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EVOLUTION OF CAFETERIA SYSTEMS - PAST-PRESENT AND FUTURE
Jozsef Poor - Jen6 Beke - Gyula Laszl6 - Katalin Ohegyi - Zoltan Seben - Agne§ Slavi¢

Abstract

The author's aim is first to review the most important features of the cafeteria system (goals,
typical ‘stakeholders’ and strategic HR issues). Then they examine the evolution of the
system of flexible benefits since 1996, when the first such systems appeared in Hungary.
Authors also analyze how the main drivers caused the changes, and how the key players of the
cafeteria systems adapted themselves to these movements. The reader can also find insight
into the major changes for 2012 and the potential impact of these changes on benefit policies
of Hungarian firms. The contribution shows some alternative opportunities and challenges
driven by different influencing factors. They also touch upon the findings of empirical
surveys that the cafeteria systems are significantly influenced mainly by the size of
organizations and to a lesser extent by form of ownership.
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Introduction

The cafeteria systems introduced in the early 1990s have widely spread by our days
with most employers applying them as a component of their remuneration package.
Companies using cafeteria attribute a great importnace to the contribution of the cafeteria to
the competitiveness of their remuneration package and thereby to the increasing commitment
of their employees or employee loyalty. Cost efficiency is also an important criterion inducing
employers to continuously update their systems in accordance with the actual changes in
taxation in order to provide their employees with the benefits at the lowest possible cost.
Employees still tend to focus primarily on the net salaries. Although the cafeteria package
contains items that they consider important, its contribution to the daily costs of living is
perceived as having only a limited range both in time and in the assortment of goods it can
buy. Since the early days of 2012 we have witnessed significant changes in the regulations
concerning the cafeteria sytems and the ensuing corporate practice. This is the reason why we
find itjustifiedto examine the changes that this component of the remuneration package has
undergone since 1996 — when it was first introduced — to the present day. It is equally
important to review the motivations underlying the major changes, as well as the different
ways the actors in the market chose to adapt themselves to them. Authors have also
investigated the main changes introduced in 2012 and their potential impact on the
remuneration policies of business firms, and offer some alternatives for the opportunities and
challenges that are open in the new circumstances.

Materials and methods

Traditional benefit systems have a fixed nature, inasmuch as they offer similar items
and ