizational stability and to eradicate communication barriers, it is worth
focussing on implementing future in-depth research for an impartial analysis to identify
communication glitches.
Practical and Social Implications (only if applicable): Not applicable
Keywords: Communication, Organizations, Diversity, Employee Engagement.
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THE RELATIONSHIP BETWEEN GOVERNANCE AND TRANSPARENCY AND
CAPITAL MARKET PERFORMANCE IN VISEGRAD GROUP
Musaab MOUSA, Judit SÁGI, Zoltan ZÉMAN
Capital markets play an important role in the modern economics as a mirror of economic
status as well as many economic, political and social factors affect capital market
performance such as governance quality level and the level of corruption or the lack of
transparency.
Purpose: to determine the kind and direction of relationship between capital market
performance from the first hand and country rating in term of (1) Worldwide Governance
Indicators WGI issued by World Bank and (2) in Corruption Perceptions Index issued by
Transparency International Organization from the another hand in Visegrád Group countries.
Design/methodology/approach: the research is adopted descriptive and analytical approach
by using the Secondary data presented by stocks exchange information from their websites as
well as the information issued by World Bank and Transparency Organization regarding the
indicators under study for period 2011-2018. The time series analysis has been applied to
identify the correlation and regression level between the variables.
Findings: the correlation between the capital market performance measured by market Index
and governance level measured by WGI and Corruption level measured by TIO index varies
according to the four studied countries.
Practical implications: the results of research can participate in capital market enforcement to
attract the potential investors by enhancement the level of governance and transparency which
could be a fit approach for regulatory institutions in Visegrád Group countries. As well as the
research can participate in provide deeper understanding of complicated value creation in
capital market.
Keywords: Visegrád Group, WGI, Transparency International Organization, Stocks exchange
Index.
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INSOLVENCY PREDICTION WITH OR WITHOUT CASH FLOW INDICATORS:
THE CASE OF LATVIA
Maris FREIFALTS, Gaida PETTERE, Irina VORONOVA
Purpose: The research is related to solvency forecasting methods and their models, their
possible application and determination of precision. A reliable and accurate mechanism for
warning of corporate failures can make the stakeholders of manufacturing companies forecast
potential problems accordingly and timely, with an appropriate level of confidence. The
research focuses on models that include cash flow indicators. The objective of the study is to
explore available models, examine whether those that are including cash flow indicators are
more precise in solvency prediction than those who miss them.
Design/methodology/approach: The study is based on data from randomly selected 300
Latvian manufacturing companies with an annual turnover of 1 million EUR to 3 million
EUR over the period of 2011 to 2016. The paper examines different types of models and the
validation is performed by estimating two types of errors and using receiver operating
characteristic (ROC) curves. A Type I error occurs when a model does not predict
bankruptcy. A Type II error means that the model has predicted a solvent company as
bankrupt. The research methods are as follows: monographic, graphical, analysis of statistical
data, correlation and comparative analysis.
Findings: Solvency prediction models provide uneven results that have been confirmed by
studies of other researchers; however, there are solvency models that, in the authors’ opinion,
are successfully adaptable for the purpose of insolvency prediction.
Research limitations: According to the law, not all companies have to draw up cash flow
statements; therefore, part of the data of the sampled companies was not available. Although
financial data of all Latvian manufacturing companies that became insolvent in 2016 were
used, the number of insolvent and solvent companies was asymmetric.
Practical implications: The results of the study comprise the authors’ considerations of the
models as recommended, possible and not recommended for predicting insolvency of Latvian
manufacturing enterprises.
Keywords: solvency models, solvency forecasting, cash flow, bankruptcy, validation
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OBSCENE VOCABULARY IN ADVERTISING: PSYCHOLOGICAL
EFFECTIVENESS
Olga PATOSHA, Ekaterina SELIVANOVA
Purpose: Advertising is a huge industry that has a massive impact over modern society. In
some advertising campaigns of youth brands obscene language is used in a veiled form to
attract the attention of young people, became quite popular in Russia. Previous research
regarding unethical advertising was controversial: there were studies, proving its
effectiveness, studies proving its ineffectiveness and also studies claiming that its
effectiveness depends on the audience specifics. However, there was a gap in the literature
concerning specifically obscene advertising vocabulary. Another problem is that there are
multiple ways to measure advertising effectiveness, upon which researchers often disagree.
Current study represents the psychological approach to the problem of advertising
effectiveness. The purpose of this research is to check, whether obscene vocabulary
advertising has an impact upon different response variables: brand recognition or brand recall,
attitude toward advertising, attitude toward the brand and purchase intention.
Design/methodology/approach: There were 8 target print ads used: 4 for control group and 4
for experimental. To ensure external validity of an experiment, advertisements in
experimental condition were picked from a wide array of real obscene-vocabulary advertising
examples, found online. To ensure internal validity, these ads were retouched in a way, so that
they remained absolutely the same, except for obscene part, i.e. obscene vocabulary lines
were replaced with non-obscene ones. To measure psychological effectiveness we used Brand
recognition technique by V.Vlasova; Hierarchy of effects model questionnaire ( MartínSantana et al.), which assess attitude toward advertising, attitude toward the brand and
purchase intention. The sample of the study was 221 respondents, (100 experimental and 121
control); female (72% in experimental and 68.6% in control condition); 21-40 age group
(80% in experimental and 76% in control condition).
Findings: Our findings suggest that brand recall is not affected by exposure of the subject to
obscene vocabulary advertising. However, obscene vocabulary advertising does impact
attitude toward the brand in certain cases (1 out of 4 obscene vocabulary advertisements in an
experimental condition had negative effect). At the same time, attitude toward the ad and
purchase intention variables were not significantly different for control and experimental
conditions.
Practical implications: The obscene advertisement use has not been justified by current
research: obscene advertisement does not cause better brand recall, the effect of obscene
advertising upon brand attitude was found to be negative in some cases. Also present study
have not found any proof that obscene vocabulary advertising causes purchase intention to
increase.
Keywords: obscene advertising, psychological effectiveness of advertising, brand
recognition, hierarchy of effect.
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ANALYZING ONLINE LEARNING BEHAVIOURS BY THE EXAMPLE OF
‘BASICS OF COMPUTER SCIENCE’ UNIVERSITY COURSE
István PETŐ, Márta Zsuzsanna PÁSZTOR
Purpose: As a consequence of constant reduction of contact hours in universities there is
strong interest for those (virtual) learning environments (Learning Management Systems,
LMS) that supports students either in independent or in collaborative learning. These learning
platforms help students to acquire theoretical background and deepen practical skills and also
support teachers in many aspects of course management. So this technology has greatly
impacted teaching-learning process.
We have another motivation to examine this field: We teach the ‘Basics of computer science’
course in every bachelor program in Faculty of Economy and Social Sciences of Szent István
University. The aim of these courses to enhance the abilities of students that are necessary
through their education program: searching, processing, analyzing data and textual
information, elaborate studies. Since this material is part of the studies in secondary schools,
freshmen in universities are supposed to use independently these skills. However, according
to our observations and studies written in other universities it is not the case: large proportion
of students has rather low computer skills in the above-mentioned fields.
For these reasons we have started to search for those quantifiable characteristics that can help
us examine the learning habits of students in our courses.
Design/methodology/approach: Over the past decade we have set up online courses in
Moodle learning management system in the ‘Basics of computer science’ topic. We provide
there learning materials as well as make students fulfill their tasks (upload essays, take
quizzes etc.) online. In the end they can see their results and grades in the online course as
well. During these years enormous number of log entries of users’ activity have been
collected in our database.
In this study we examine this database in order to find out how students’ activities in online
space affect their result in this practical course. Based on these findings we aim to identify
characteristics of students’ behaviour, special attitudes and needs of students and to find how
to fulfill them during the classes or by further developing our learning management portal.
The dataset we use contains the results of an entry test and a questionnaire about computer
skills of students, logs of their course activities and their grades. We can segment the dataset
by degree courses, types of degree and gender.
Findings: We compare the initial knowledge of students and their grades achieved in the
course with their activities in our LMS.
Practical implications: Patterns of student learning we discover through log analysis could
create basis for motivation of students and development of our course pages. Long term
research could help in equalization the skills of students with different initial level of
knowledge and in reduction the rate of school-leaving.
Keywords: e-learning, log analysis, online behaviour analysis, educational data mining,
learning analytics
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LEADERSHIP AS VALUES WORK
János FEHÉR
While power and influence had been historically–and have remained–key in interpreting
leadership, other issues, including the representation of the values of followers / societies,
groups and their members by the leaders have also been crucial in gaining insight into this
phenomenon. The leaders as representatives perspective is a counterpoint of the
power/influence perspective. Under the leaders as representatives perspective “leaders are
those who (1) best represent the values of their followers and (2) are better at solving their
followers’ problems and achieving their goals”. (Humphrey, 2014, pp. 6-7). The
aforementioned perspective is about leadership as a generic phenomenon, and is not restricted
to problems of leading in a societal sense, e. g. public organizations, or social-political
movements. In this paper I refer to certain arguments for the necessity of a better inclusion of
the representativeness perspective of leadership into the discussion about organizational
leadership. The power/influence perspective has been well articulated in mainstream literature
sources, and a better articulation of the leaders as representatives perspective can be
instrumental in understanding, practicing and teaching the whole phenomenon of leadership.
Out of the whole perspective this paper aims at dealing with the first, namely the
“representing of the values of followers” broad sub-perspective.
Purpose: Through the value representation sub-perspective a variety of interrelations between
leadership and values can be studied. Before dealing with the leaders’ values work the place
of values work within the disciplinary system of organizational management is to be further
clarified. Therefore the purpose of this paper is to deal first with positioning values work
within managerial disciplines. Another goal is to identify core values work dimensions
offered by works of selected authors.
Design: This paper reviews certain fundamental scholarly approaches of the field and on the
basis of their meta-analysis offers interpretations about the role and types of values work.
Findings: Through this study the broad social leadership function of organizational
management will be further highlighted, and, as a result, a draft typology of values work
dimensions will be offered.
Keywords: Leadership perspectives, leaders as representatives, values work, generic social
function of leadership, dimensions of values work
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ANALYSIS OF COMPETENCE RESOURCES AS A KEY RECRUITMENT TOOL
IN ORGANIZATIONS
Agata PRZEWOŹNA-KRZEMIŃSKA
Purpose: The aim of this paper is to investigate the use of competence profile as a key
recruitment tool in companies that helps employ the most professional and responsible
employees for specific positions. Appropriately selected recruitment and selection tools in the
organization determine its innovativeness, and, consequently its effectiveness and efficiency.
For each HR team that conducts recruitment in the enterprise, the priority is to acquire a
committed, professional specialist who identifies with the mission of the organization and
represents it outside while building its image and becoming its real spokesman. It is not easy
to find and employ people with necessary competencies, i.e. employees engaged in their work
and doing the duties professionally, conscientiously, and with enthusiasm.
Methodology/Findings: The paper has a theoretical and empirical character. In the theoretical
part, the concept of competencies will be defined, with presentation of their division, types
and ways of acquiring. Theoretical aspects of employee recruitment will also be described,
with particular emphasis on modern recruitment methods and tools used in organizations
today. The empirical part will present the analysis of the results of a questionnaire addressed
to graduates from universities of technology. The questionnaire contained several questions
concerning competencies acquired during the university course and competencies currently
required by the employers. An analysis of the results of a survey conducted among Polish
companies employing more than 100 employees will also be presented. Of the organizations
surveyed, 76% use personality and competence tests in the external recruitment process. The
purpose of the competence tests is not to screen candidates for operational positions but to
search for and fill at least middle-level vacancies. This fluctuating tendency to look for "new
blood" favours the external labour market by adapting to the personal demand. Companies
have a very flexible approach to job management in the context of recruitment. Worldwide
data show that competence tests are used to fill 80% of senior management positions, 72% of
middle-level management positions and only 59% to fill the lowest level positions. The aim of
the paper is also to present methods that allow for identification of competence profiles of the
most desirable employees, regardless of the place of functioning of the organization.
Recently, the most desirable are the so-called transferable competencies, which are also
referred to as meta-competencies (universal and interdisciplinary). Such competencies are
most desirable in all professional groups and enterprises since they are flexible and can be
used in a variety of changing environments, especially in the era of implementation of new
technologies and innovations (e.g. knowledge management). Employees who are equipped
with universal competencies can use them in many unpredictable situations and contexts.
Furthermore, they can constantly develop them regardless of their job, workplace, position,
etc. The results of the study are of an application nature.
Keywords: competencies, recruitment, competence tests, competence profile, recruitment
tests.
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ANALYSIS OF THE CAPITAL STRUCTURE OF THE SWEDISH SME SECTOR
BETWEEN 2009 AND 2017
Tamás NÉMETH, Petronella GYURCSIK

In this days, every business has to develop a successful and sustainable operational strategy in
a globalized economic and social environment. All this plays an important role in the aspect
of fast technological innovations and the changes of macroeconomy. The business needs
financial sources to realize their strategies with this, which are chosen by conscious planning
for maximum profitability.
Purpose: The purpose of the research is to analyze that factors, which are determining the
profitability and have an effect on equity and long-term and short-term liabilities, based on the
basis of the data of small and medium-sized enterprises for the period 2009-2017, NACE
Revision 2 adapted to the European Union statistical classification system.
When choosing this theme, we basically assumed that the creation of an optimal capital
structure (through increasing profitability and efficiency) able to increase the profit,
furthermore, besides the strategic/investment decisions of the examined companies, the
financing decisions also have a prominent role to play in gaining a competitive edge in the
global market, as they determine the success of the company and the basis for its survival.
Design/methodology/approach: The research analyzes (with correlation analysis) the annual
report of 1,000 Swedish companies between 2009 and 2017, which were continuously
operating throughout the period and belonged to the SME sector.
Keywords: capital structure, profitability, business strategies, business models, financing
decisions
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THE EVALUATION OF FOREIGN TRADE WITH AGRICULTURAL AND
FOOD PRODUCTS IN THE SLOVAK REPUBLIC
Patrik ROVNY, Maria HAMBALKOVA
Purpose: Foreign trade is one of the decisive factors influencing the growth of countries and
the entire global economy. Foreign trade has an impact on the creation of internal economic
balance (transformation function) and participates in the international division of labor with a
resultant effect of saving national labor and resources (growth function).
The Slovak foreign agri-food trade had an unsuitable development during the last years. The
decreasing negative balance is presenting a threat in connection with the competitive
commodities, which we can produce in the domestic agrarian market.
The article is focused on territorial and commodity structure of the Slovak foreign agrarian
trade. The aim of this paper is to analyze development of trade and competitiveness of
agricultural and food commodities.
Methodology: The article analyses agro-food trade in period from the year 2004 to 2017
(period after EU accession). There is possibility to use different indicators by examining
competitiveness of chosen agricultural products groups. To identify comparative advantages
are used following indicators: RCA index (Revealed comparative advantage index) and its
modifications RCA 1, RCA 2 and Gruber-Loyd index (GLI index) and Lafay Index (LFI).
Findings: The results show that the value of agricultural exports and imports was growing
during the analyzed period while the growth rate of agricultural exports was below the growth
rate of agricultural imports. Although the value of the Slovak agricultural trade grows very
quickly, it is worth noting that agricultural trade represents only a marginal share of the total
trade of the Slovak Republic. Higher dynamics in agricultural trade is mainly due to higher
growth in prices of agricultural and food products, and by changing structure of the Slovak
agricultural export with a higher proportion of semi-processed and finalized products.
Agricultural exports increased from Euro 1,142 billion in 2004 to more than Euro 2,836
billion in 2017 and imports rose from Euro 1,663 billion to more than Euro 4,238 billion in
the same period.
The territorial structure of the Slovak agricultural trade is many years almost same. Most of
exports and imports are realized with the EU 28 countries. The share of the EU as the most
important partner is currently about 97 %. This fact also means strong Slovakian dependence
on the European Union; in 2005, this share reached already 96 %. . Slovakia is mostly trading
with the countries as Czech Republic, Poland, Hungary and Germany.
From the point of commodity structure, Slovakia is exporting mostly these agricultural
product groups HS04 (Dairy produce; birds' eggs, natural honey), HS10 (Cereals), HS17
(Sugars and sugar confectionery) and HS12 (Oil seeds and oleaginous fruits). On other side
Slovakia is importing following groups HS02 (Meat and edible meat offal), HS04 (Dairy
produce; birds' eggs, natural honey), HS22 (Beverages, spirits and vinegar) and HS21
(Miscellaneous edible preparations).
Keywords: foreign trade, agricultural products, export, import, comparative advantage

13-14th June 2019, Gödöllő, Hungary

82

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

SUSTAINABLE GASTRONOMY: KRAKOWICE PROJECT
Katarzyna PONIKOWSKA
Purpose: In 2018 two cities of Katowice and Krakow (Krakowice) prepared and realized a
project titled: Creative Crossroads. The main objective was to evaluate and asset the potential
of culture and creative industries in both cities in reference to the 17 United Nations goals of
Sustainable Development. The idea of the project, and thus the research was directly inspired
by two events: UNESCO Annual Meeting of Creative Cities Network (Krakow and
Katowice), June 2018 and United Nations Climate Change Conference (Katowice), December
2018. The project was based on selected aspects of creative industries and levels of culture.
The main focus was placed on issues connected with film, new media, crafts, literature,
music, design and gastronomy. All these fields were analyzed, in the reference to previously
named 17 goals, during debates organized in both cities. Their participants were chosen
among influential persons in aforementioned disciplines. The research was conducted during
and after the debates by the team of academics, each responsible for one of the topic.
Design/methodology/approach: The paper will concentrate on the results of the research done
in the field of gastronomy (the topic, that the author was responsible for), the element of
culture, sometimes being underestimated in cultural discourse but still crucial in shaping
sustainable lifestyles by creating patterns of healthy and responsible living as well as the
attractiveness of the city itself. To gather research data the authors used a method of
sociological intervention through observation, content analysis and desk research.
Findings: The output of the research was a report which compared the policies and ideas
represented in both cities. It also created some suggestions and indications for local policies
how to enrich the potential of gastronomical institutions, increase inhabitants knowledge on
food management etc.
Research limitations: The conclusions seemed to be both meaningful and interesting,
therefore further research evaluating the process of implementing the results (conclusions) of
the debates might be of great value.
Practical implications: The research was planned and designed to create some practical
indicators for local authorities and organizations responsible for implementing sustainable
ideas in life of inhabitants and visitors. As the main output the lists of more or less detailed
implications were created by each group in cooperation with the researchers.
Social implications: Therefore it might be assumed that, if successful, the actions of these
institutions will increase people awareness and knowledge of how to be responsible in
creating healthy and better in its quality life. In case of gastronomy it may be achieved for
example by creating chains of suppliers and customers, organizing events promoting local
food or supporting gastronomy education.
Keyords: sustainable gastronomy, goals of sustainable development, food management
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KNOWLEDGE ABOUT MOBBING AMONG STUDENTS OF THE FACULTY OF
MANAGEMENT OF CZĘSTOCHOWA UNIVERSITY OF TECHNOLOGY
Małgorzata RANDAK–JEZIERSKA
:
Interpersonal relations in the workplace are not only an important factor affecting the
atmosphere in the organization, but can also affect staff motivation, quality of performing
professional duties and correlate with health status of employees and their general life
satisfaction.
Mobbing represents a dysfunction of interpersonal relations and one of the pathologies in
human resource management in organizations. It is defined as persistent moral harassment,
and psychological terror in the workplace. Definitions emphasize the aspect of deliberate
harm to the employee (by ridiculing, intimidation, humiliation, harassing, destruction of
authority, discrediting his or her quality of work, isolation, depriving of access to information,
etc.) by one or more people in order to subordinate the employee or make them leave work.
The consequences of this type of behaviour are serious for both the employee and for the
entire organisation. The employee who is the victim of mobbing may experience
underestimated self-esteem, guilt, shame, sense of harm and helplessness, anxiety; depressive
states, loss of physical and mental integrity, post-traumatic stress disorder, suicidal thoughts,
addictions, etc. These symptoms destabilize the professional activity of the employee and
even lead them to give up the profession. Furthermore, the effects of mobbing on the
organization include: employee absenteeism, high staff turnover, insufficient professional
usefulness of the employee, which translates into low productivity and efficiency, loss of
good corporate image and customer trust. Obviously, all these effects translate into concrete
financial losses for companies.
Therefore, there is a growing interest in the problem of mobbing in the work environment.
The examined characteristics include the scale of the phenomenon, its causes, risk factors,
effects on the individual and on the organization, methods to cope with problems, creation
and effectiveness of intervention programmes, etc.
The aim of the paper was to evaluate the level of knowledge about mobbing among university
students of management sciences, i.e. future managers of organizations. Their knowledge
about mobbing determines the future attitudes of the organization towards this phenomenon,
the choice of the reactions to mobbing, development of corporate anti-mobbing policies,
preparation and implementation of anti-mobbing procedures, supporting victims and
modification of the undesirable behaviour of the perpetrators of mobbing.
The research method was a questionnaire interview conducted with the use of the auditorium
questionnaire.
The results obtained may be used by universities to adapt curricula concerning pathologies in
human resource management to market needs.
Keywords: mobbing, student, knowledge
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PATTERNS OF SUSTAINABLE CONSUMPTION IN BEHAVIOUR OF ELDERLY
PEOPLE ON THE MARKET IN POLAND
Felicjan BYLOK
In discussions on sustainable development, significant topics are those of the alternative ways
of consumption with regard to consumerism whose aim is to restrict the threats to the natural
and social environment. One of them is that of sustainable consumption which refers to the
utilization of products in such a way as to fulfil the basic needs and contribute towards better
standards of living with the simultaneous minimization of the use of natural resources and
toxic materials, in order not to threaten the needs of the future generations. As a result of this,
certain groups of consumers are increasing their level of awareness of the need to change their
consumer habits in the direction of responsible consumption. Likewise, as a result of this, the
volume of ecological products on the consumer market designated for these consumers is also
growing, in which these consumers fear the negative effects of modern consumption on the
natural environment and on themselves.
The principal aim of the herein paper is the search for the answer to the following question:
To what extent do the patterns of sustainable consumption occur in consumer behaviour
among elderly people in Poland and what barriers emerge in their implementation? The
assumed aim was executed thanks to the application of the method of critical analysis of both
domestic and international literary sources associated with sustainable consumption, as well as
analysis of the results of empirical research in terms of the scope of occurrence of the patterns of
sustainable consumption among elderly people.
The empirical research was conducted in 2011 and 2018 with the aid of a standardized
questionnaire conducted with the CATI technique. The empirical research reveals a relatively
high level of declaratory consumer behaviour characteristic of sustainable consumption. The
potential spread of the patterns of sustainable consumption is certified by the declarations of
older consumers that draw attention to the ecological origins of products, while also express
readiness to change their purchasing habits in favour of more environmentally friendly items,
It is possible to think that the awareness of social responsibility for the natural environment
among consumers shall become widespread and have an impact on the acquisition and
utilization of goods that are friendly to the natural environment.
The research results acquired with regard to their declarative nature constitute the basis of
limited conclusions. The research related to the declarations of respondents which do not
always match the actual behaviour in the area of sustainable consumption. With relation to this
fact, it is worth undertaking qualitative research with the aim of becoming familiar with the
actual behaviour of consumers in the area of sustainable development.
The research results acquired provide information in terms of the magnitude of the potential
of demand for ecological products among elderly people for enterprises that offer such
products on the market.
The research results referred to in the herein paper indicate potential changes in the approach
of consumers with relation to the choice of products and forms of consumption on the market
and improvement of the quality of their lives.
Keywords: consumer, consumer
consumption, elderly people.
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UNIVERSITIES IN POLAND AS SOCIALLY RESPONSIBLE ENTITIES.
CSR AT SELECTED UNIVERSITIES IN KRAKOW
Łucja KAPRALSKA, Marzena MAMAK -ZDANECKA
Purpose: In November 2017, 23 universities in Poland signed the Declaration of Social
Responsibility of the University. Therefore, they commit to implement the principles of social
responsibility in the full scope of their activities, as well as to spread it among their
environment and key groups. The aim of this presentation is to present the three pillars on
which the strategy of comprehensive development of the academic community is based. First
of all, we will refer to the principles of Corporate Social Responsibility in their contemporary
wording. Secondly, the goal is to show the specificity of CSR in relation to a particular
institution, which is the university. The third goal refers to the social practice of harmonizing
educational, scientific and social activities with the business mission and intersectoral
cooperation and the foundation of CSR activities.
Approach: The assumed goal will be achieved by means of a case study of selected
universities, which will demonstrate examples of practices showing how, two years after the
Declaration, universities implement this idea and what CSR trends and activities at selected
universities.
Research limitation and findings: CSR projects implemented by universities introduce the
principles of social responsibility assume diverse forms of activities, carried out on various
levels, which limits the possibility of comparing them, but allowing for the identification of
good practices.
Practical implications: The social responsibility of the university is expressed on many
levels: university - student relations, responsibility for conducted research, ethical work
environment, cooperation with business, activities for the social and natural environment and
supporting the local community, law enforcement and many others. The academic dimension
of CSR is linked to the contemporary perception of the university which equally emphasizes
the marketization and implementation of research results, and education and research
activities as well. The socially responsible university thus becomes an enterprising university
becoming a partner in the national and international economic and labor market.
Social implications The application of the social responsibility principles of the university is a
way of long-term "differentiation" in activities having a positive impact on public education,
social and natural environment and cooperation with stakeholders, thereby minimizing the
negative impact. As the main mission of the university as the subjects of social life is to
educate the future elites of business, administration and education, it is necessary to develop
students' competences such as ethics, prosocial and civic attitudes to become the norm in their
further social, professional and business activities.
Keywords: CSR, socially responsible university, ethics and work culture, education,
stakeholders, sustainable development and innovation

13-14th June 2019, Gödöllő, Hungary

86

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

HUMAN FACTOR IN THE ASPECT OF DIGITAL INFORMATION IN
BUSINESS ENTERPRISES
Paweł KOBIS
Purpose: The paper concerns the issues of information security in contemporary enterprises.
This is currently one of the main issues discussed both in the area of scientific research and
popular science and industry studies. Information security is analysed at different levels of
economic entities operations. This concerns both technical area (computer hardware,
software) as well as man’s activity area, as an entity responsible for particular information
management. Developing an efficient, considering all elements of potential risk, system of
information security management requires constant improvement of the existing information
management base both on the side of technical protection measures as well as constant
process of employee training in the aspect of proper behaviours concerning acquiring,
processing and archiving information. While analysing the literature on the subject one can
observe that the key factor that influences information security is so called human factor.
Particular behaviours of employees, their competencies, are of key importance for ensuring
security of information resources.
In the present paper the author has also described contemporary functioning solutions in the
area of computer aided information management. Both traditional solutions based on
stationary IT infrastructure of enterprises as well as solutions that function in the cloud
computing model have been described here. The author indicates advantages and
disadvantages of particular solutions in the aspect of information security. While describing
informatics solutions a particular stress has been put on the role and actions of man in the
scope of IT base maintenance, which currently is the main environment for information
resources processing.
A separate, short subchapter has also been devoted to outlining most important legal
elaborations in force, which also condition behaviours of employees in the area of information
management, in the area of personal data in particular.
In the empirical part the author has made an attempt to distinguish a set of factors that decide
about information security from the perspective of using computer equipment and which have
a direct impact on protection of digital information resources. A separate group of factors has
been distinguished for employees that use a traditional IT base and a separate one for the
employees making use of cloud computing solution. Then, the acquired sets of results have
been subjected to a comparative analysis.
Design/methodology/approach: The research was conducted among the employees of
economic entities, who are responsible for information security management. Purposeful
selection was applied in the form of a survey questionnaire that made use of CAWI technique.
Findings: As a result of the conducted research differences have been demonstrated in the
approach to information security in the process of computer equipment use depending on the
applied model of information processing.
Practical implications: Identifying a set of factors that have a direct influence on protection
of digital information resources may support processes of developing and implementing
particular trainings for enterprise employees so as to reduce the risk of loss and unauthorised
access to information resources of an economic entity.
Keywords: security, information, IT system, enterprise, competencies
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THE IMPACT OF SOCIAL CAPITAL ON THE QUALITY OF WORKPLACE
ENVIRONMENT IN THE EUROPEAN UNION
Igor BORISOV, Szergej VINOGRADOV
Purpose: The quality of the work environment must take into account the challenges of the
digitalization era. This means a strong demand to encourage creativity, decision-making and
other elements of human-oriented relationships between management and employees.
Therefore, the overall goal of this study is to examine the impact of social capital on the
workplace environment in the European Union. More specifically, the current research
addressed the following hypotheses: social capital is associated with 1) organizational trust; 2)
a significant negative effect on aggressiveness and social toxicity of the working
environment; 3) the creativity of employees.
Design/methodology/approach: To achieve our research aims, secondary data analysis was
conducted, using the European Social Survey (ESS), World Values Survey (WVS), European
Working Conditions Survey (EWCS). Analysis of variance, cluster analysis, correlation
analysis, and factor analysis were estimated to address the hypotheses.
Findings/limitations: Results indicated a significant relationship between the elements of
social capital and workplace environment for anyone factor examined. The strengths of this
study include large sample size, high response rate, prospective study design, and statistical
control for a number of potential and already known confounding factors. Several limitations
of this research related to the scales of variables were also identified in practical work. For
example, in the same reports, part of the scales could be binary, and the other could contain
five levels on the Likert scale. In order to maintain the accuracy and uniformity of certain
groups of indicators, some of the questions had to be abandoned.
Practical implications: Based on these results, this study includes implications for practice as
well as recommendations for future research. The implications of the new findings are also
discussed. The findings of this research have made several contributions to the literature and
can be of use to policymakers in both developed and developing countries.
Keywords: creativity, innovation, social capital, organizational trust, workplace environment
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EVALUATION OF THE DEVELOPMENT OF PRICE IN THE PRODUCTION OF
SELECTED COMMODITIES IN THE SLOVAK REPUBLIC
Monika HUDÁKOVÁ, Mária FARKAŠOVÁ
Purpose: Food spending is the most important component of household consumption
expenditure. In 2017, annual food expenditure in the Slovak Republic amounted to 784 Euros.
The largest amount is for meat and it is on average 212 Euros per year. Agricultural
commodity prices are constantly changing, depending on production and consumption. Very
unstable food prices, extreme price increases and collapses are undesirable. Consumer food
prices are still too high and consequently product substitution and poor consumption patterns
occur. The aim of the paper is to evaluate the mutual price relations between the purchase,
sale and consumer price of selected commodities, namely pork and beef in Slovakia and their
impact on food consumption on the Slovak market in 2010-2017. It evaluates the factors that
may affect the current development of selected commodity prices, identifies risks and
proposes measures to eliminate them.
Design/methodology/approach: The source of input data for the evaluation of price
development at individual stages of the food vertical will be the price databases of the
Statistical Office of the SR (purchase, consumer prices), the Ministry of Agriculture and Rural
Development of the Slovak Republic, the National Agricultural and Food Centre of the
Research Institute of Agriculture and Food Economics Bratislava. Logical methods (analysis
and synthesis; induction and deduction; concretization, comparison) will be used to achieve
the relevant statistical result.
Findings: Analysis of the price evolution in the food vertical implies the prices of inputs to
agriculture, agricultural products, food products and consumer food prices based on price
scissors, and for selected products based on price quotations, the highest price increase in the
period under review was seen in consumer food prices, while prices of food producers grew
the slowest. Since 2010, price scissors have been closed at all stages of the food vertical, in
addition to the price of food processing prices to their consumer prices.
Research limitations: In recent years, the Slovak Republic has lost its self-sufficiency in
decisive food groups, especially in animal production, but also in vegetable and fruit growing.
This is evidenced by the share of domestic consumption in domestic production and by the
development of foreign trade in agro-commodities.
Practical implications: The results obtained during the evaluation period (2010-2017) can
help identify the risks associated with food security and the application of the general risk
management principles for its maintenance. The situation in the pork and beef market is
influenced by the situation in other EU countries.
Social implications: Slovakia seeks to promote a level playing field and instruments of the
Common Agricultural Policy and to equalize the level of direct payments within the EU-28,
but so far it has failed to do so.
Keywords: price development, consumer prices, food vertical, commodities of animal
production
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UTILIZATION OF AROMA MARKETING TOOLS IN BUSINESS ENVIRONMENT
IN SELECTED GLOBAL SOUTH COUNTRIES
Anna MRAVCOVÁ
Purpose: The aim of this paper is to obtain knowledge from the study of the utilization and
impact of aroma marketing tools in business environment of selected global South countries
placed in Africa marked as developing ones. In the current globalized world, there are
tendencies to vanish the differences among individual countries and develop human
civilizations on the equal level. Although, the African countries are known as countries with
weaker economies and many social, environmental and political problems, also people in
these countries want to gain living standards comparable to those in developed parts of the
world. Even though the conditions are more difficult than those in countries of global North
also in African countries there are big cities and many companies promoting intensively their
products to the people with utilization of various progressive tools. Also there is a fight for the
consumers. Therefore, this paper will pay attention to the utilization and place of aroma
marketing tools in selected African countries where people also have their needs and desires
and they are daily attacked with number of advertisements supporting the growth of the
consumption in every area.
Design/methodology/approach: This paper is based on the qualitative research and
theoretical analysis of the utilization of aroma marketing in business environment in selected
African countries. In order to achieve the goals comprehensively we will use various research
methods. Mainly, we will map, describe and identify the place and importance of aroma
marketing in the current world generally, then we will examine, analyse and determine the
place of this issue in the business environment of selected African countries and explore their
most common and important strategies in this area. Our research should bring us closer the
situation in examined issues and allow us to make own conclusions.
Findings: The paper will show that despite the fact that people in developing countries are
daily fighting with many existential problems the aroma marketing tools are there actively
used in business environment too, to attract consumers and influence their decision making.
Practical and social implications: The paper have mainly the theoretical implication in terms
of obtaining information of the utilization and the impact of aroma marketing tools in
business environment in selected developing countries and will show whether and how are
these tools used in these countries to obtain consumers by creating a more comfortable
environment in their shopping activities.
Keywords: Developed and developing world, current business environment, aroma marketing
tools, selected African countries.
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SPECIAL COMPETITIVENESS ENHANCES STOCK MANAGEMENT MODEL
FOR ENGINEERING SMES
Dávid KOSZTYI, Zoltán VALENTINYI, Zita FODOR
Purpose: Similarly, to the rest of the European Union, domestic SMEs make a significant
contribution to the production of gross domestic product and play an even greater role in
employment. However, their productivity and economic efficiency are still lagging behind in
comparison with SMEs in more developed European countries, and in comparison, with
domestic large companies, so every opportunity must be taken to enhance their
competitiveness.
One of the key factors of competitiveness is the economical operation of logistics processes:
in particular, optimizing inventory management, offers opportunities for a significant increase
in cost efficiency. However, in the case of SMEs, the weaker bargaining power, the low
capital supply and the frequent cash flow problems, especially for foreign suppliers, require
special stock optimization solutions.
Design/methodology/approach: In our article, we present a stock management model
developed for small and medium-sized enterprise engaged in domestic industrial production.
We prove that with the help of the iteration model we have created, more cost-effective raw
material stocking can be realized in case of the examined belt manufacturing company than
applying EOQ model with price breaks, which is usually used in similar cases.
Findings: The presented model can also be an effective alternative to the weak bargaining
position, supplier-type, industrial-producing SMEs, based on current data, but with the
inclusion of demand forecasting methods, the accuracy of the model can be further enhanced.
Keywords: SMEs, stock management, competitiveness, stock management model
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POPULATION AGEING AS A CHALLENGE FOR SUSTAINABLE MANAGEMENT
OF NURSING STAFF IN POLAND
Marzena PYTEL-KOPCZYŃSKA
Purpose: Demographic changes observed in Poland indicate the deepening trend of ageing
processes. At first, it is connected with the longer life expectancy or low fertility rate of Polish
women. Statistics Poland shows that there were 112 seniors for 100 young people at the end
of 2017. Population ageing process in Poland causes a strong surge of demand for services
provided by the healthcare system due to the fact that older persons takes advantage of
healthcare services more often (it is caused by the higher probability to have longstanding
health problems) and generate higher costs than the other part of the population. The
consequence of this is the significant increase in costs for the healthcare system, in particular
due to the necessity to possess qualified human resources to satisfy the health needs of the
older persons. Nursing staff is one of these resources. Its tasks cover – the performance of
treating, diagnostic, rehabilitation and nursing activities. Moreover, nurses constitute a part of
the therapeutic groups, together with doctors, laboratory diagnosticians and physiotherapists.
Additionally, they have a lot of individual activities such as prescribing, giving medicines,
care products or directing patients for tests. At present, satisfying the needs of older persons
by nursing staff is endangered due to too little number of nurses, which is caused by the
generation gap in this profession (whereas the average age is 51 years old in Poland). Owing
to this fact, healthcare units have a problem to employ the required number of nurses (in
Poland there are 250 thousand nurses at present – Poland is at the end of Europe in this
respect – the indicator of the number of nurses for 1,000 residents in Poland amounts to 5.2,
European average – 10, Scandinavian countries and Switzerland – 16-18, the Czech Republic
and Slovenia – 8). The above situation causes that the demand for nurses will be growing
undoubtedly and the European ageing society will need competent employees taking care of
them. In this context, the purpose of this article is to present the issues referring to the
sustainable age management of the nursing staff in the light of the survey research carried out
among nursing staff employed in healthcare units.
Design/methodology/approach: The research raised the issues referring to the opinions of this
professional group about the barriers to choose the job of a nurse, future job prospects of
nursing staff or postulated changes concerning the working conditions and remuneration or
the education system and abilities to work as well as the feeling of bond with the profession
and premature leave from the profession before achieving retirement age. The work refers
also to the results of numerous research and reports included in the subject literature
constituting good practices in the scope of sustainable human resource management in the
healthcare sector.
Findings: The attention was drawn to the dilemmas and problems which face not only
healthcare units but also the whole healthcare system and which constitute the argument in
favour of the implementation of repair actions and preventive programs for sustainable
shaping of human resources in the nursing staff in Poland.
Keywords: sustainable HRM, nursing staff
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THE QUALITY OF STAKEHOLDER’S COOPERATION WITHIN
AGRICULTURAL INNOVATION SYSTEM AND PRESENT BARRIERS
FOR INNOVATION IMPROVEMENT IN SLOVAKIA
Mária KADLEČÍKOVÁ, Zuzana KAPSDORFEROVÁ, Jozef KOŠUDA
The primary objective of submitted article is to evaluate the quality of cooperation links
among the actors of agricultural knowledge and innovation system within Slovakia. In frame
of the research was conducted a questionnaire survey within farms and teleconference
interviews to organisations providing agricultural extension services. The survey results were
processed by statistical methods. We have investigated how farms evaluate collaboration with
consultancy firms/advisors, how often farmers use professional advisory services, the number
of contracts per year, the quality assessment of the advisory services provided in each
production field, assessing the effectiveness of the funds spent on expert advice, and
evaluating cooperation links with others agricultural innovation and knowledge system
stakeholders. Another major objective of the survey was to obtain information about the main
barriers which slow down development of agricultural innovation systems. We have defined
16 barriers (obstacles) and farmers picked up ones, which represents the greatest negative
influence to development of innovation in agricultural sector. Farmers had the opportunity to
comment on the size of the barrier. Farms which have been researched have been set up at the
end of transformation process. The private form of ownership was the dominant form and the
most common legal form of the farms was private farmers. Micro and small farms were the
most represented group in survey. In the terms of production structure, the crop and livestock
production sector dominates. The end of the article is devoted to issues connected to the
agricultural professional advisors. Number of professional advisors declined dramatically
from 131 registered in 2012 to only 53 advisors registered in 2017.
Keywords: agricultural extension, agricultural innovation system, innovation barriers,
quality, cooperation.
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STUDENTS REFLECT ON THE ROLE OF ETHICS IN DEVELOPING
SUSTAINABLE BUSINESS AND SOCIETY
Tashfeen AHMAD
Purpose: The purpose of this paper is to showcase how business undergraduate students
reflect on the role of ethics in order to develop sustainable business and society. This paper
will highlight major themes students identified in this regard.
Design/methodology/approach: Undergraduate business students were asked to reflect on the
role of business ethics at the end of a Production and Operations Management course.
Students wrote their answers and returned.
Findings: Students expressed lower awareness or opinions regarding how ethical decision
making by business will change in the technology age and as the future of work evolves. This
is a matter of great concern especially as we enter in the age of artificial intelligence.
Originality/Value: This paper will help business lecturers understand the themes
undergraduate students are already aware of in business ethics. Hopefully business schools
will integrate the changing dimensions of ethics as more and more businesses incorporate
Artificial Intelligence.
Keywords: Ethics, Business, Student, Future, Course
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CHANGING DIMENSIONS OF MARKETING COMMUNICATION
IN THE DIGITIZED ERA
Swatantra KUMAR, Sanjay BAIJAL

We are able to witness various noticeable changes in the whole marketing
communication gamut of the companies including their brand aspects. The companies
which are using traditional media for their advertising & communication are gradually
lagging behind in market share; while those which are using new modern media equipped
with up-to-date information technology are getting emerge as a dominant entity in the
market. Expansion of internet presence on the global and national level has leads to the
development of new horizon of communication among the consumers like blogs, forums,
chat rooms etc thereby increasing their involvement onto the social network. Classic
communication tools have undergone a clear-cut transformation and adapted new
technology enriched modern media which are much interactive. Consumers are
increasingly controlling their own experience in marketing communications that are
embattled for them as target audience; which ultimately puts some new challenges ahead
of companies in the role of advertisers that they have not met before. Internet based social
networks have so much affected the modern way of business that they have pointed out a
transformation, not only of communications, but also of marketing and business
strategies. Investing in advertising with the help of new media and online social networks
has occupied a mandatory place in the distribution of communication budgets, and new
media are an inevitable part of the media mix, both for small companies and for large
multinational companies. Hence it’s become necessary to understand these new
communication channels as to utilize and implement its various aspect into action in
order to occupy sufficient share of the market.
Keywords: Communication strategies, internet social networks, new media
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CONSUMER BEHAVIOUR TOWARDS HONEY PRODUCTS IN THE
CENTRAL HUNGARY REGION
Titanilla ORAVECZ, Ildikó KOVÁCS
Purpose: This paper aims to explore the factors influencing the consumer's decision to
purchase honey products. Honey products have been developing from health supplements
field to other fields like sweetener or cosmetics. In Hungary, there are more than 1500
beekeeper enterprises, which produce different honey products in 2018. In consumer’s
perspective, the quality of honey products will be the key success factor where Hungarian
beekeepers face challenges for preparing and maintaining as well as preserving honey
products. There are numerous explanations when it comes to exploring the factors that
influence consumers to consume honey products. The findings of the study describe the main
characteristics of honey consumption habits, the decision making process, and the attitudes
towards honey products. The study identifies the main factors influencing honey consumption
with principal component analysis. Consumer segments are described on the basis of decision
making and attitudes towards honey consumption. The segments’ consumption habits and
expectations are described in this study. This information is the key for defining the strategic
goals of an effective honey marketing.
Methodology The research data were collected through quantitative research (questionnaire
survey), which was carried out in 2015 – 2016 on a sample containing 1584 honey consumers
between 18-92 years in Central Hungary region. The data collection was performed by paper
questionnaires (PAPI). The sample was representative for sex, age group and education in the
Central Hungary region. For achieving the results, data were processed and analysed by
descriptive statistics, chi-square test of independence and cluster analysis.
Findings: Significant differences were detected among consumers in terms of their
preferences, their consumer and purchasing behaviour. On the basis of the ways in which
honey was consumed within the household, cluster analysis was utilised to group the
respondents into meaningful segments.
Research limitations: This study uses a regional sample, which is a clear limitation. This
consumer research is considered to be a pilot survey. Due to this limitation, further studies can
be conducted on national and international level by increasing sample size and adding
questions regarding the consumers´ perception of honey and its health issues.
Practical implications: The different types of consumers possess unique consumer and
purchasing behaviour, therefore they should not be treated in the same way. So these
differences should be considered by the farmers, producers and distributors. The results of the
research might be a useful analysis for the beekeepers for supporting their sales and also for
the Hungarian Beekeepers Association to apply this segmentation in the strategic
development of honey marketing.
Keywords: honey consumption, consumer preferences, purchasing behaviour, quantitative
study
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QUANTITATIVE STUDY AMONG LOCAL BEEKEEPERS IN THE
CENTRAL HUNGARY REGION
Ildikó KOVÁCS, Titanilla ORAVECZ

Purpose: Even as the increasingly complex food system has become globalized, the
consumer’s interest in the origin of food has increased. The quality of food has become
increasingly important for some segments of Hungarian consumers. Honey consumption has
increased in the recent years in Hungary, and according to the consumption trends of
preferring healthy and local food, it is predicted to be even higher in the following years.
Aside from honey’s sweet and distinctive flavour, it can provide various human health
benefits, which makes its market value favourable compared to those of other sweeteners.
Hungarian beekeepers should be supported by actions in ensuring the consumers in order to
differentiate the high quality Hungarian honey, and to educate consumers on the benefits of
consuming honey products. Boosting and supporting the social role of the beekeeping sector
has a high importance, since it manifests itself in the population retention capacity of the
countryside, supplying the population with a healthy, high-quality apiculture product. Beside
the economic benefits of beekeepers, the sector plays an important role in maintaining the
ecological balance through pollination by bees. According to our researches, the Hungarian
honey consumption has increased in the last years, and it is predicted to still increase. The
purpose of the quantitative study among local beekeepers was to describe the evaluation of
competiveness and the possibilities of boosting the competitiveness of local Hungarian honey
products.
Methodology: The methodology of the study was quantitative interviewing with personal
face-to-face data collection at the selling places of honey products. The data collection of the
survey was carried out from 2019 February to 2019 April. More than 200 producers answered
the questionnaire, who sell honey directly to the customers in the Central Hungary region. For
the data preparation and the analysis, we used SPSS Statistics 24.0 program. The results of
descriptive statistics, principal component analysis and cluster analysis are described in this
paper. Besides, exploratory factor analysis was used to identify the principal constructs.
Findings: The findings of the survey also describe the possibilities of local sales and the
differentiating possibilities for Hungarian honey products.
Research limitations: The main limitation of this study is that it is based on a regional sample
of producers. All of the respondents were beekeepers from the Central Hungary region. Due
to the limitations, we are planning to conduct further studies on a national representative
sample, and to extend the questionnaire regarding the beekeeper´ actual economic position
and their developing opportunities.
Practical implications: The findings of the research can be used by the Hungarian
beekeepers, and by the Hungarian Beekeepers Association to apply the results in the
development of strategies in honey marketing.
Keywords: honey products, honey quality, quantitative study, direct sales
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KNOWLEDGE MANAGEMENT AND VALUE CREATION IN ALGERIAN
ENTERPRISES
Ahmed SMAHI, Amal HAMHAMI
Purpose- The purpose of this study is to highlight the impact of knowledge management on
value creation within the Algerian enterprises. In addition, the aim is to examine how KM
contributes to value creation, and analyse the process in which KM affects immaterial assets,
such as customer retain, R&D, and intellectual capital. Design/methodology/approach- We
put forward a survey approach conducted among 62 firms using rinted questionnaires
(personal interviews in Tlemcen) and questionnaires online with Google Drive (email and
Facebook messages in different regions). Therefore, 68.8% of enterprises have a KM service
and only 31.2% of enterprises have a monitoring unit to collect relevant information.
Findings- we note that less than 40% of enterprises do not have a real knowledge
Management services or department to develop and manage the organization knowledge. The
R&D is not deeming as important element to develop and create a new knowledge, it
represents only 25% of leader’s importance. The findings of this research, also show that the
practice of KM as some separated activities, is one of the majority characteristics in the
Algerian enterprises. All (100%) of enterprises are able to collect and treat information. In
contrast, only 43.8% have a knowledge management process. In sum, entreprises with KM
report more value creation in the fields of customer capital, innovation and human capital
compared to firms that have not introduced KM. Research limitations- Firstly; the study was
limited by the volume of the sample, which needs more enterprises for more analysis.
Secondly, future research may cover analysing with financial tools to enhance the
management knowledge performance. Practical implications- The Algerian manager must
get a significant relation between the integration of the knowledge management in the
Algerian enterprises and the value creation, they need more collaboration with their partners
and more efforts to increase their capacities and improving the practice of knowledge
management, they also should clearly define their Knowledge Management process as official
process and an integrated part of their organizational structure, not only as separate and
secondary activities.The discovery of the study have a several practical implications for
managers decisions and researchers , as KM programmes seem to enhance the creation of
intangible assets so vital for the competitive advantage of firms in a knowledge economy.
Keywords: Knowledge management, Value Creation, Knowledge Value, KAVS, Algerian
enterprises.
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CONNECTION BETWEEN THE CONJUNCTURE CYCLES AND
THE ECONOMIC CRISIS OF 2008 AS REFLECTED IN THE DOMESTIC
AND THE AUSTRIAN INVESTMENT MARKET
Emese Melinda BOGÁTH, Sándor GÁSPÁR, Etelka KEREKES
Purpose: Economists have already noticed long ago that the economic crises occur in
relatively regular time intervals. These crises which occur regularly in cycles and horify
countries are same only apparently. It is true that they have influence maiming the economic
life, however, their cause effects and runoffs are different. Economic cycles are not
independent, those influence, can intensify and weaken the influence of each other. Severe
crises can occur if the turning point of a Juglar and a Kondrarieff cycle meet or if a sinking
period of a Kondratieff cycle and a secular trend meet. The world economic crisis beginning
in 2008 fits into the Kondratieff cycle which lasted for 40 to 60 years.
Methodology: In the research I examine and show the conformation of the Hungarian and
Austrian investment market between 2005 and 2017. I chose this twelve years because it
covers three important periods: before the economic crisis (2005-2007); period of economic
crisis (2008-2012); after the economic crisis (2013-2017)
The experts identify the economic recession of 2008 with the credit crisis, namely the credit
borrowing and lending. The reasons of the crises are composite, due to several unlucky
constellations the problem became global. According to several people the root cause is the
greed of gain and the too loose monetary politics and regulation system.
Findings: Monitoring the effects and the consequences of the crisis it could be stated that it
considerably remade the cash and capital market, and their regulation, risk valuation
consequently new products appeared throughout on the market. The crisis had an important
selective effect, too. Many of the companies having instable economic background became
bankrupt thus it could be stated that those which survived and adjusted to the changed
economic milieu have safer economic operation. The crisis did not only shaken the business
sphere but it had great influence on the private sphere, households, too.
Keywords: economic cycle, world crisis, investment market
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DEFINING EFFICIENT ONLINE MARKETING TOOLS IN TOURISM
MARKETING BASED ON WELLNESS HOTEL CHOOSING HABITS
Balázs MÁTÉ
Due to the saturated nature of domestic wellness hotels, tourism marketing holds an
influential position in Hungary. It is important to discover the market niches and online
marketing tools that allow those working in the tourism and hospitality industry to compete
and prosper.
Using random samples, the quantitative research analyzes the factors that affect the choosing
habits of wellness and hotel guests, and offers insights into the basics of a trend-based online
marketing strategy.
The research confirms connections that, based on the behaviour and qualities of the target
audience, help define which online marketing tools should be given more attention in the
future.
Both the efficiency and possible use cases of these tools should be defined, so that businesses
working in these sectors can create the most efficient complex online marketing strategy that
adheres to basic connections.
Keywords: new trends in marketing, online marketing, tourism marketing, hotel choosing
habits, digital marketing trends
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REFRAMING STUDENT EVALUATION OF TEACHING AS A CUSTOMER
SATISFACTION PROBLEM – A NEW HR DEVELOPMENT TOOL FOR
ACADEMICS PROFESSIONAL DEVELOPMENT
László HORVÁTH

Purpose
Higher Education Institutions (HEIs) face different challenges with the rise of the knowledge
economy. Many HEIs experience a shift towards a customer-led approach, which recognises
students as customers of higher education as they make high-risk and uncertain decisions
when they choose a university. Considering the growing number and importance of university
rankings, customers beginning to rely more on the evidence of service quality. Therefore
HEIs cannot ignore the competitive advantage of attracting (and retaining) students and
measuring (and reporting) service quality (Angell, Heffernan & Megicks 2008). Although
student evaluation of teaching (SET) is often criticized by lack of validity, reliability (Setari et
al., 2016; Oon et al., 2017; Uttl et al., 2017; Clayson, 2018) and connection to actual learning
outcomes (Naftulin et al., 1973). The purpose of this study is to provide a valid tool to
enhance the use of student's voice in developing teaching and learning at HEIs (Canning,
2016) and to support academics professional development (Chism, Holley & Harris, 2017).
Methodology
Previous tools were built upon the Expectancy-Disconfirmation Paradigm. To overcome its
inherent shortcomings (Yüksel & Yüksel, 2001), we propose a Relative Performance
Assessment model. The model assesses internal and external performance related to a
concrete course respondents had, as the instrument allows them to input the measurement
dimensions they feel important and later they assess the learning experience according to
these dimensions. During the pilot phase of the instrument, 200 students from 12 course (in
teacher education) participated in the research. The results were discussed in a focus group
with academics of the selected courses in order to further develop the tool.
Findings
Results seem to indicate more sophisticated feedback for academics regarding their teaching
from students as traditional methods used by the university. Academics confirmed the
usability of the tool. Student answers regarding quality dimensions of teaching and learning
were categorized by content analysis and their level of satisfaction was assessed and
compared to their ‘intention of return’ (using a net promoter score approach). Overall higher
satisfaction with course aspects wasn’t connected to a higher rate of intention to return.
Research limitations
Further research must be conducted regarding the stability of these quality dimensions, the
expression of them, prior to a course and repeating the measure with the same respondents
after the course. Also, a more direct approach regarding competence development must be
applied in order to explore the relations of student satisfaction and learning outcomes.
This study was supported by the ÚNKP-16-3 New National Excellence Program of the
Ministry of Human Capacities.
Keywords: consumer satisfaction, student evaluation of teaching, quality, HR development,
professional development

13-14th June 2019, Gödöllő, Hungary

101

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

COOPERATION WITH CLIENTS AS A SOURCE OF INNOVATION IN THE
COMPETITIVE ACTIVITY OF POLISH ENTERPRISES
Tomasz LIS
Enterprises are currently operating under conditions of large and complicated competition. It
results directly from the pace of changes taking place in the markets. Globalization and ICT
development have caused, that the client seeking a supplier is not usually limited to those
enterprises operating in his nearest physical environment. In such circumstances, it is
particularly important from the point of view of enterprises, to have a good reputation among
clients resulting, among other things, from the fact of being an innovative entity. Both issues:
positive image and being innovative, are closely related. The client as the recipient of the
offer and the entity seeking information and knowledge, and at the same time possessing
information and knowledge is a very attractive potential entity of cooperation. He has the
knowledge and information necessary to develop the innovative solutions expected by the
market. The key is the ability to identify, establish and conduct effective cooperation with
clients that are particularly important in this matter.
Purpose: The purpose of the paper is to present the analysis and results of research on the
approach to the issue of innovation and cooperation on the company-customer line expressed
by entrepreneurs and customers in Poland.
Design/methodology/approach: For the purpose of the article the author conducted a survey
among 357 respondents. For the research, non-random sampling method – convenient
sampling was chosen.
Findings: The possible areas, conditions and expectations of cooperation will be identified.
Keywords: cooperation, clients, innovation, knowledge.
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KNOWLEDGE AS A FACTOR SHAPING THE ORGANIZATIONAL CULTURE
FOCUSED ON THE USE OF KNOWLEDGE IN A DYNAMIC ENVIRONMENT
Tomasz LIS
Among the features characterizing contemporary reality, often mentioned are: speed of
changes, uncertainty, risk and dynamism. These issues concern, on the one hand, the internal
structure of the enterprise, and on the other, its functioning in the external environment.
According to the authors, only enterprises well-organized and managed from the inside are
able to achieve market success in a dynamic market. One of the most important factors is
shaping and nurturing the organizational culture focused on the optimal use of knowledge.
What counts is the shortest possible time from identifying important information on the
outside, but also on the inside, by entering into their possession for practical use. To achieve
this, it is necessary to have self-knowledge and knowledge on the environment.
Purpose: The purpose of the article is to present the results of research carried out by authors
among employees, employers and clients as sources of important knowledge in a dynamic
environment. The results of research conducted by the authors in enterprises will also be
presented.
Design/methodology/approach: For the research convenient sampling was chosen.
Findings: The factors influencing on shaping the organization culture as well as pros on on
the knowledge management arising from the certain organization culture will be defined.
Keywords: organization, organization culture, knowledge, dynamic environment.
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GLOBAL ECONOMY VS. MULTICULTURAL CHALLENGES: DIFFICULTIES
AND OPPORTUNITIES OF KNOWLEDGE MANAGEMENT PRACTISES
Eszter MARCZELL-SZILÁGYI
Purpose: While benefits of international knowledge-transfer projects are quite obvious both
in the field of (a) university-studies and also of (b) factual business work within the
circumstances of the globalised word-economy, still some basic conditions are missing in the
international relations ― especially in the field of university studies and of the freshgraduates’ labour-market. This paper wishes to explain the most significant types of these
difficulties and outlines the structure of the most important types of possible practices and
institutional improvements that could serve as solutions for these complex and strongly
interrelated problems.
Design/methodology/approach: The main problems-types are investigated in the form of
structured interviews among (international) university students and freshly-graduated jobseekers. The possible solutions for the more efficient knowledge-transfer practises were
acquired in individual deep-interviews from many fields interrelated (teachers, employers,
other officers of institutions, etc.).
Findings: The first step to solve complex problems is always to give a clear summary about
them and also to give a coherent and logical structure that shows their interrelations. The
solutions to be given by the institutions touched in this question will also be presented on a
comprehensive and straightforward way so that all the parties related can easily find their
most important tasks by which they can take their part in the solution of the situation
emerged.
Research limitations: As the research-methodology is built up by structured and nonstructured interviews, both parts of the research (both the definition of the problem and also
the possible ways for its solution) are quite open to be extended in case of research interest.
Keywords: knowledge-transfer, international relations, education system, labour-market,
knowledge-management
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SELECTED ASPECTS OF MANAGEMENT IN THE SME SECTOR BASED ON
DOING BUSINESS REPORT – EXAMPLE OF POLAND AND HUNGARY
Patrycja KOKOT-STĘPIEŃ
Within the territory of a given country, the activity of small and medium-sized enterprises is
subject to specific legal regulations that determine the starting of an economic activity.
Establishment and development of entrepreneurship fosters friendly economic environment.
The business climate and business conditions in 190 countries are measured, inter alia, in the
Doing Business report. The report focuses on business regulations and their practical
application in managing a small or medium-sized enterprise.
Purpose: The aim of the article is to analyze the business environment from the perspective of
small and medium enterprises operating in Poland and Hungary based on the indicators
included in the Doing Business report.
Design/methodology/approach: The first part of the article is based on an analysis of
literature on the issues discussed. Then, based on the Ease of Doing Business Index, the
business environment in Poland and Hungary in 2017-2019 was assessed.
Findings: The comparison of running a business data in different countries and the
identification of areas that require change enables the improvement of business environment
conditions. The implementation of effective, available for all and easy to apply regulations
has a positive effect on the management of enterprises of the SME sector in a given country.
The elimination of unnecessary regulations and excessive bureaucracy can reduce operating
costs, increase productivity and, consequently, maintain an appropriate level of
competitiveness.
The analysis shows that the countries covered by the research are increasingly seeking
entrepreneurs, constantly improving the conditions of running a business, which is becoming
increasingly difficult to advance in the ranking. Both Poland and Hungary recorded the
highest position in 2017. In the following years, despite the fact that some aspects of the
functioning of small and medium-sized enterprises have improved, the existing barriers
caused that the position of both countries decreased. In addition, in other countries, the
reforms have significantly improved the business environment. However, it should be
remembered that Polish and Hungarian authorities undertake a variety of activities affecting
the management of enterprises from the SME sector, but not all facilities have already entered
into force, and there are also those that apply, but companies still do not use them.
Keywords: SME sector, business management, running a business, Doing Business report.
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SUPPORTING DEVELOPMENT OF ECONOMIC ACTIVITIES
IN POLISH ENTERPRISES
Aleksandra PTAK
Management is a general scope of activities, processes and decisions whose application in
relation to resources, persons, capital or organization is to ensure the conditions for their
effective functioning leading to the achievement of set goals. Management means actions that
make up the process of managing people in the resource management of any institution. The
basic task of management is to ensure the achievement of the institution's objectives while
maintaining the principle of rational management. The primary purpose of business
management efforts is the desire to succeed. Success of the company depends primarily on
ambitions and knowledge of its owners, the adopted strategy of operation, customers, the
quality of products and services provided and the efficiency of resource management they
have. To call the business „success company”, its activities must produce measurable results.
What is more, profit must be earned regularly, and turnover from year to year should increase.
Local governments recognize that entrepreneurship, especially in connection with
competitiveness, is a factor of local development, as well as the basis for shaping regional
specializations, which is why they try to create favorable conditions for its development,
supporting enterprises with a wide range of both income and expenditure instruments.
Purpose: The author has attempted to present various tools and instruments for cooperation of
local government units with entrepreneurs. The article presents the results of research
conducted among selected SME enterprises operating on the local market, concerning the
forms of supporting entrepreneurship by the local government.
Design/methodology/approach: For the conducted research the author chose convenient
sampling.
Findings: The role of local governments in stimulating and supporting entrepreneurial
activities has been presented.
Keywords: enterprises, management, development, entrepreneurship
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PERCEPTION OF RUNNING A BUSINESS BY THE YOUNG GENERATION OF
POLES
Aleksandra PTAK

From the beginning of history, management has been associated with entrepreneurship and
entrepreneurs. Starting a business and business activities is free for everyone on equal terms
with conditions prescribed by the law. Any natural person conducting business activity, that is
characterized by economic activity within the meaning of the act of law, is an entrepreneur.
Entrepreneurship is about the willingness and ability to take up and solve new problems, in a
creative and innovative way, it is a trait of action aimed at ensuring rational and effective
coordination of the company's economic resources. In practice, this concept is understood as
the form of work or as the fourth factor of production (next to work, land and capital).
Entrepreneurship is associated with hard work, determination in the pursuit of success and
sacrifices. Acquiring the skills to manage the company becomes the first step to succeed.
Purpose: The paper presents basic issues related to running the business, and the genesis and
essence of entrepreneurship. Attention is paid to what qualities and skills should be held by an
entrepreneurial person. Since the development and promotion of entrepreneurship education
in schools has been one of the key priorities of the European Union member states for years,
the article also presents the results of the survey conducted in 33 countries belonging to the
Eurydice network on entrepreneurship education. The paper is enriched by results of a study
conducted among students of the Częstochowa University of Technology regarding their
perception of doing business.
Design/methodology/approach: For the research, the author chose non-random sampling
method – convenient sampling.
Findings: Information on respondents' professional activity, career planning, knowledge
about starting own business and attitude to doing business, will be presented.
Keywords: business, entrepreneurship, career planning.
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QUALITY DESTINATION MANAGEMENT
Tomáš DANIA, Kateřina MLEJNKOVÁ, Ida RAŠOVSKÁ
Nowadays, the importance of tourism is undeniable. Tourism is a big industry worldwide that
creates a significant part of income in most countries. However, to be competitive in today's
tourism means a lot of effort to develop key aspects. Quality is one of the key aspects of
tourism and services. To develop tourism quality is not an easy process. The quality can be
viewed from several levels, the most basic level is made up of independent service providers
(hotels, restaurants, rental companies, etc.), the higher level is made up of individual
destinations, including the above-mentioned provider of services operating in the tourism.
Thus, a "destination" or a geographically determined "destination of travel" is considered a
tourism destination, and it is a mix of different services concentrated in a particular location
or region, or a summary of all products, services, cultural monuments, and local residents. It
is evident that tourism quality does not depend only on one provider but on mutual
cooperation. Nowadays the attention is therefore focused on the development of quality in
destinations as one of the main aspects of success. There are numerous differences between
countries in developing quality. The reason being is that quality development success depends
on the coordination of individual providers, which should be ensured by a supervisory
institution - the destination management organization (DMO). In the Czech Republic,
destination management at the national level is provided by CzechTourism, at the regional
level it is the tourism central office and at a local level, it is the association of municipalities.
In relation to quality management in destinations in the Czech Republic, a DMO certification
is taking place, which should be a certain harmonizing tool in the quality. Nevertheless, the
certification is not mandatory, therefore some DMOs are already certified, but some are not.
As a result, there may be a discrepancy in the approach to quality development. The article
focuses on quality management in Czech destinations from the point of view of destination
management organizations. The research included certified and uncertified DMOs located in
the Czech Republic. Methodically, the research is based on aspects of EFQM (European
Foundation for Quality Management). Based on the EFQM model, a questionnaire was
compiled, which was subsequently distributed by the DMO. Furthermore, the results were
evaluated with respect to the EFQM model, the differences in approach to quality
management of certified and non-certified DMOs were also compared. It has been found that
DMO certification is mainly displayed in leadership (more involved in developing
partnerships), control (individual task) of undertaken activities, and strategic planning
(developed action plans and strategy documents) for those who possess this certification. Yet,
there is still a need to continue to deepen co-operation between providers, for example
through more regular dialogues between local residents, entrepreneurs, and the region. Higher
involvement of DMO staff in quality management and control would also be appropriate.
Keywords: Destination management, quality management, EFQM

13-14th June 2019, Gödöllő, Hungary

108

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

MANAGING POST HARVEST LOSSES FOR IMPROVED FOOD SECURITY
IN NIGERIA: A CONCEPTUAL REVIEW.
Musa Kasuwar Kuka, GAMBO

The problem of post-harvest losses among Smallholder farmers in developing countries is a
recurring phenomenon which affects the socio-economic well-being of farmers. It also
determines the achievement of sustainable food security in an economy. Food losses occur
when harvesting, handling, processing, marketing, packaging and storing agricultural
produce. In Nigeria, post-harvest losses have risen to over $9 billion annually which is
estimated to be about 50% of foods produced in the country. In fact, crops like fruits and
vegetables experience more than 50% of such losses.
Purpose: Consequently, the paper contains a conceptual review on the nature, causes, impact
and strategies involved in managing postharvest losses of food crops and products in SubSaharan Africa with particular emphasis on Nigeria.
Design/methodology/approach: Relevant texts, journals, online articles and other
publications were selected and reviewed in preparing the paper.
Findings: The discussion reveals that post-harvest losses occur at different stages of the value
chain and they differ based on the type of crops involved. Fruits and vegetables undoubtedly
incur the greatest percentage of loss. It also reveals that a significant reduction in post harvest
food loss in Nigeria can reduce the need for food importation and significantly increase food
availability in the country.
Social implications: Therefore, the challenges of managing post harvest losses are not
insurmountable. What is needed here is to create awareness among farmers through capacity
building, extension services and practical demonstrations of post harvest loss mitigation
technologies to ensure quick adoption and wider acceptance. Similarly, relevant stakeholders
should collaborate to develop a sustainable and workable eco-system for managing post
harvest losses through value added market-driven programs.
Keywords: Post-harvest Losses, Food Security, Food Crops, Food Loss Management, Nigeria
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MEASURING BENEFITS OF FDIS IN REPUBLIC OF SERBIA; CORRELATION
BETWEEN FDIS, EMPLOYMENT RATE AND EXPORT
Aleksandra ANGELOSKA

FDIs in the theory of economic thought are considered to be important factor for country’s
growth and development. By encouraging MNCs to invest, host countries hope to generate
technology spillovers because FDI transfer intangible assets to the affiliate, which may then
diffuse to local firms. Serbia integrated with significant delay in Europe. Despite, thunderous
decade of wars and ethnic tussle, late transition, financial crisis, Serbia experienced
significant FDI inflows in the last decade, mainly because of improved policies for attracting
foreign investors. The aim of this study is to analyse and estimate the benefits in Serbia from
FDIs, between the period of 2007 and 2017. The goal is to determine whether there is any
positive correlation between FDIs, employment rate trend and export. For this analysis data
from Serbian State Statistical Office, Eurostat and World Bank is used. The main findings
suggest that there is positive correlation between FDIs and employment rate and export.
Keywords: FDI, Serbia, benefits, employment, export
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TALENT MANAGEMENT AS A WAY TO BUILD A COMPETITIVE
ADVANTAGE OF AN ENTERPRISE
Aleksandra CZARNECKA
The concept of talent management should not be treated as a modern trend used only by big
international corporations, but as one of the ways for building a competitive advantage of a
modern enterprise. Analysing literature as well as observing organizations in Poland it may be
said that this idea was transformed in many different programs and it is successfully
implemented is a practical way of management. These activities seem to be necessary for
organizations to be able to function and develop on the demanding market of the 21st century.
Enterprises wanting to gain an advantage over competition should be aware that the most
important element of their human capital is the knowledge and talents of employees. Talent
management will result in strengthening employees and increasing the level of their
competence and the prestige of the entire organization. Thus, talent management is important
itself but it is a big challenge for modern organizations. Many management practitioners and
theoreticians wonder how the optimum process of talent management should look like, what
is the most important and then needs the most care and concentration and also how important
is the dependence between talent management and the organization's environment. These
dilemmas have become an impulse for creating various models of talent management, which
fundamentally differ in the perspective of perceiving this phenomenon.
Purpose: The goal of this essay is to show issues connected with talent management in
organizations. The thesis was accepted that talent management is a very important element of
modern organizations’ management which can significantly contribute to building their
competitive advantage and, therefore, their success.
Methodology: In the essay the author used literature research and analysis of selected research
reports and good practices.
Findings: The effect of above considerations is gaining the positive answer on questions: Is it
worth to manage talents in the contemporary organization? and Does talent management bring
benefits to organizations and their employees?
Keywords: talent management, human capital organization, human resource management
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THE INFLUENCE OF STAKEHOLDER PRESSURE AND LEGAL
REQUIREMENTS ON CORPORATE ENVIRONMENTAL
STRATEGIES – CASE OF POLAND
Oksana SEROKA-STOLKA
Purpose: The aim of article is to evaluate the influence of external stakeholder pressure on
types of environmental strategies (PES) – from reactive to proactive environmental strategies
of Polish companies. This study also seeks the effect of legal requirements of environmental
protection on corporate environmental strategies as a result of firms’ adaptation.
Design/methodology/approach: Firstly, to evaluate the relationships between stakeholder
pressure, legal requirements and corporate environmental strategies CES, the PCA analysis
was carried out to describe the relationship and after that the Kendall correlations between the
variables. Secondly, the analyses of variance (ANOVA) was conducted in order to analyse
the differences of the stakeholders pressure influence and legal requirements on
environmental strategies. Post-hoc tests verify which stakeholder’s pressures and legal
requirements differ between the groups of environmental strategies.
Findings: What was found that the strength of legal requirements effect on enterprise
proactive environmental strategy is weaker in comparison to the strength of the effect on
strategies of enterprises with lower level of adaptation to the environment. The influence of
legal requirements on environmental strategies is negative. There is a positive relation
between the pressure exerted by the external stakeholders on proactive environmental
strategy. The stakeholder pressure increases in line with changes in strategic response of the
enterprise from reactive to proactive and the pressure strength is not homogeneous.
Research limitations: The main limitation is the low level of the response rate.
Practical implications: The study demonstrates a practical value by indicating the most
important external influence of legal requirements of environmental protection and the
stakeholder pressure on strategy in Polish companies. The results highlight understanding the
influence of external factors on the degree of environmental proactivity for managers.
Keywords: environmental strategies, stakeholder pressure, legal requirements.
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THE ROLE OF MANAGEMENT ACCOUNTANT IN ACHIEVING JOB SECURITY
IN ORDER TO ENABLE EMPLOYEES TO MAKE DECISIONS
Asmaa N. JASIM, Qusay J. MOHAMMED, Mohammed A. HUSSEIN
Purpose: The aim of this study is to develop the role of management accountant on order
establishing the foundations of job security and install the empowerment and participation in
decision making in business organizations. The study also identified the basic role of the
management accountant in the decision making process and the attempt to enhance this role
through his participation with the team in developing business organizations Strategies.
Design/methodology/approach: The deductive approach and the inductive approach were
used to achieve the objectives of the study and to test the validity of its hypotheses. A field
study was required on a sample of 10 organizations with a high workers density as a random
sample for different administrative levels. The information needed to test the hypotheses was
collected on the basis of a questionnaire designed by authors for this purpose.
Findings: The findings indicate that there are a number of determinants of the prospective
role of the management accountant. The most important of which is the communication and
provision of information related to the work team. The participation of the board in the
formulation of indicators of employee performance evaluation and the level of progress in
decision making. The contribution of the management accountant to the design of the reward
system, training of employees, periodic reporting on progress in career empowerment
processes and the use of delegation processes and decision making. We found that the
development of the role of the management accountant in business organizations has a
positive impact in providing information supporting the safety the functional and
empowerment of employees for the purpose of participating in and supporting decisionmaking.
Keywords: Management accountant, job security, enable employees, make decisions.
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CHALLENGES AND SOLUTIONS OF VIETNAMESE UNIVERSITIES
IN INTRODUCTION AND TEACHING INTERNATIONAL
FINANCIAL REPORTING STANDARDS
Duc Phong NGUYEN, Anita TANGL
Purpose: The implementation of International Financial Reporting Standards (IFRS) in the
world is becoming more and more popular. IFRS brings significant benefits in improving the
quality, transparency, comparability of accounting information and contributing to the
creation of a global accounting language. For businesses, the application of IFRS could
enhance the reliability of investors and promote the capacity to raise capital, especially
foreign capital. Thanks to the application of IFRS, investors could quickly understand the
financial status of listed companies on the stock market to make right decisions. However, the
IFRS application process of countries also has its difficulties. These difficulties and
challenges are even more complicated for a developing country like Vietnam. Therefore, to
implement IFRS in Vietnam in the coming period, many issues should be changed including
education and training. The renovation of training and updating IFRS knowledge of
Vietnamese universities is necessary. The main purpose of this article is to assess the current
status of IFRS training in universities in Vietnam, show some challenges and provide some
solutions in IFRS teaching in those universities.
Design/methodology/approach: The article uses the archival research method to conduct
research. Research data includes studies on IFRS in emerging and developed countries,
studies and opinions of IFRS experts in Vietnam as well as other countries.
Findings: The result shows that there are several challenges for Vietnamese universities such
as the quality of teachers, the lack of resources to invest in new training programs, outdated
technology in teaching and foreign language proficiency of teachers and learner. The study
also provides some solutions such as IFRS introduction roadmap suitable for each university,
training program for each group students as well as changing traditional teaching methods to
dynamic teaching methods.
Keywords: IFRS, Vietnamese university, education, training
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METHODOLOGICAL APPROACH TO THE PRACTICE OF STRATEGY
PLANNING IN PARTICULAR THE EXTERNAL ENVIRONMENTAL ANALYSIS
Beata BITTNER, Hajnalka MADAI, Adrian Szilard NAGY, Andras NABRADI
The main task of strategic planning is to recognize and respond to the opportunities of the
organization in time, and to develop a systematic action program with a systematic approach
to analyzing their risks. Successful strategy-making is a success factor of proper strategic
thinking. The market environment has changed significantly in recent years. Due to
globalization, market concentration, rapid flow of information and technological advances,
competition is increasing in all industries. Due to the above changes, the overall strategic
planning has also come to the fore. The strategic thinker should coordinate the procedure to
monitor the state of the company, recognize the dangers and opportunities outside the
company, in this regard intuition skills are paramount. In this article, the authors present the
internationally recognized method of strategic planning, the interrelation and interrelation of
the methods used in design, with particular regard to the methods of external environmental
analysis. The development and formulation of the strategy begins with the definition of the
business vision and the business mission. These are subordinated to analyze that seek to
understand the firm's strategic position. The external environmental analysis should be
performed from the macro environment through the operating environment to the micro
environment. The internationally well-known and recognized STEP analysis, the Porter 5
forces model and the external factor evaluation matrix also help in this. After examining the
external factors, the internal environment should be analyzed. After that, the possible strategic
directions can be defined. After selecting the alternative strategic directions, the long-term
objectives of the organization should be recorded. Knowing the objectives, possible strategic
options should be considered and analyzed. The final step in the planning stage is the strategic
choice, which shows the best way the organization to achieve its goals formulated in the
vision, taking advantage of the potential opportunities of the external environment and
avoiding risks.
Keywords: strategic planning, external assessment, STEP, Porter 5 forces model, EFE Matrix
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INDUSTRY 4.0 CHALLENGES AND OPPORTUNITIES AND CONSULTING
ANSWERS TO THEM
Csaba SZUDA
The term industry 4.0 refers to the fourth generation of industrial revolution, which is an ever
closer link between information technology and automation, and thus a period of profound
change in production methods. However, there are a number of factors that may be needed to
operate machines that are increasingly taking over from human resources. According to
survey data, 10% of the surveyed companies can be classified as digital champions, two-thirds
of them have just started their digital travel. Based on these, it is easy to see that from a
consultancy point of view this is a market opportunity that is definitely worth exploiting. It is
of crucial importance to develop the right strategy and develop the right skills to adapt to the
changed circumstances and to exploit the potential of the digital world. All this brings
significant changes in the organization, processes and culture.
Purpose: I present a possible advisory approach to the companies that start their digital travel,
then make suggestions for successful digital transformation.
Design/methodology/approach: In the paper I introduced the basic concepts of industry 4.0
systems and the related consulting techniques, and I also examined the legal regulation of
activities.
Findings: Every company is unique, as is the realization of industry 4.0. We need to find
solutions where the company and its customers create value, we need to know exactly how we
work and where we are, what are our possibilities. Top management should understand that
digitalisation is increasingly an effective tool for competitive advantage, and these
opportunities should be counted as, say, other direct investments in production.
Practical implications: I have formulated a possible complex transition schedule that will
help companies and include key elements that can be used to define and customize an
efficient system that meets industry 4.0 requirements to meet the specific needs of the
company.
Keywords: Industry 4.0, digitalization, consulting
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OPTIMIZING RESOURCES ASSIGNMENT FOR BALANCING KSK
PRODUCTION LINE
Tuan-anh TRAN, Miklós DARÓCZI, János ABONYI, Tamás RUPPERT
Unbalance in assembly line is commonplace in production, which causes waste in
manufacturing lead-time and productivity. Due to the variation of products in the modular
production system, it is more challenging to create a production plan for every product
variant, which contains a reasonable assignment of resources (includes task, equipment and
labour) into workstations, and by the meantime complies with the requirement of line
productivity and balance status. This research provides a method to find the most appropriate
assignment of resources during the production of different product variant in a modular
system.
Purpose: The research finds a way to support the assignment activity of assembly line, during
the production preparation.
Design/methodology/approach: Based on the literature review, a new requirement of the
assembly line is discussed. Thus, an algorithm is modified based on a combination of
Simulated Annealing (SA) with Hungarian algorithm, to perform meta-heuristics search to
find the best assignment, take into consideration the requirement of line balance status.
Findings: The proposed algorithm can return an output space of possible assignment, with
vertexes are the assignments with the combination which yields the best result in one criteria.
The final decision can be made according to the relative comparison between approaches.
Research limitations: This research only copes with the unbalance of the work activities
statically. There are other possible dynamic balancing methods which can be studied in the
future, such as modifying production sequence, flexible cycle time, etc.
Practical implications: This optimization can be performed during the production planning
phase, by which the production targets such as desired productivity, balance status, human
and equipment utilization can be well defined.
Social implications: In this research, the capability of human labour is taken into
consideration in the productivity and balance status of the modular manufacturing line, as
another type of resource. This approach requires a good track in workers’ competence profile.
Keywords: assembly line balancing, modular production, optimization, production resources
management.
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ROLE OF IMAGINATION IN THE PERCEPTION OF TOURIST DESTINATION:
EXPLORATORY STUDY FOR TOURIST IN HUNGARY
Nesrine KHAZAMI
Purpose: Destination choice is influenced by the mental images a tourist forms; such images
can be based either on his or her expected experiences or on mass-media channels depicting
the destination, or both. When tourists engage in mental imagery, they form certain
conceptions of a destination in their minds and may become more likely to consider visiting
the destination. Following this premise, mental imagery is stimulated by advertisers using
pictures, words, sound effects, and, more literally, instructions to imagine. From this sense,
the tourist who makes the decision to travel, seeks to fill various wants and needs that can be
expressed consciously or be buried in the unconscious. Indeed, the search for our past, our
origins and our history are today at the heart of the tourist movement.
Design/methodology/approach: Through a qualitative survey with a method based on
photographs taken by tourists during their stay, the study seeks to understand the mental
representations that they associate with their travel experiences in Hungary. These
performances highlight the perceived image of the destination by those tourists.
Understanding this perceived image tells us to what attributes it is appropriate to intervene to
improve the positioning of the destination.
Findings: The objective of this research is to explain the tourist consumption experience
through the imagination. The process of imaginative creation is rooted in past experiences and
future experiences, feeds on desires and fantasies and varies according to the socio-cultural
environment of the tourist.
Limitation: The limitations inherent to this research are relative to the support of
investigation namely personal photographs. This method, although recommended by many
researchers, to understand the deep motivations for the consumption of a product or a service,
is not easy to achieve.
Practical implications: The study of the experience of the tourists through their imagination
allowed to understand the representations that they associate with their experiences and
consequently with the destination. However, the subjectivity in the perception of the
destination among tourists in this research is clear and can be explained in part by the creative
function of the imagination. Therefore, it would be wise to locate the attributes on which it is
necessary to act in order to convey an attractive image for the destination.
Keywords: imagination, perceived image, tourism experience, mental imagery.
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MODELLING CULTURAL CONSUMPTION OF MOVIES: A THEORETICAL
ANALYSIS OF CONSUMER BEHAVIOUR, SERVICE PROCESS AND CULTURAL
CONSUMPTION MODELS
Ádám HORVÁTH, Balázs GYENGE
Purpose: This paper aims to analyze the concept and main features of movie watching, as a
form of cultural consumption, while also aiding in the preparation to create a specific concept
model of movie consumption. This model to be created would explore the consumer’s black
box in detail as well as summarize all influencing and decisive attributes, which might play a
role in the choices regarding movies as unique products, as well as their other (but still closely
related) behaviours beyond movies.
Design/methodology/approach: The paper explores earlier models made on the field of
consumer- and buyer behaviour, as well as certain service process models for their approach
and some decision models made specifically about cultural consumption, thus establishing a
proper background to further support the creation of the research model. The paper will also
examine the prospective elements of the model in more detail, thus preparing for the creation
of a concept model what will both serve as a backbone to the future primary research, and be
validated by it.
Findings: The research has identified that for the most part, movies as products (or even
more, as unique services) are well defined by the general product life-cycle model. Each
independent cycle can be identified in the movies ‘lifespan’, from the introduction of a
starting production all the way to the long decline/extension, when most movies leave the
silver screen to enter the domain of the television / mobile screens. Through the analyzed
models the paper has also highlighted various general motives and mechanisms that might
prove to be true to movie consumption as well.
Research limitations: The research was limited by the fact that currently it only included
theoretical approaches, as it is mainly aiding the creation of the model for further primary
research. Another limiting factor was that the research (and the analyzed models) mainly
focused on the demand side, while the supplier side of movies (be it movie makers or
distributors) only appeared indirectly, even though their approach carries heavy influence on
the performance of a movie and its surroundings.
Keywords: movie consumption, consumer behaviour, cultural marketing, behaviour model
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HRM AND INDUSTRY 5.0
Krisztina NÉMETHY, József POÓR
The aims of our research is to find the key competitiveness indicators of the HRM in the
beginning of Industry 5.0. In this paper, we are focusing to the main relevances of Industry
5.0, and prove that the Industry 5.0 is not a straightforward continuation of Industry 4.0’s key
features that affect the labor market, based on Keynes's theory of non-linear but complexity
developing systems. Singularity and network research are good examples of parallel
processes, in context, connected by certain hubs, but content and processes are accelerating
and escalating unpredictably. On the basis of multidiscipline sciences and the elements of
Industry 4.0 evolving the seeds of Industry's 5.0. in parallel develop, interrelate and branch
together with the Industry 4.0 processes. This parallelism can not only be explained that
Industry 5.0 return back the human touch of human creativity unlike fully robotized factories
as part of Industry 4.0. During parallel development of Industry 4.0 and 5.0 according to
secondary research there are some special solutions and needs that are more efficient with
solution of Industry 5.0, and others by Industry 4.0. Industry 5.0 will increase collaboration
between people and intelligent systems, combining high-speed industrial automation with the
ability of cognitive and critical, innovative thinking. The research uses the elements of
deductive theory, which is characteristic of social sciences, and focuses on the most important
explanatory factors. The methodology of the literature research is mixed, selecting the
relevant documents after the definition of the keywords, using the method of the literature
chain. An analysis of quantitative, statistical data and analysis of primary data by
questionnaire survey was performed. The questionnaire survey used the so-called closed and
semi-closed question types. At the beginning of my empirical research, based on the data of
secondary research, I formulated research topics and hypotheses. The main method was the
online anonym questionnaire method.The questions were grouped around three large,
interacting key areas, after that I incorporated the questions formulated by the experiences of
the secondary research. I analyzed the result of the online survey by Evasys software, and
IBM SPSS statistical program. I compared the results with the results of the secondary
research. After summarizing the results, I highlight the key points as further research
proposals
Keywords: Industry 5.0, SHRM, innovative, synthetic biology, cobot.
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EXAMINATION OF PLACE IDENTITY MODELS
Ágnes URBÁNNÉ TREUTZ
Purpose: The aim of the study is to explore the place identity models and their factors that
can be found in the literature. The research will also touch upon the reason why these models
were created and how they were used previously.
Design/methodology/approach: The method of the research is the analysis of literature.
Findings: Proshansky (1978) has already dealt with the definition of place identity, he
phrased that the places are contributing to the explanation of self-identity with its symbolic
and physical features. The place and the self are continuously affecting each other which
appears in the case of place identity as well. Place identity involves the identification of the
self with the given place, which in many occasions approaches its examination from the
emotional side. Most of the place identity models approach the influential factors from a
psychological standpoint, which is why several models are based on the affective, cognitive
and conative factors. As a result, perception, commitment and action could all constitute as
single dimensions of influential factors (e.g.: Weder, 1998). All the while, according to other
approaches, other elements might appear as corner stones as well, like the physical elements
(Relph, 1976; Chuo, 1998; Taylor, 2008; Zenker – Petersen, 2010), the townscape (Eberle
Gramberg – Gramberg, 2004; Piskóti, 2012), the values (Eberle Gramberg – Gramberg, 2004;
Marien, 2016), the life quality (Eberle Gramberg – Gramberg, 2004; Uzzell et al., 2002), the
interaction with the community (Chuo, 1998; Yang, 2013; Kroger, 2016; Kermani et al.,
2016) and the various work- and income opportunities and financial resources (Eberle
Gramberg – Gramberg, 2004) that might serve as important factors as well. Certain models
use the basis of the place attachment – place identity – place dependence trio as centerpiece to
their examination of place identity in their research (Borocato, 2006; Qian – Zhu, 2014;
Demir 2016; Goussous – Al-Hammadi, 2018), as numerous studies have already proven the
relation between these elements.
The reviewed models that deal with place identity will all be summarized in a table at the end
of the study, enclosing their origin, orientation and the various components that make up for
the whole of the model.
Keywords: place identity models, place marketing
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ARTIFICIAL INTELLIGENCE IN THE AGRICULTURE
Enikő LENCSÉS, Attila KOVÁCS
Purpose: All kind of sectors was transformed by data science and artificial intelligence.
Artificial intelligence gives the promise of driving an agricultural revolution at a time when
the world must produce more food using fewer resources. Agricultural production tripled
between 1960 and 2015 as the world’s population grew from 3 billion people to 7 billion.
Climate change is rapidly altering the environment. The degree of manmade emissions of
greenhouse gases (GHGs) has reached the highest in history, according to a 2014 report of the
Intergovernmental Panel on Climate Change (IPCC). Agriculture contributes the largest share
of global methane and nitrous oxide emissions. A side effect of climate change is an increase
in the variability of precipitation and a rise in the frequency of droughts and floods, which
tend to reduce crop yields. Factors such as climate change, population growth and food
security concerns have propelled the industry into seeking more innovative approaches to
protecting and improving crop yield. Farmers will have the tools to get the most from every
acre. The aim of our study to reveal the present situation of the usage of artificial intelligence
in the agriculture.
Methodology/approach: this paper is a first step of our research about artificial intelligence in
the agriculture. In this step we focused on the literature background of the topic. This stage of
our research provides us an opportunity to understanding of current and emerging trends, and
present representative examples of popular applications.
Findings: artificial intelligence helps farmers with sensors, drones, robots and serious
computer power. It is giving farmers the tools they need to grow crops more sustainably and
efficiently. Automating farm equipment avoid obstacles and monitor plants to save inputs.
Algorithms can identify diseases and the early detection allows farmers to act quickly and
minimize losses. The most popular applications of AI in agriculture appear to fall into three
major categories: agricultural robots, crop and soil monitoring, predictive analytics (machine
learning models)
Keywords: Agriculture 4.0., smart farming, precision farming, decision making, strategic
thinking
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PRODUCT DIAGNOSTICS, INFORMATION SUPPLY AND TRUST
IN THE HUNGARIAN FOOD SUPPLY CHAIN
Zsuzsanna LEHOTA, Enikő LENCSÉS
Purpose: Food market typically is a saturated market in developed countries. It is true for
both the fresh and processed food market. The attitude of costumers and consumers becomes
more and more critical point in the supply chain. Previously the push strategy was typical but
nowadays it being turned into pull strategy. The number of the food safety problems are
increasing, and it led to food scandal. The food scandals have a high impact on food
consumption. These impacts affect food boycotts which the consumption significantly
reduced in short time. In the long-time food scandals lead to more and more strict food safety
rules and regulations. The other trend of consumers behaviour is the differentiation of the
value. Traditionally the value was connected to the organoleptic characteristics, determinants
of health, process characteristics. Nevertheless, the convenience factors, environmental effects
of the products, social effects and ethical concerns are becoming more and more important in
the point of value determination. The new elements in the value determination are categorised
as credence products parameters which based on reliability of information. In case of lack of
trust and confidence the level of perceived risk is relatively high. The high perceived risks are
attributable to lack of information and knowledge. The aim of this paper to analyse the effects
of traceability in food supply chain to the consumers behaviour.
Methodology/approach: Structural model adapted by Choe was in the focus of our research
among the Hungarian food consumers attitude. In the framework of omnibus survey 1038
person filled in the questionnaires. This survey was representative for the Hungarian adult
population in case of gender, age, domicile and profession. The questionnaire contains
questions about information supply, trust and product diagnostic (external and internal
quality, flavour, freshness, indication of geographical origin, water consumption in the
production, etc.). Interval-scale (1-5) helps to measure the willingness-to-pay price premium.
Findings: The consumers determine the product characteristics heterogeneity. The standard
deviations of the answers were very high, so we need to make the analysis in different
consumer segments separately. The Hungarian consumers behaviour is opposite of the
international trends. Among Hungarian food consumers the traditional food characteristics are
more important than the new effects (sustainability production, ethical issue, guarantee). The
direct parameters are more important thank the indirect (brand, trademark, origin).
The consumers lean on their own previous experiments.
Social implications: raise the awareness among the consumers is the most import point in
case of upgrade the monitoring system in the food supply chain. The consumer awareness and
conscious consumer behaviour are the basics of the monitoring system. Hungarian food
industry needs to pay more attention to consumer safety and exchanges of information.
Keywords: information supply, trust, food safety, product parameters
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CONSUMER WILLINGNESS-TO-PAY TO PRICE PREMIUM CHARACTERISTICS
IN THE HUNGARIAN FOOD SUPPLY CHAIN
Zsuzsanna LEHOTA, Enikő LENCSÉS
Purpose: The food consumers may confidently rely on information about product
characteristics and their previous shopping experiences under traditional food choice
condition. Due to changes in trends the decision-making of the costumers becomes more
difficult and their own previous shopping experiences becomes unreliable. The nonmeasurable (qualitative) product characteristics are increasingly important for the food
consumer for example personal benefits, social advantage and community preferences, ethical
issues, technology to be used in processing. The costumers’ intention of re-purchase is a keyfactor for the producer. Additional costs should be expected for the producers if they want to
fit the food-safety regulation and changed consumers requirements (origin of the product).
Because of this is very import to examine the willingness-to-pay price premium of consumers.
The aim of our paper is to examine the connection between the follow-up/monitoring and its
effect on the food consumers’ attitude which is the key-process of the supply chain
management. We examine the correlation between the re-purchase willingness and the
willingness-to-pay price premium.
Methodology/approach: Structural model adapted by Choe was in the focus of our research
among the Hungarian food consumers attitude. In the framework of omnibus survey 1038
person filled in the questionnaires. This survey was representative for the Hungarian adult
population in case of gender, age, domicile and profession. The questionnaire contains
questions about food risk, purchasing behaviour, willingness-to-pay premium, value system,
non-food risk, sustainable consumption and culture. Interval-scale (1-5) helps to measure the
willingness-to-pay price premium.
Findings: The purchase-willingness of the Hungarian food-consumers are very low in case in
low-risk foods. It reached the medium level in the case of seasonal foods, local foods and
free-range animals. On condition of the organic foods the purchase willingness is very low.
The standard deviations of the answers were very high, so we need to make the analysis in
different consumer segments separately. The high demand for risky foods is due to the lowincome level, high food price and the low level of awareness of consumers. The average of
the willingness-to-pay price premium is very low. In case of Hungarian consumers the
willingness-to-pay price premium is very low on the organic and fair-trade food.
Keywords: information supply, trust, food safety, product parameters
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INFORMATION ASYMMETRY, FEARS OF OPPORTUNISTIC CUSTOMER
BEHAVIOUR AND UNCERTAINTY RISK IN THE HUNGARIAN
FOOD SUPPLY CHAIN
Zsuzsanna LEHOTA, Enikő LENCSÉS
Purpose: according to the international literature the perceived consumer risk is higher if the
product quality is not homogeny or it is hard to adjudged it. That characteristic of the fruit and
vegetable sector. The information asymmetry is the character of these market. Asymmetric
information, also known as "information failure," occurs when one party to an economic
transaction possesses greater material knowledge than the other party. This typically
manifests when the seller possesses greater knowledge than the buyer. The aim of this paper
to analyse the effects of traceability in food supply chain to the consumers behaviour.
Methodology/approach: structural model adapted by Choe was in the focus of our research
among the Hungarian food consumers attitude. In the framework of omnibus survey 1038
person filled in the questionnaires. This survey was representative for the Hungarian adult
population in case of gender, age, domicile and profession. The questionnaire contains
questions about information asymmetry, fear of producers from the opportunist behaviour,
uncertainty risk in food consumption. Interval-scale (1-5) helps to measure the willingness-topay price premium.
Findings: the Hungarian food costumers estimated the information asymmetry medium high.
The standard deviations of the answers were very high, so we need to make the analysis in
different consumer segments separately. The main methods to decrease the information
asymmetry on the fruit and vegetable market is that to favour Hungarian products over the
other according to the respondents. The food producers believe that the Hungarian consumers
preferred Hungarian food. The food risks were observed by consumers are very high which is
a very important barrier in case of increase of food consumption.
Keywords: information supply, trust, food safety, product parameters
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POLITICAL ANIMOSITY AND CONSUMER BOYCOTTING MOVEMENTS
Mohammed ABDALRAHMAN
Purpose: Nowadays, conflicts between countries and struggles among nations are taking
place all around the world for different reasons such as military wars, economic
disagreements, and religious conflicts. These conflicts are reshaping the responses and
behaviours of consumers, especially those who are living or belonging to an affected country
or nation, toward foreign products that came from what is considered as a hostile country.
Moreover, Consumer paying decisions towards imported products can be derived by different
factors as ethnocentrism, consumers’ judgments of foreign products and animosity which will
be the focal point of this study. Therefore, this study aims to highlight the relation between
political and economic conflicts between countries and consumer animosity, and highpoint its
effect on consumer buying behaviour with focusing on different consumer boycotting
movements through the last few decades.
Design/methodology/approach: to achieve the study purpose a desk research was conducted
to cover the related literature regarding the study main topic. different databases such as
Scopus, Web of Science, Science Direct, EBSCO, Google Scholar and Taylor and Francis
had been searched for related previous studies, a filtering technique was used to reduce the
bias in the literature by choosing previous studies that covered different nations or countries
struggles and selecting papers with authors from both sides of any covered struggle. Also,
any study used any biased or offending words were ignored. At the end, a summary of the
main causes of conflicts and how they affect consumers behaviour were generated.
Findings: the study concluded that consumer animosity effect raised almost in any conflict
situation between countries. Animosity can be divided into three levels that are state level,
organizational level and individual level. However, regardless the level or density of
consumers animosity, companies which operate in what is considered as a hostile country
usually paid the price by being punished by consumers who are supporting the offended
nation or country and start practicing a boycott behaviour toward these companies as a way to
express their anger or dissatisfaction feelings and to practice a pressure on these companies to
practise a pressure by their turn on their governments to change their offending policies and
actions.
Practical implications: this study is useful for international business managers by helping
them in deciding what is the best strategy to deal with their international consumers in
political crises time. Also, it is useful for other researchers by giving a review for the main
causes of consumer animosity and how it could affect the consumer buying behaviour.
Limitation: the main limitation of this study that it is totally depends on secondary data that
collected from previous literature, therefore it is recommended to conduct further researches
that cover a current conflict between two countries and gather a direct consumer response in
the time of conflict occurrence.
Keywords: political conflict, consumer behaviour, animosity, boycotting.
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SOCIAL, ECONOMIC AND ENVIRONMENTAL ASPECTS OF MILITARY UNITS’
PRESENCE IN MUNICIPALITIES
Marzena PIOTROWSKA-TRYBULL, Stanislaw SIRKO
Purpose: The article refers to the discussion on the impact of military units on the socioeconomic situation, state of the natural environment and development of the territorial units in
which they are located. Taking into consideration that military units affect the socio-economic
situation in municipalities to different degrees the goal of the studies was formulated as
follows: how the inhabitants of selected municipalities perceive the presence of a military unit
in the social, economy and environmental spheres and which factors affect this perception.
Design/methodology/approach: In 2017, the inhabitants of five municipalities in Poland were
asked for an opinion on the impact of the military unit on the socio-economic situation in their
municipalities. The article contains the results of own analyses, which were carried out on the
basis of data collected by ASM using the CATI method.
Findings: The presence of military units in the municipalities is accepted by their inhabitants.
The majority of the residents participating in the study assessed the presence of a military unit
in the municipalities positively. In general, the relations between an individual and local
entities are also perceived as positive. These results indicate acceptance of the military
presence. Stationing of a military unit in municipalities creates both job places for residents
and benefits for some companies because of the products supplied to the units, services
provided for soldiers and their families, overhaul and construction works performed within
the units, carried out by local companies as a result of tenders announced. The units also feed
the budgets of the municipalities from taxes paid by them, which is very important for some
of the regions.
Keywords: military units, influence, municipalities, local development.
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HALAL TOURISM – A NEW OPPORTUNITY IN IMPROVING TOURISM IN
LIBYA
Ali ALAMMARI, Anna DUNAY, Amina A.M. DAROUGI
Purpose: Globally, travel and tourism is one of the biggest drivers of economy, which not
only creates cultural bonds but also contributes to the economic advancement of the world.
The growth of the Muslim travellers is a new emerging segment within the travel sector,
which will affect the Halal tourism spread widely and became popular in recent decades, and
nowadays it represents an important segment of international tourism. Therefore, tourism
industry shall be prepared for the special needs of guests from Islamic countries. ’Halal’
means permissible in accordance with Islamic teaching, ’Halal’ tourism is an increasingly
growing segment of tourism market, for Muslim tourists who see for destinations which meet
their needs, in terms of diet, dress or rituals.
Halal tourism could be an important segment of the tourism market, as Libya was not among
the main destinations of tourists. The purpose of this article to give insight into the main
characteristics of halal tourism in other countries and to give suggestions for the developing
steps of Libyan tourism sector in this special market niche.
As Libya is an Islamic country, all the requirements could be met easily.
Design/methodology/approach: The authors conducted a desk research by using literature
sources, documents, and secondary statistical data in order to perform a situation analysis.
Findings and practical implications: The results of the situation analysis proved that the
main problem of the Libyan tourism sector developments are the lack of safe environment, the
lack of services provided by the micro and small enterprises, and the low level of employees
working in the tourism and hospitality industry. In the next decade the government of Libya
should make the steps for improving the tourism industry, and the first step could be building
the foundations of halal tourism which would attract the Muslim communities of the
neighbouring countries and other countries as well.
Keywords: tourism sector, halal food, halal tourism, religion, Libya
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LIBYA AS A TOURISM DESTINATION – THE RESULTS OF AN
INTERNATIONAL SURVEY
Amina A.M. DAROUGI, Ali ALAMMARI, Anna DUNAY
Purpose: The purpose of the paper is to outline the future prospects of the Libyan tourism and
hospitality sector, by which the role of tourism sector in Libya may be improved. Libya is
now entering a new stage of its development, as in the past decades, the country was isolated
from the outside world and the focus was put on living conditions and social standards, oil
revenues and governments focused on the distribution of oil revenues to address social needs.
Now Libya is ready to open, and a main sector of this opening could be the tourism sector.
Libya has outstanding values in tourism attractions. The country has special natural
environment with mountain areas, deserts and the longest seaside in the Mediterranean,
historical attractions from different historical ages, living culture, music and cuisine, but due
to the present political instability and the previous and present weak governmental interest in
the tourism-marketing sector it is evaluated as a weak point of the country according to global
indicators.
On the contrary, the international communities have little information about the touristic
attractions, as it was not promoted outside of the country.
Design/methodology/approach: For describing the present situation of the knowledge about
Libya as a destination, a questionnaire survey was conducted in a multicultural environment,
and the related statistical analyses were prepared in order to find the critical problems.
Findings: As research results confirmed that there is an interest towards Libya as a touristic
destination, it may raise the attention of tourism policy developers in Libya. The first step of
this process is to build the safe environment by a stronger political stability. The development
of tourism sector may be an appropriate direction for improving micro and small-sized
enterprises, which may generate self-employment and may decrease the high level of young
unemployment in long term and it could help to raise the respect and importance of the
tourism sector in the national economy of Libya.
Keywords: tourism industry, touristic attractions, Libya, destination, development,
questionnaire survey
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RESTRUCTURING THE LIBYAN ECONOMY WITH AVAILABLE AND
UNEXPLOITED RESOURCES OF THE TOURISM SECTOR
Ali ALAMMARI, Abdussalam Ashour KHALIF, Amina A.M. DAROUGI
Purpose: Tourism is an important sector of national economy in most countries of the world
and tourism services bring significant money and attract a huge number of tourists. An
exception is Libya, as the main pillar of the economy and the main source of income is oil and
natural gas. There is a lack of interest of the state in improvements of the tourism and
hospitality industry, although this sector would have locally available sources which could be
exploited as sources of income and employment improvements, like in the neighbouring
countries, Egypt and Tunisia.
Design/methodology/approach: Based on a wide document analysis, literature review and
secondary data collection from different available databases, a situation analysis is done. The
limitations of the secondary research are derived from the lack of official statistical data, as
due to the revolution and the changing political environment the reliable official Libyan data
are missing. Therefore, the data are available from different reports of world organizations
and the statements are based on the experiences of the authors.
Findings: Libya has all the features to be a good touristic destination, and the tourist sector
should be promoted, because the country has a long coast of 1900 km, it has historic remains
of Phoenician, Greco-Roman and prehistoric civilizations registered within the UNESCO
World Heritage, religious places, mountains, deserts, oases and lakes in deserts, islands,
natural water sources and an appropriate infrastructure (road network, sea ports along the
coast, airports). The main problem is the present unsafe political situation and the lack of
services in the tourism and hospitality sector. A main strategy of the state should be to revive
the economy by allowing the establishment of medium and small working in the tourism
industry, which could increase the GDP and decrease the unemployment rate, which is very
serious in the young generation.
Practical and social implications: The situation analysis described in this paper could support
the new policies related to the development of the tourism sector, which could generate
improvement of the economy and the society as well in the future.
Keywords: economy, Libya, SMEs, tourism, unemployment
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STRATEGIC THINKING OF THE HUNGARIAN CAR DEALERSHIPS
Beatrix TURZAI-HORÁNYI
Purpose: Based on the research results of recent years, we can claim that small and medium
size enterprises would need complex business development strategy to survive in this
unstable, permanently changing market environment, however few of them recognize the
importance of this and even fewer prepare business plans.
Automotive industry was one of the biggest losers of the global economic crisis of 2008,
hence planning and strategy making is even more important for them. During my research,
my aim was to examine the strategy of dealerships within automotive industry and to explore
the characteristics of their strategic thinking.
Design/methodology/approach: The research was conducted by questionnaire survey was
started to gain primary data: questionnaires were submitted to 405 car dealerships from which
60 could be evaluated. After demographic data, the questionnaire covered the competitiveness
and strategy of dealerships and the effect of the crisis. Besides the time interval, objective,
reason and result of the planning, I asked them about manager and employee trainings, the
means of recovery and fields connecting to more parts of the business model.
To analyse and assess the data resulted from the research, I carried out cross-table analysis
instead of parametric analysis, and cluster analysis.
Findings: By using cluster analysis, I examined how dealerships can be classified according
to their strategy. I named the 3 identified clusters based on their characteristics, referring to
the strategic thinking of the given group.
Manufacturer and importers influence not only the life and development of dealerships, but
their strategy as well. Without importers, dealerships cannot even prepare annual plans, they
need to have them accepted in any case, and their operation is under strict control.
Based on the results of the questionnaires, it can be said that strategic thinking is not general
in case of the Hungarian dealerships, they do not apply conscious management tools and only
few of them think consciously and on the long term from the aspect of the dealership.
Research limitations: My research focused on the strategy of Hungarian dealerships and
strategic thinking of managers. Since one of the biggest losers of the crisis of 2008 was
automotive industry also in many EU countries, carrying out the questionnaire in other
countries is amongst my further research aims.
Practical implications: Results stem from my research might have positive effect on the life
cycles of dealerships, their strategic thinking and competitiveness.
Keywords: automotive industry, car dealerships, strategy, vision
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FOOD WASTE CHALLENGES IN SLOVAK REPUBLIC
Zuzana KAPSDORFEROVÁ, Mária KADLEČÍKOVÁ, Petronela TARINOVÁ
Nowadays the problem of food waste has moved up a public more intensive then in a past.
This problem will even grow in importance because of rising population in the world and the
need to feed the population. Food waste is an urgent problem because about one-third of food
for people's nutrition loses ends in food waste. Food losses occur throughout the food chain
starting from harvesting, continuing through the processing and ending with the consumption
of household food. In more developed countries, food losses at the end of the food chain
dominate. The fact that food was has an enormous impact on the economy as well as on
environment, makes a problem of social and economic range. For this reason The European
Parliament's Agriculture Committee has adopted a resolution committing members of the
Commission to take radical steps to reduce food and food waste from a farm to fork by up to
50% by 2025. Upon this initial steps there must be developed a strategy and action plan to
combat food waste in Slovak republic.
Purpose: The aim of the article is to show up on major problem of food waste, to appraise the
situation and point out the problematic of food waste in EU and in the Slovak Republic and to
propose suggestions to reduce food losses and food waste in the Slovak Republic.
Methodology: Stemming from the above mentioned the main research is focused on finding
out the data about the food waste in our circumstances and to suggest optimization measures
on their minimization. The survey based on queries was realized. Into the research had been
involved 156 respondents who responded on 16 questions related to food waste. The survey
was undertaken in June 2018.
Findings: The costs of food waste do create at least two kinds of costs. The first one is the
economic cost and the other is the environmental cost. To the first one mentioned does not
belong only the costs related to the value of products, but also the costs for production,
including of costs for human resources inputs, financial and material inputs, storage or
transport, as well the storage of unused products and their handling. The other cost above
mentioned, include wastage of resources through the whole life cycle of a product, which
means that for example water or energy is wasted and this is increasing the emissions of
greenhouse gases. The survey pointed out how extremely big problem is a food waste in
Slovakia. It is our responsibility to solve it and reduce food waste. The question of the food
losses and food waste represents very complex problem which is calling for participation of
all participants of the food chain, if the significant results should be achieved in this field.
Responsibility for sustainability of the natural resources for future generation is in our hands.
Key worlds: Food waste, Food losses, Supply chain, Households consumption, Food chain
challenges
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SOCIAL AND ORGANIZATIONAL DETERMINANTS OF INTRAORGANIZATIONAL KNOWLEDGE SHARING BEHAVIOURS AMONG
EMPLOYEES FROM Y AND Z GENERATION
Anna ALBRYCHIEWICZ-SŁOCIŃSKA
Entering on market, Z- generation, still is not recognizable in terms of the attitude and
behaviour in a workplace. However, it seems to be an important generation in terms of the
Industrial Revolution 4.0. For this paper following research assumptions were accepted:
behaviours in terms of knowledge sharing, regardless of the reason for their appearance,
constitute a manifestation of natural human activity; sharing knowledge requires specific
social competences; exchange of knowledge between employees is conditioned by the level of
social trust; organizations are responsible for shaping the of sharing knowledge culture and
stimulation of behaviour in terms of knowledge sharing is an element of personnel
management. The adopted research assumptions allowed to formulate the following research
questions: How do the representatives of the Y and Z generation perceive the category of
knowledge and its meaning? How do the employees from the analyzed group build networks
of social relations and cooperation (network logic)? What forms of sharing knowledge are
preferred by representatives of generations Y and Z? What organizational levels or
organizational units are responsible for managing employee knowledge exchange processes?
Purpose: The goal of this essay is to expand knowledge about conditions of employees’
attitudes- the representatives of Y and Z- generations about behaviours of organizational
knowledge sharing.
Design/methodology/approach: The subject of the research is analyzed according to the
review of scientific literature and reports of various institutions and organizations, including
OECD and mainly is based on the desk research method.
Findings: Conclusions from analyzed reports underline that Z- generation, differently than Ygeneration defines a category of knowledge - according to the problem of sharing knowledge
is more often about sharing information than knowledge itself. Secondly, information sharing
is significantly facilitated by digital skills, which are the strong competence of the Zgeneration. However, with regard to knowledge sharing, social skills are gaining in
importance, in which this generation is deficient.
Research limitations: The conclusion based on the analysis of chosen researches underlines
that according to Y- generation and behaviours in the field of knowledge sharing we are
already dealing with employees functioning over a decade on the labor market. On the other
hand, in reference to the Z- generation, the research is based on indirect applications
(concerning the educational competences of children) and declarations of young people.
There are not many studies available yet regarding the behaviour of this generation in the
workplace.
Practical implications: In the industrial reality where the ability to adapt and learn fast
determines success both in the individual and organizational dimension, streamlining the flow
of knowledge and its applicability seems to be an important factor determining the
competitiveness of enterprises.
Keywords: Y-generation, Z-generation, knowledge sharing, personnel management
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PERSONNEL MANAGEMENT IN RELATION TO THE EXPECTATIONS OF
WORKERS FROM GENERATION Z
Anna ALBRYCHIEWICZ-SŁOCIŃSKA, Elżbieta ROBAK
One of the key problem which modern organizations must cope with is to gain and
maintenance employees. This situation is a consequence of many factors such as:
transforming the labor market, strengthening the position of the employee, demographic gap
and generational changes. After years of X- generation representatives’ dominations ( born
between 1965- 1979) who characterized by work ethics, loyalty and competition that favors
employers, the existing balance of power on the labor market has disturbed the appearance of
representatives of the Y- generation (1980-1994). Employees of this generation have
contributed significantly to the transformations of the contemporary work environment. Thus,
the following Z- generation ( born after 1995) seems to represent even stronger the
employees’ needs. The representatives of the youngest generation are described as people
who: use advanced technologies in every sphere of their lives, including professional ones,
expect to focus their attention on them and stimulate their development through participation
in interesting projects.
Purpose: The goal of the paper is to present the specifics of the expectations of the
generation's representatives towards the place of work and the definition of activities in the
area of personnel management that will allow the acquisition and maintenance of these
employees.
Design/methodology/approach: In this essay the characteristics of Z- generation was
presented based on the subjects’ literature and it was formulated, based on the analysis of
selected reports, postulates regarding personnel management activities taking into
consideration the specificity of these employees. The study mainly used the desk research
method.
Findings: Functioning in the workplace and employees’ expectations from Z- generation are
a mystery for those who manage organizations. Difficulties rise to an understanding of their
desires, ways of perceiving reality and motives of actions different from other generations of
employees. Analyzed reports indicate the importance of Z-generation, above all, flexibility
and well-being in the workplace. These elements in the light of the literature are assigned to
the tasks of the personnel function and are most often associated with a flexible work
organization and a wide range of social benefits. However, Z- generation sees them
differently. In practice, it mostly means the availability of modern technologies and preparing
supervisors to work with young employees who expect their attention, individual approach,
care and guidance. The superior should play the role of not only the organizer of the work and
the controller, but above all the carer and partner.
Research limitations: The conclusions from analyzed reports are limited by the fact that Zgeneration is already enters the labor market. By examining the experience of these
employees regarding the work situation, these reports most often rely on their opinions
referring to temporary work.
Practical implications: The key guidelines for employees of personnel departments referring
to work with employees of Z- generation include: constant monitoring of the expectations of
this group of employees with respect to the job and the workplace, and providing the
superiors with knowledge about them and the ability to communicate with them.
Keywords: Z- generation, personnel management, workplace.
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ROLE OF BUSINESS GAMES IN HIGHER EDUCATION
Attila KOVÁCS
Purpose: Even when I was a student, the course of the Case Studies was launched in the
autumn of 1993 under the supervision of Prof. Csaba Székely. Within the course an
entrepreneurial decision-making game was developed on the basis of DBase. The task was to
maximize the amount of HUF 15 million in virtual assets received with the help of 10-year
decisions. In a matter of moments, the entrepreneurial specialty was burning in student fever,
but the seemingly easy-to-business decision game (BSG - Business Simulation Game) that led
to the abdominal intuitive decision model led to bankruptcy in no time! The game was a tough
competition between teams. Then the years passed and I took over this course and taught the
game, and I myself participated in similar games organized by other institutions. Our game is
very simple, but at the same time it provides an excellent basis for summarizing the
knowledge acquired so far. This is the point where I started to search what was missing to
make such a game more successful among the Students? What does it need to give even more
experience and knowledge? Is it suitable for helping Students develop complex vision? Does
it lastly help you become an entrepreneur?
Methodology/approach: In this article I would like to present the experiences of the past
decades, describing the literary background of decision-making games and the experiences of
others in their role in education. I summarize the advantages and difficulties of decision
games based on literature reviews and my own experiences. In addition to the presentation of
the self-made game and the unique nature of the game, I also present the results of the
questionnaire used during the execution.
Findings: I point out why it is advisable to execute the game within the scope of the course,
and how it would be useful to develop it to be used in higher or specialized courses.
Keywords: decision games, business games, strategic thinking ability, developing risk-taking
skill, entrepreneurial ability
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BRAND LOYALTY IN PROFESSIONAL SPORTS
Murad KHUDIYEV, Zoltan SZABÓ
This article reviews the existing literature on Brand Loyalty in sports which is one of the main
topics that create challenge in sports marketing. As the continuation of previous researches
done by the author, this paper reviews the term brand loyalty from a broader prospect.
Purpose: The purpose of this article is continuing the overall research held by author on
research topic investigating the core terms and aspects, which, one of them is brand loyalty.
Design/methodology/approach: Authors used review method and tried to formulate a
theoretical framework as a result of research.
Research limitations: However, limitations about shortage of proper researches on the
context made obstacles on the way of this research. Most proper scientific articles have been
reviewed and core concepts and findings summarized in order to be presented in a logical
order and structure. Although one of the aims of this research was using comparative method
and formulating a framework of similarities and differences in evaluations in existing
literature, investigations has shown that research are not enough to create such a framework.
Thus existing researches are similar to each-other and not colorful enough with detailed case
studies and satisfactory quantitative research. Another limitation is about researches done on
brand loyalty in sports marketing, however it is one of the fastest growing business nowadays.
Findings: According to findings, brand loyalty is now evaluated correctly through marketers
of football clubs in developing countries or simply in football clubs that fail financially and in
performance. Based on the findings it should be noted that proper researches should be done
on the topic in future, as sports is one of the fastest growing sectors in the modern business
environment.
Practical implications: This research may help sports businesses to improve or change their
marketing strategies or help to create new policies in order to succeed in the growing market.
Especially football clubs need such changes in recent years as new rules set by international
football organizations as UEFA and FIFA made new challenges and serious financial
obstacles for them. New rules as FFP (Financial Fair Play) have proved that traditional
strategies and trends are not successful in long term and such researches may help to find out
the reasons of failure and create more sustainable policies. This research will also inspire
researchers to hold more practical and detailed case studies on the topic to create more
challenging literature on the topic.
Keywords: Sports marketing, brand loyalty, loyalty, consumers, fans
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BUSINESS ENVIRONMENT FOR SMES IN GHANA
Anna DUNAY, Sheila Merley KORLEY
Purpose: SMEs are critical economic drivers in most countries. For business enterprises the
business environment and the entrepreneurial ecosystem of the given country or region is one
of the most important determinant of development. It represents a more significant importance
for micro and small enterprises and for newborn enterprises. The main objective of this paper
is to give insight into the entrepreneurial ecosystem of Ghana, a country with emerging
economy. In Ghana, more than 85% of enterprises are SMEs, and based on recent reports, the
vast majority of SMEs fail to be competitive hardly survive the first few years and unable to
grow. There are many local, national and international institutions which offer help by direct
supports, trainings, support for access to international markets and value chains by technical
capacity building and knowledge sharing.
Design/methodology/approach: The paper is a result of a wide desk research, where literature
review, document analysis, situation analysis and basic descriptive statistic methods were
used for describing the present conditions for enterprises in Ghana.
Findings: Sub-Saharan Africa’s economic growth has increased rapidly since the turn of the
21st century. GDP growth of the region is largely driven by the increasing population, the
boom of commodity prices, the rapid urbanization and the increased level of using
information and communications technologies (ICTs). Within the Sub-Saharan region,
Ghana’s economy expands due to political stability, relatively liberal economic policies and a
growing middle class. The findings describe the reasons of this development from the aspects
of business environment. The paper discusses the situation of “traditional” micro, small and
medium enterprises, as well as innovation driven enterprises (startups) of the country.
Practical implications: The results provided by the paper will formulate the basis of the
future research survey conducted in Ghana for analysing the business environment of
Ghanaian enterprises in details.
Keywords: entrepreneurial ecosystem, entrepreneurship, SMEs, Ghana, situation analysis
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COACHING MANAGEMENT STYLE AS A MANAGERIAL COMPETENCE
Waldemar JĘDRZEJCZYK
Purpose: The study raises the issue of coaching in management. Coaching is generally
understood as a process aimed at helping people to achieve better results of their
undertakings. Using the coaching construct by managers in organizations contributes to the
change of management style – a manager/supervisor ceases to be a solution “source” and
becomes an inspiration “source” for his employees. Employees should become more and
more independent over time – that is finding their own solutions to problems/tasks related to
their roles in organizations.
Owing to using the coaching construct in management, which is already referred to as a
coaching management style, as it was a competence category, it is easier to “manage” this
skill/competence. This approach is justified because the coaching management style can be
described in terms that are understandable to others and the presence or absence of this
competence can be observed, evaluated and influenced.
The main research problem in the study comes down to searching for answers to the following
problem questions:
1) How is the coaching management style understood by managers?
2) How is the coaching management style understood by subordinates?
3) What are the characteristics of coaching management style?
4) To what extent do managers apply the coaching management style in practice?
5) What are the expectations of subordinates towards their superiors and to what extent can
they be met with the use of the coaching management style?
Design/methodology/approach: The research was conducted among the managers and
employees of enterprises. In the study used a survey questionnaire.
Findings: As a result of the conducted research have been developed a set of
indicators/behaviours that make up/constituting coaching management style as a managerial
competence.
Keywords: management,
management style
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FOOD SAFETY AND SANITATION KNOWLEDGE, ATTITUDE AND PRACTICES
OF KENYAN UNIVERSITY STUDENTS
Kevin SERREM, Csaba Bálint ILLÉS, Charlotte SERREM
Purpose: Food borne illnesses continue to be a common public health predicament resulting
in high morbidity and often mortality. It is a key problem all over the world, but the topic
represents a highlighted importance in developing countries and regions. Due to inadequate
hostel and food catering facilities in most Kenyan universities, a majority of students procure
meals from food service establishments outside the campus. This renders them vulnerable to
questionable food safety and sanitation standards. The aim of this study was to investigate the
food sanitation knowledge, attitude, behaviour and practices, of students and how they later
influence their choice of where to consume meals.
Design/methodology/approach: A cross-sectional survey was conducted which covered two
main universities in Eldoret town. A pre-tested, closed ended questionnaire was used to
collect information from, a total of 300 University students who were randomly selected from
Eldoret town. The self-administered questionnaire was structured to contain 4 sections,
namely demographics, knowledge, attitude and practices of food safety and sanitation.
Findings: Despite their questionable food hygiene standards a significant number of
University students preferred consuming meals in informal restaurants and food Kiosks due to
the wide variety and constant availability of food. Most were very knowledgeable on food
safety and hygiene matters. However, for the majority, lack of motivation and poor attitude,
their knowledge of food safety and sanitation did not translate into practice.
Practical implications: The results provided by the paper may formulate a basis of further
trainings, knowledge sharing programs, which may increase the more conscious food
consumption of the examined age group. This consciousness in food consumption will have
impacts not only at the level of individuals, but also may affect their future health condition.
Keywords: food sanitation, food safety, knowledge, attitude, university students
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INNOVATION ACTIVITIES IN THE SME SECTOR
Sheila Merley KORLEY
Purpose: Innovation is a key driver of productivity and long-term growth and can help solve
social challenges at the lowest possible cost. It is believed that implementing developmental
innovations in your business such as improved or new products, services, production,
processes, or marketing and organisational practices may enable businesses effectively and
efficiently to increase in productivity leading to growth, both internally and externally. These
development processes may be measured by different indicators such as growth in Gross
Domestic Product (GDP), income per capita, etc.
The objective of the study is to analyse SMEs innovation activities in relation to its
performance and growth and also provide advice to policy makers in the industry. Hence, the
paper discusses how internal strategic resources are leverage to achieve growth, in emerging
and developed economies, and how technology and non-technology innovations, government
supports and innovation policies affect the SMEs business environment and the entire
entrepreneurial ecosystem innovation.
Methodology: The article uses the method of desk research, i.e. it is relied on secondary data,
processed by descriptive statistical methods. Findings are presented through the sources of
literature review, document and situation analysis.
Findings: Based on the research results it may be stated that those SME organizations which
use their in-house resources strategically and effectively in partnership with external
innovation system organizations may have high productivity rate than those who do not. The
presence of strategic thinking and entrepreneurial attitudes (creativity, risk taking, openness
for new solutions) is necessary for innovative behaviour, but unfortunately it is missing quite
often in the micro, small and medium enterprises. Findings of the paper build the conceptual
model of the primary research launched for the evaluation of the innovation activities carried
out in countries developed and emerging economies.
Keywords: SMEs, entrepreneurial innovation management, technology and non-technology
innovation, developed and emerging countries, situation analysis
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LABOR SHORTAGES AND LABOR RETENTION IN CEE COUNTRIES
IN LIGHT OF THREE CONSECUTIVE EMPIRICAL SURVEYS
József POÓR
Purpose: The main aim of this contribution is to present a picture of the labor shortage and
labor retention in the V4 countries
Design/methodology/approach: Three consecutive surveys on labor shortage patterns (2016,
2017 and 2018) and labor retention practices were conducted by the Szent István University
Management and HR Research Center. In addition to the Hungarian subsample, we have
summarized the responses received from different organizations gathered in the surrounding
countries.
Findings: Based on the OECD data, a significant number of some 7 million people, according
to estimates, have left the labor markets of the Visegrád countries, including Hungary.
Unemployment has declined sharply (3.6%-6%) due to worsening demographic trends and
related to the economic development that has started, compared to the previous high
unemployment levels (15-20%), labor shortages have developed in different areas and
positions. The labor market tightness indicator - the number of vacancies - is the most
unfavorable in the Czech Republic, but the situation in our country is also very bad in this
regard. In connection with the trends indicated, it is worth pointing out that, according to
various indications, the jobs of the future do not require as much manual labor and require a
highly qualified workforce with totally different competences. Finding, acquiring and
retaining adequate human capital poses a series of challenges for the different companies and
institutions. One of the most common words in Hungarian work-related public discourse has
been labor shortage. However, many forget that the problem reported has several positive
effects (e.g. innovation becomes more important, wages increase, new types of workers will
be sought, etc.) to note alongside the negative effects (e.g. difficulties due to current labor
shortages, etc.).
Keywords: labor market, unemployment, labor shortages, key influencing factors
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COLLECTIVE DISPUTE RESOLUTION PROCEDURE AS AN INTEGRAL PART
OF INDUSTRIAL RELATION IN POLAND
Leszek CICHOBŁAZIŃSKI
Presented paper is focused on the issue of resolving collective disputes, i.e. conflicts between
labour unions and employers.
Collective dispute is the basic form of institutionalizing the conflict between employer and
employees on the basis of Polish legislation. It was introduced by Polish legislation at the
beginning of the system transformation period. The institution of a collective dispute is to
regulate labour conflicts arising between employer and employees represented by labour
unions. Due to that the course of a conflict can be controlled. The collective dispute procedure
introduced by the law consists of several stages. Mediation is one of them and the parties to
the dispute are legally obliged to participate if they cannot reach an agreement by themselves.
Thus, the need to initiate the mediation procedure occurs when previous attempts to resolve
the conflict fail.
The entire process of a collective dispute will be analyzed, with a special emphasis on one of
its stages, namely mediation. It is understood as a process of agreeing on interests and making
decisions between representatives of conflicted employees and employers with the
participation of a third party, the mediator. This subject matter is presented from the
mediator's perspective. The main research problem is - what actions should the mediator take
to reach an agreement? Should the choice of these actions depend on the characteristics of the
conflict existing at the beginning of the dispute, which are beyond mediator's influence?
The empirical part of the research will be based on the analysis of case studies of mediation in
collective disputes, where the author of this text acted as a mediator.
The mediator, being the third party to the negotiations, faces the task of directing negotiations
in a manner that enables the parties to reach an agreement. There is a number of conditions
for an effective mediation. They will be the subject of the following study, as there is a need
to develop a model of an effective mediation. There are no similar mediations. Every labour
conflict is different and every time the mediator faces a new task. However it is important for
the mediator to identify the basic variables affecting the efficiency and effectiveness of a
mediation.
The cognitive objective of this study is to examine the role of mediation in collective disputes
in the management of organizational conflicts.
The application purpose of the study is to create a model of an effective mediation that could
be used by mediators in their efforts to solve collective labour disputes.
Keywords: Collective Disputes, Industrial Relations, Industrial Conflict, Mediations, Trade
Unions.
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TRACEABILITY AND CROSS-CONTAMINATION –
FOOD SAFETY KNOWLEDGE OF HUNGARIAN FOODSERVICE WORKERS
Anikó KOVÁCS, András TÓTH, Csaba Bálint ILLÉS, Anna DUNAY,
András BITTSÁNSZKY
Purpose: The two most important aspect of food safety are traceability and crosscontamination. Almost all factors of food hygiene are related with these two areas. The
purpose of this study was to reveal the knowledge level of Hungarian food handlers focusing
on traceability and cross-contamination
Design/methodology/approach: A self administered questionnaire was developed for
surveying food handlers’ knowledge. Thirty-four questions were included in the
questionnaire, 17 related to cross-contamination and 17 related to traceability. The topics of
the questions covered all the main areas of food hygiene. Additional information related to the
respondent's gender, age, qualification and number of years in a food business were also
surveyed. Total of 275 food handlers participated in the test writing sessions. They worked as
kitchen maid, cook, storage manager or catering manager. Right answers were scored with 1
point. Results were given as a percentage of the maximum scores.
Findings: Average test results were 93,9% the minimum results was 64,3% the maximum
was 100%. Differences between the knowledge related to cross-contamination and traceability
has been revealed in context of qualification and field of activity. Knowledge level of storage
managers related to cross contamination was significantly lower than the knowledge level
related to traceability.
Research limitations: The survey has some limitation because food handlers were involved
only from the city of Budapest therefore results are not representative throughout Hungary
Keywords: cross-contamination, traceability, knowledge, food handlers, school catering
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MICROBIAL STATUS OF FOOD CONTACT SURFACES IN SCHOOL KITCHENS
András BITTSÁNSZKY, Anikó KOVÁCS, András TÓTH, Anna DUNAY,
Csaba Bálint ILLÉS
Purpose: Microbial status of food contact surfaces are one of the most important food safety
performance indicator. Therefore measuring microbial load is an essential part of food safety
management systems. In this work we will show the results of a systematic microbial survey
of food contact surfaces in Hungarian school kitchens.
Design/methodology/approach: Thirty-five school catering units were involved in this study.
Ten surfaces were sampled in every kitchen with sterile collection swab and Aerobic Colony
Count was measured in our microbial laboratory. Results were given as logCFU/100cm2. If
logCFU was higher than 2.4 it was considered as unsatisfactory. The kitchens were sampled,
twice in 2017 and also in 2018. Kitchens were characterized with the ratio of satisfactory
surfaces and expressed in percent: (100% means that logCFU values were below 2.4 in all
surfaces).
Findings: Seven hundred surfaces were sampled and the logCFU value was higher than 2,4 in
case of 128 surfaces. The summarized results of kitchen ranged from 10% to 100%. The
average and standard deviation of all measurement was 80,75 ± 20,7. Statistical difference
was detected between the two sampling years, the results of kitchens increased from 75,75 ±
22,93 to 85,75 ± 17,09 (average ± standard deviation), that means that the food safety
management system was effective in these catering units. However there were four kitchens
where the results decreased with more than 20 percent.
Keywords: microbial load, food safety management, school kitchens, aerobic colony count
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TRUST, THE FACTOR AFFECTING FOOD CONSUMPTION APPEARANCE
IN YOUNG INTELLECTUALS
Fanni Ildikó FODOR, Attila LAJOS, Zsuzsanna NAÁR-TÓTH
Purpose: Over the past years electronic media-mediated domestic press reports have become
more and more common and their central message is that several supermarket chains and
resellers repackaged foreign fruits or vegetables and resold them in Hungary as domestic
product to local consumers at three to six times higher price. (An example of this happened in
the first week of May 2019 when strawberries imported from Spain and Greece were
repacked and resold as Hungarian domestic product which caused great indignation among
the domestic consumers.) This example and similar cases further appreciate how to build and
strengthen the confidence of domestic products in Hungarian consumers, especially in a
product range where the provision of individual labels or information cannot be solved. In this
case only consumer trust can persuade the consumer to carry out a purchase. Trust which is
not a negligible factor in human relationships is also an important element of social capital.
Furthermore, trust is the basis for all kinds of collaboration, organization and networking as
well. Trust is predictable, risk-reducing, relationship-based and can be defined as a software
resource placed in a constantly changing economic environment. Unfortunately lack of trust
have serious consequences. In our research we would like to seek to find out how news and
information about trust can influence young intellectuals in the media communication.
Nowadays the media is indispensable and almost necessary. There are no people who would
not get information about the different events through online communication or other
communication channels. Our choice fell on the young intellectuals because there is no longer
one among them who would not use digital devices on a daily basis which would allow them
get online news about consumer confidence faster and more and more widely.
Methodology: We analyse how the young intellectuals appreciate the possibilities of buying
vegetables and fruits from the point of view of trust from the primary producer to the
producer to the several hypermarkets in Hungary. This study is based on a quantitative survey
and we using a questionnaire.
Findings: The focus of our research is on the strengths of the various purchases and the
influence of this on Hungarian label for vegetables or fruits.
Keywords: consumer behaviour, trust, domestic products, online communication, product
label
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“ONE BELT ONE ROAD” – AN ANALYSIS OF RELATIONS BETWEEN
CHINA AND HUNGARY
Saadi Ahmad SHAHBAZ, Anna DUNAY
Purpose: The aim of the study was to give insight into the Belt and Road Initiative, as a main
internationalization program of China with the European countries, particularly with Hungary.
For the analysis of the present situation, the past, current and future trading trends between
China and Hungary were explored, and the opportunities and next steps for better economic
options and better bilateral and multilateral trading mechanism were summarized.
Design/methodology/approach: The paper is based on a desk research: a wide literature
review and analysis was conducted. For this research are PESTEL analysis, trade-to-GDP
ratio and trade intensity was analysed.
Findings: China is Hungary's fourth largest trading partner. Meanwhile, Hungary is China's
third largest trading partner in Central and Eastern Europe. "The Eastern opening" Hungarian
government policy coincides with "The Belt and Road" policy of China at geographical and
target levels. The purpose of 315 billion-euro European investment plan (Juncker Plan) was to
increase investment without increasing public debt. The Chinese-Hungarian Bilingual
Schools, Bilateral Cultural Cooperation Plan for the years 2016-2019 and the construction of
the Hungarian-Serbia railway conforms to the complementary interests of both sides. Until
2017, China's stock of direct investment in Hungary was $330 million. China revised and
improved the laws for the Administration of overseas Investment.
Recently, taxable incomes related to the place of business shall be determined under the rules
applicable to resident companies. After 2013, China's Trade-to-GDP ratio has declined. This
is mainly due to the relatively stable situation of total imports and exports, while the growth
rate of GDP increased, resulting in a smaller coefficient. On other hand, trade protectionism in
European countries has gradually risen, the anti-dumping investigations initiated by European
countries against China have shown an increasing trend in recent years.
Under the mode of modern logistics integration, a more stable contractual relationship with
sales enterprises may be established.. In the future, it is necessary to further strengthen the
cooperation mechanism at the bilateral government level, actively build a bilateral economic
and trade cooperation service platform, remove trade barriers, promote the pace of
cooperation in key areas.
Keywords: Belt and Road Initiative, China-Hungary trade, PESTEL, investment
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DRASTIC SCRAP REDUCTION BY APPLYING SIMULTANEOUSLY TPM
AND STANDARD WORK ANALYSIS IN AUTOMOTIVE INDUSTRY
István VAJNA, Anita TANGL
The competitiveness of companies is always a key aspect even in economic growth period or
more important decline. Between the used resources some of them can not recovered or
replaced like the lost time and capacity. In the automotive industry the product has to fulfill
strict international quality standards beside a very low tact time production. To reduce high
scrap rate 70 kg-140 kg / machine setup with 50% was the primary goal of the workshop. The
scrap was due to machine operation and non-standard human interaction. Using TPM,
Standard Work in one week intensive development workshop led to increase OEE from 64 %
to 79,5%. Involving all levels of production from top management to operators was the core
of the cross functional team. The results can be directly measured after the changes.
Purpose: The research shows the results by applying the combination of lean-kaizen tools to
gain maximum potential for the whole production line implementing by an unusual intensive
workshop. Sharing this research experiences can save time, money and workplaces in other
industrial segments as well.
Design/methodology/approach: In the coil production factory the general used method was
the TPM (Total Productive Maintenance) and Standard work analysis in one week Kaikaku
(Intensive development) workshop. The workshop started with trainings and after defining the
target area and goals immediately was turned in Gemba practice for find out the low OEE
causes. OEE was warring between 59%-64%. It was analysed the whole production line in
static and dynamic action. There was recorded all the maintenance and operators activities by
video for precise time/activity based measurements dedicated to the production line. The
development was made based on 3Mu and 4M method with weak point analysis by observing
the standard works. Final development measures were using the ECRS (Eliminate, Combine,
Rearrange, Simplify) kaizen methods. After identifying the root causes and evidences
immediate corrective actions were implemented and tested after each PDCA loop.
Findings: The state of operation of the machine due to overcrowding and continually
postponed maintenance, unexpected occurrence of failures, unknown causes of failure and
shortcomings in the professionalism of the maintenance technicians forced the machine to
stop several times. Because of the difference between the conflict of interests and the standard
attitude of employees and maintenance, did not take the company to the solution. The
production setup method of the four operators was also 90% different using only empirical
practice during daily operations.
Practical implications: In TPM implementation always starts with 5S level and observation
of the relation with machine, elements, components, contaminations, WIP, product scrap. Use
well designed visual standards to deliver the method and clear communication. Preparation of
the method tools is also as much as important as the action itself. Real teamwork, leadership
and high concentration to tasks is the key of success. The top management total support is
needed. The outsiders’ opinion can also have positive impact to results so listen everyone.
Without discipline, 5S and standardization the results will not last long. After kaikaku the
results can be measured immediately qualitative and quantitative too.
Social implications: The higher work / machine environmental quality and productivity
affects the workers life quality. This motivate operators for getting higher bonuses after the
increased OEE. Further goals can be defined by management for future.
Keywords: TPM, 5S, Standard work, Kaizen, Kaikaku

13-14th June 2019, Gödöllő, Hungary

147

9th International Conference on Management: “People, Planet and Profit: Sustainable business and society”

ROLE OF DATA SECURITY POLICY AT HIGHER EDUCATION INSTITUTION IN
THE LIGHT OF LEGISLATIVE CHANGES INTRODUCED BY THE GDPR
Grzegorz CHMIELARZ
Purpose: The paper concerns the issues of information and personal data security at higher
education institutions in Poland. One of the major issues stressed by the author is the fact that
it is vital to understand that the issue of information and data security, in all types of
organisations, including universities is not a problem to be solved. The author points out that
information and data security management have to be considered at the level of designing and
developing systems aimed at information management in organisations as well as a
comprehensive assessment of potential risks and threats that those systems can encounter at
the stage of their utilisation. This requires procedural solutions, which having been
implemented in organisations are supposed to regulate and control both the technology used
for data and information processing as well as behaviours of human beings who actively
participate in information and data processing. One of the essential documents in this area that
sets the principles to the manner of data and information processing in organisations is data
security policy. The author discusses in the paper the ambiguity of the term “data security
policy” pointing out the difference between the general understanding of the term, which may
result in making organisation more vulnerable to external threats to data security.
It is worth stressing that since 25th May 2018 the area of information and personal data
protection in organisations that process personal data operates according to new regulations
imposed by the new EU’s General Data Protection Regulations, commonly called GDPR.
New provisions apply to all the organisations that process data in the territory of the European
Union, regardless of their physical location, which significantly extends the range of the
regulation’s application. Author’s particular attention is a new attitude to data protection
policy that according to the GDPR has to be introduced in organisations, with particular stress
on higher education institutions. In the empirical part the author presents the result of a
research that was conducted at Polish universities, in which the survey participants evaluated
the role of data protection policy before and after the GDPR became effective, therefore
providing valuable insight into the area of personal data protection at universities.
Design/methodology/approach: The research was conducted among the employees of all
levels of Polish universities, who within their professional duties process personal data. The
data was gathered with the use of CAWI and PAPI methods. Having obtained the results they
were in a subsequent stage compared with the results of another research on the same topic,
conducted among the members of a purposefully selected expert group that included experts
in the field of personal data and information management at universities.
Findings: As a result of the conducted research the role of data security policy has been
determined in the old and new legislation, pointing out the differences in this scope being an
outcome of GDPR introduction.
Practical implications: Identifying the main principles of data security policy and its role in
the new legislation may prove beneficial not only to educational institutions in the area of data
management, but all organisations that are obliged by law to process personal data and prove
that the management process is conducted in accordance with law regulations.
Keywords: personal data security, information management GDPR
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IMPACT OF SENSES OF YOUNG GENERATION ON CONSUMER BEHAVIOUR
(GENERATION Z)
Andrej GÉCI
Consumer´s behaviour is a very important and, above all, it is a key factor in the
implementation of individual marketing tools. It is interesting to observe the special
preferences of the buyers by which traders realize their next business steps. This behaviour is
still a very unexplored area of social life for all of us. In individual consumer´s behaviour
research, it is very important to note, analyze and constantly seek answers to a few basic
questions about purchasing - why, where, how, when and what customers buy. The main
objective of the present document is to evaluate the consumer´s behaviour of the young
generation in the food market (comparison of buying behaviour in several commodities).
Primary data were processed on the basis of multiple author surveys that relate to different
food market commodities. Surveys were conducted in a questionnaire, on various online
platforms and in the Slovak Republic.
The young generation's consumer´s behaviour was seen among several types of foods - sweet
snacks, salty snacks, tea, protein bars and milk. This document confirmed the different
consumer´s behaviour of the different food market commodities. For all of the abovementioned commodities, young consumers decide on the basis of a particular food flavour
when purchasing. However, price is the first factor that interests them when buying milk.
Consumers purchase food of daily consumption differently to purchase products and goods
that they do not consume at a given moment, but their purchase is subject to a need in the near
term.
We assume that the perception of the young generation is different to that of the older
generation. Their buying habits are different. The young generation perceives buying by
different factors as people from another generation do.
The paper is a part of the research project VEGA 1/0502/17 "Consumer personality and its
impact on emotional behaviour and decision making“, solved at the Department of Marketing
and Trade, Faculty of Economics and Management, Slovak University of Agriculture in Nitra.
Keywords: consumer, consumer behaviour, young generation, food market, buying decision
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KEY TECHNOLOGIES IN THE SUPPLY CHAIN MANAGEMENT
Dariusz DUDEK
Polish companies have been using modern tools and methods of supply chain management for
many years. Most managers successfully use such tools as: process optimization, quality
management (Zero Defects, Six Sigma), Lean Management, Supply Chain Management (Justin-Time) and Demand Driven Manufacturing.
However, nowadays a real competitive advantage will be given to those enterprises that fully
automate the processes implemented in the logistics chain. This will not be possible without
the use of modern technologies such as RFID (Radio-Frequency Identification), IoT (Internet
of Things), AR (Augmented Reality), VR (Virtual Reality), AI (Artificial Intelligence). To
fully use their potential, we need uniform communication standards.
The purpose of this article is to determine how modern technologies can affect companies in
the logistics industry. The article presents the results of research on ways to use new
technologies to improve the quality and speed of order fulfillment. Particular attention was
paid to blockchain technology, which can become a global communication standard, not only
in the area of logistics. Typical challenges in the area of the logistics chain are taken into
account and the features of key technologies that can solve these presented problems. The
next part of the article presents practical implementations of modern technologies and the
benefits of their implementation in the logistics chain.
New technologies are growing so fast that supply chains have problems with their quick
adaptation. Today's consumers are primarily looking for value, convenience and unique
experience. Lack of an individual approach to the client, as well as the inability to offer a
personalized product, disqualifies the company from acquiring new customers. Entrepreneurs
who do not start using new technologies will not be able to respond to clients' needs. Then
they quickly suffer the consequences and won’t play any role in the market. Modern supply
chains are such that allow to improve the functioning of enterprises, automating processes and
shortening the time of service provision to a minimum.
Keywords: modern technologies, supply chain, blockchain, management, process automation
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EVALUATION OF CONSUMER BEHAVIOR IN THE MARKET OF SELECTED
AGRICULTURAL COMMODITIES IN THE SLOVAK REPUBLIC AND
THE RUSSIAN FEDERATION
Tatiana EVTEEVA, Snezhanna GUZIY, Patrik ROVNY
The behavior of consumers in the agricultural market always has its own characteristics,
unlike the markets of other groups of commodities. The basis of this work is the assessment of
consumer behavior with the identification of consumer preferences in the potato market in the
Russian Federation and the country of the European Union - the Slovak Republic. For more
accurate market research of consumers in the survey format, there was a restriction of
consumers’ research in the Russian Federation in the central region of Russia (cities:
Moscow, Tula, Kaluga, and Yaroslavl) and in Slovakia; data were used throughout the
country. For this case, a questionnaire was specifically designed by the author under control
of marketing departments in Russian State Agrarian University in Moscow and Slovak
University of Agriculture in Nitra for consumers of potatoes, in order to identify their
preferences and to further assessment and compare the results between the two countries. A
total amount of respondents in international research is more than 500 persons. Then the
results of the survey were applied in the special program Deductor Studio Academic version
5.0, developed by Russian programmers for processing various types of information,
including marketing one. The results of the study allow agricultural organizations, farms and
holdings in the studied countries to adjust their marketing strategy, taking into account all the
features of consumer behavior in the studied agricultural market. Apart from that, the use of
application programs in processing of marketing information allows to improve the quality
and efficiency of the decision-making process.
Keywords: consumer behavior, agriculture, potato market, Russia, Slovakia
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MANAGEMENT OF CREATIVITY OF EMPLOYEES IN THE SMALL
AND MEDIUM ENTERPRISES
Edyta KULEJ-DUDEK
The subject of creativity, its conditions and its role in enterprises is very wide and many
researchers are more and more often taking on the development of its subject matter. Effective
management of creativity and talented employees is very important in a knowledge-based
economy and has an impact on knowledge management processes. Well-managed teams
consisting of talented and creative employees are more involved in the performance of their
tasks, and greater job satisfaction enables better social relations between colleagues. In many
companies there are no appropriate conditions that are conducive to creativity, innovation and
continuous development. This is due, among other things, to the lack of knowledge about
creativity.
Employees very often have great potential for creativity, which is usually not perceived.
Creativity is not an innate feature. Each employee has a creative potential that can be
systematically developed. The knowledge and experience of long-term employees can help
you see different aspects of the problem and generate unconventional, innovative solutions.
Creativity of employees increases if they are directed by competent leaders. Many modern
enterprises and organizations depend on creative employees, which is why the ability to
manage them is very important. Entrepreneurs should focus on creating the right conditions
and motivating for creative activities.
The aim of this publication is to determine how to manage creativity in the company and what
to do to make creativity an integral part of the company. The article presents creativity, its
components and management of creativity. It shows how to use the potential of creativity
inherent in employees and analyze the factors influencing the creativity of employees. It also
describes the stages of the creative process, the rules according to which creative solutions are
created and actions that can influence the motivation of creative employees. It indicates how
to stimulate and develop creativity. Creative solutions allow introducing innovations and
unconventional activities. Creative employees find it easier to solve difficult problems and
have a high ability to achieve their goals, are more persistent at work and maintain their
energy at a high level. This can contribute to increasing the efficiency of the entire company,
and is reflected in the company's offer or the innovation of services and products.
There are many activities related to stimulating creativity in the enterprise. All the principles
or techniques that develop creativity are designed to create a workplace in which employees
are positively and motivated and additionally selected for their personal predispositions and
abilities.
It is the duty of the company management to create teams composed of people with different
thinking styles, different levels of knowledge and experience. It is important to use
appropriate systems for rewarding and motivating employees, building a climate of
cooperation or implementing modern knowledge and idea management systems.
Keywords: creativity, creativity management, knowledge management, motivation, creative
process
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EFFECTIVE TEAM BUILDING IN PROJECT MANAGEMENT USING
“WHOLE BRAIN THINKING” METHOD
Petronela TARINOVÁ, Pavol GRMAN, Mária KECSKÉŠ MRÁZIKOVÁ
One of the most valuable improvement in management during the 1970's has been the
boundless use of project teams to different tasks. Project managers promptly enrol the critical
significance of the productive project team and the character of team building activities in
simplify project management performance. In fact, the divergence between successful and
unsuccessful performance can usually be associated to the effectiveness of the project team.
Research on the human brain has pointed out that each of us, human beings, has a preferred
way and method of thinking that influences the way we take in and process information.
The awareness of one’s own thinking preferences and the thinking preferences of others, is
known as “Whole Brain Thinking.”
Project managers and their teams are under growing pressure to do their work better, faster,
and cheaper. They are forced into a scheduling mode before having defined and planned their
projects. In every project team are some people who have ideas, some people who can analyse
ideas, others who can sell them and then some who can implement them successfully. Every
team leader needs a team of talented individuals, that’s where Whole Brain Project
Management comes in.
The main objective of this paper is to understand the Whole Brain Theory and point to the
need for effective team building because in the modern economy with changeable condition
on the market is effectiveness the main key to succeed in business.
The research sample of this study were 20 adults, who came from different cities across the
Slovakia. The survey was conducted in the September 2018 in Bratislava, Slovakia. Survey
was engaged to demonstrate the Whole Brain Thinking method. The survey was tested in the
selected company.
The way a team thinks have a significant impact on the results they achieve. The Whole Brain
Thinking method does two things – firstly, it highlights team strengths and it also highlights
possible gaps or areas where the team might not be that strong. This enables to the team to
come up with strategies to fill those gaps. The team profile improves communication,
decision-making and problem-solving. One of the great advantages of the whole brain model
is it´s scalable, which means you can use it on an individual, you can use it on a pair (two
people) and you can as well use the same model on a team.
Adding Whole Brain Thinking techniques need a little planning. It isn’t as complicated as
someone think. Company can create teams that engages each quadrant to be more effective
for businesses to get better learning results.
Whole Brain Thinking is a smart method to implement. Whether company decide to make all
current learning or even just reassess some of the methods to train learning techniques, it’s a
worthwhile practice to invest in.
Keywords: project, project management, Whole Brain Thinking method, effective teams
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LUXURY MARKETING IN THE CASE OF CHAMPAGNE
Nóra BODOR
This paper focuses on the wine region of Champagne and its products from the luxurymarketing point of view. Going trough the definitions, history and concepts of both field the
main purpose is to see how the region and producers have been able to use this tool to create
the special image and make Champagne the most famous sparkling wine of the world.
Most of the luxury brands have to face with that traditional methods of their marketing can be
considered „old –fashioned” and new innovative modes arose. Their strategies and campaigns
have to be adapted to the accelerated (digital) world to be successful to preserve the
reputation, world-famous image of the region and their wine.
How luxury marketing has changed how it is working today in Champagne and how
consumers evaluate this change?
It is important to examine how the champagne houses; producers are handling this change and
how the consumers perceive it? It is important to see whether they have the same view and
opinion about the strategies and concepts of Champagne. It can show the directions for future
development of marketing strategies in Champagne.
With the help of the luxury module it can be declared that Champagne as territorial brand
with the management of CIVC and the help of history made a perfect job.
Respondents of the focus group sometimes have different perceptions and emotions that the
producers would like to channel towards them. Probably the origin of this difference is the
different mindset of the two parties – producers think differently about luxury than the
average consumer who were asked in the focus group.
In this case at least two ways are possible: the one that small producers set an aim with a
limited target group who they will find and communicate effectively towards them or change
their strategy and start to use consciously the tools of luxury marketing to reach larger
audience with their product. According to the interviews the first solution is the more fitting
the brand personalities of the producers.
Keywords: Champagne, luxury marketing, luxury signals, territorial brand, focus group.
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MARKETING TOOLS USING BY SPECIALIZED SHOPS, WHICH ARE SELLING
LOCAL AND FRESH PRODUCTS
Marek PETRIĽÁK, Erik JANŠTO
Purpose: The use of marketing tools is important in every area of business. An exception are
not farms or businesses that sell fresh, processed food products of nature. Market success
cannot only be achieved by using some marketing mix tools. It is necessary to use a
combination of tools and strategies that can ensure sustainability and success in a market that
is oversaturated by foreign products of lower price.
Design/methodology/approach: Data collection was visited by a total of 94 specialized shops,
where we collected data through controlled interviews directly with the operators or owners of
the shops under review.
Findings: Based on the results of the research, we can say that businesses that offer local,
fresh products make more use of online customer communication tools, either through a web
site or a Facebook page that support paid advertising for up to 1/3 of the cases. Surprisingly,
the use of regional newspapers is surprising, but we can assume that targeting an older
generation that is not able to use modern technology has an effective impact.
Practical implications: The most effective tools in the sample of our survey are offline
environment tools: regional newspapers, mailbox-based leaflets or store leaflets. In the online
environment: communication by using the website and Facebook ads.
Effective use of online tools, such as regular communication and update of information
supported by targeted advertising and search engine optimization, can have an impact on
raising awareness of fresh product offerings, and this can lead to increased interest in local
products. In an online environment, it is important that an enterprise or agency that manages
these activities is able to set the targeting of the region's population properly.
Keywords: local marketing, marketing tools, local business, local products, digital marketing
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INHERITANCE OF AGRICULTURAL PROPERTY AS A POSSIBLE MEANS OF
GENERATION CHANGE IN HUNGARY
László KOVÁCS, Zsolt ORLOVITS
“Changing of the guard” from the previous generation to the next has been an important issue
in agriculture in several countries; succession being an aspect highly regulated by law.
Incidentally, Hungary lags behind many Western European countries in general when
succession of agricultural land and properties is considered, as there are no provisions and
guarantees to facilitate keeping the integrity and seamless transition of an agricultural
property, often built up as labour of a lifetime. On the other hand, several Western European
countries apply special provisions for the succession of agricultural land and properties,
thereby preventing the division of an operational and viable agricultural unit by legal
successors.
The priority of keeping agricultural properties in one hand arose early on in legal systems in
Western Europe. The usual practice is that the farmer appoints a beneficiary, typically a direct
descendant, who is subsequently trained and actively involved in managing the agricultural
unit while the owner is still alive and active. Therefore, it hardly ever happens that the rules of
intestate succession need to be applied; even if the owner eventually dies intestate, most legal
systems acknowledge common law and the unwritten intentions of the legator.
It is still undecided how to regulate this issue in Hungary: there are important economic
considerations to keep farms and agricultural lands intact, but there is no customary law or
usual practice regarding this issue; in addition, drawing up a last will and testament is still not
common.
Our study of international comparative analysis reveals that there is a wide range of ways and
means to tackle the issue of the succession of agricultural properties. Some legal systems
introduced a minimum plot size to prevent division into unmanageable units; others prescribe
that plots or entire economic units, movable and unmovable properties, need to be kept
integral and intact.
Therefore, on one hand, the system in Hungary needs to guarantee the suitability of the
beneficiary to manage the agricultural property satisfactorily; and on the other hand, it needs
to draw up provisions for the compensation of the other legal successors. It is essential to set
up an appraisal system that considers the beneficiary’s intent to continue farming the
agricultural land (as opposed to selling it at market value). For this reason, a complex system
evaluating actual value is used as a basis for a financial agreement with the other
beneficiaries, with the help of subsidised loans or paying in instalments.
It is also important to consider that most farmers in Hungary operate in the form of smallscale or family-run businesses that own the farm; in these cases, succession needs to consider
the division of the assets and properties of a business (not just the agricultural plots or lands)
amongst the legal successors.
Keywords: succession of land and the related installations used for agricultural production;
naming heirs; order of intestate succession
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CONSUMER BEHAVIOR OF SELECTED GENERATIONS
ON THE MILK MARKET
Alexandra ANDOCSOVÁ
For decades milk and dairy products have been considered an essential part of the food
pyramid, which was designed by nutritionists as a visual aid to find out what kinds of foods in
what quantities a healthy individual´s balanced diet should consists of. However, opinions on
the benefit of milk consumption of other animal species differ. In general, in our geographic
conditions, milk is considered to be a very important food component not only for children,
but also for adults and the elderly. The main aim of this work is therefore to point out the
differences in consumer behavior of selected generations in the milk market. Primary data
were obtained from 331 respondents through a questionnaire survey from October 2018 to
February 2019. The respondents answered 8 classificatory and 28 questions related to the
topic of milk consumption that were subsequently analysed using statistical methods
(Pearson's Chi-square test and Mann-Whitney U-test). Survey results have shown that
consumers consider milk as part of a healthy diet (83.99%) and buy milk mainly for direct
consumption (77.65%). Generation Y and baby boomers have similar patterns of milk
consumption, but differentiate in their satisfaction with milk quality on the Slovak market, the
impact of price and package size, and also in the frequency of milk purchase.
Keywords: baby boomers, consumer behavior, generation Y, milk
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THE ROLE OF STRATEGIC COMMUNICATION IN THE MUSEUM:
THE CASE OF ŠIAULIAI MUSEUM
Gintarė KULBECKIENĖ, Nijolė LITEVKIEN
Purpose: This article deals with strategic communication in the museum’s activities, finding
out how strategic communication is assessed by Šiauliai museum employees. The following
research objectives are raised: to reveal the conception and essence of strategic
communication; to find out the role of strategic communication and the management process
in the activities of Šiauliai museum; to investigate the role of strategic communication in the
museum’s activities, based on the case of Šiauliai museum.
Approach: analysis and synthesis of scientific literature; content analysis of documents,
comparative analysis, qualitative research, quantitative research.
Findings: The analysis of scientific literature has showed that strategic communication is to
be defined as management in both the internal and external communication system of the
organization, which helps to improve the museum’s image and establish long-term relations
with the public. It was identified that the applied means of strategic communication helped to
attract more visitors, maintain staff, and effectively collaborate with local communities and
the general public. The comparative content analysis of documents demonstrated that strategic
communication in Šiauliai museum was planned while preparing annual activity plans
containing projected activity areas according to which the planned goals were raised,
projected deadlines and responsible persons. The management of this museum points out that
the essence of developing the strategic communication plan is dual: distribution of work
(planning) and substantiation of unplanned actions. Managers mostly relate the improvement
of strategic communication in the museum with enhancement of relations with the
community. The museum’s employees name special events and advertising as the main means
of strategic communication that are most commonly used in the museum’s activities.
Employees link successful implementation of strategic communication in the museum with
the preparation of the effective strategic communication plan.
Practical implications: The conducted empirical research is useful not only to the
management and employees of Šiauliai museum but also to other Lithuanian museums
preparing strategic communication plans or including key elements of strategic
communication into general strategic action plans. Research results can help to identify
strengths and weaknesses of strategic communication in the museum, seeking to improve
management of strategic communication in this institution.
Keywords: strategic communication, museum, management, employees, planning
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CLIMATE CHANGE - INSTRUMENTS FOR THE ADAPTATION OF BUILDINGS
IN THE CITY USED BY PROPERTY OWNERS AND MANAGERS
Beata WIETESKA-ROSIAK
Purpose: Climate change is progressing and their consequence is the intensification of
extreme climatic events. The issue of urban adaptation to climate change has become the topic
of discussion both on the international arena as well as the European Union and the Member
States. On the one hand, cities are key areas that contribute to climate change. On the other
hand, they are the areas most threatened by the consequences of occurrence of extreme
climatic events (damage to life, health, property of cultural heritage, economic activity).
Spatial development of cities mainly consists of buildings and technical infrastructure. In
connection with this, the challenge is to adapt buildings to climate change. They are the place
of work, residence and provision of public services. Appropriate adaptation of buildings will
lead lead to improvement of the inhabitants' quality of life, improvement of the city's
attractiveness and competitiveness.
The aim of the articles is a systematic review of literature on the adaptation of buildings to
climate change in response to occurrence of flash floods, increase of water level in the seas,
high temperatures, droughts and strong winds. The aim is to identify the instruments used to
adapt buildings in cities to climate change that can be used by building owners and property
managers.
Design/methodology/approach: The article uses the systematic method of literature review.
The leading research databases was used. The collection of articles concerns buildings,
adaptation to climate change and extreme climate phenomena. The identification of key
problems and conditions connecting these areas was undertaken. The analysis and synthesis
of results was carried out.
Findings: There are a number of specific adaptation instruments that owners and managers
can implement in buildings. It is associated with the diversity of natural hazards. Depending
on the threat, you can implement the right solutions in the building. Some of them are hybrid
and also correlate with solutions used in sustainable buildings.
Practical implications: Systematic analysis of literature is the basis for continuing research in
the subject area. Orderly solutions used in construction are a response to the problem of
adaptation to climate change and often mitigation of climate change. A number of solutions
are also included in the problem of sustainable construction.
Keywords: buildings, climate change, adaptation, extreme climate phenomena, sustainable
building
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CSR: A CHALLENGE OR AN OPPORTUNITY FOR MANAGEMENT IN THE
ECONOMY 4.0
Katarzyna ZADROS
Participation in the technological revolution is a condition of survival and development for
modern enterprises and entire areas of the economy. The process of unification of the real
world, production machines and other devices with the virtual world and information
technologies takes place before the eyes of modern people and no one is able to run away
from it.
Robotization, although it is an expensive process, involves more and more business entities as
well as non-profit organizations. However, many perceive it as a threat to a people and their
autonomy in the work environment. Particularly frequently indicated problem is the threat of
losing a job and an ever lower demand for workforce, especially for positions with a low level
of qualifications. Certainly there is some of the truth in these fears. Are the changes really to
be feared? Will they bring more benefits or more problems? These and many other questions
since the nineties of the twentieth century are bothering scientists and practitioners, but so far
no one is able to give an unambiguous answer.
The presented article is a theoretical analysis of changes that have already taken place in
modern economies and which are inevitable for, among others, Polish companies wishing to
effectively compete on the international market, which is increasingly using economy 4.0.
Particular attention has been paid to issues related to opportunities and threats for employees
who will have to adapt to the new principles of the functioning of organizations and markets.
An attempt was also made to assess whether the implementation by companies of the
principles of social responsibility and sustainable development can facilitate the transformation
process from the economy 3.0 to the economy 4.0.
Keywords: economy 4.0, management, CSR
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EVALUATION OF FACTORS THAT DETERMINE DEVELOPMENT OF
COMMERCIAL ENTITIES IN THE ONLINE SHOPPING SEGMENT
Robert KUCĘBA, Izabela CHAT
Electronic business – e-business that comprises all business processes that are conducted
electronically has changed the face of the competition worldwide. E-business undoubtedly
means speed, innovativeness and also a new way of creating the organisation’s value. Thanks
to it, new empowered virtual “entities” have developed, such as: e-partnerships, virtual
consumer communities, virtual sales teams. The paradigm of the client’s role has changed. In
the transformation triggered by the diffusion of IT technologies clients ceased to be merely a
purchaser, consumer, recipient of values in the form of final products or services. They have
become partners, counsellors, co-workers, whose knowledge, information are important in all
economic entities that create value chains of final products or services, where market
transactions occur. The goal of the paper is to evaluate the determinants that stimulate the
operations of business entities in the retail online shopping segment – on the side of the seller.
In the first part of the paper its authors attempt to define retail online sales as an e-commerce
segment in the chain of creating the final product or service value – in the seller-customer
relationship. Based on own research, in the second part of the paper, the authors evaluate the
determinants that stimulate the operations of business entities in the retail online sales
segment. In the portfolio of determinants, with reference to the subject matter of the research,
the following ones have been distinguished: marketing, sources of competitive advantage,
price basket and online customer servicing.
Purpose: The aim of the article is to compare the determinants of retail sales diffusion of their
classification.
Design/methodology/approach: The research has been conducted with the use of a survey
questionnaire addressed to the owners or managers of investigated shops that conduct retail
online sales. Each of the respondents evaluated in Likert scale (1-5) the distinguished
determinants of business entities activity in the online segment.
Findings: In the paper the following determinants of retail online shopping have been
distinguished: operations of business entities, customer service, marketing ones, competitive
advantage and price basket fixing. The factor that influences price basket fixing constitutes
the needs and preferences of retail customers.
Keywords: retail online shopping, e-commerce, virtual environment
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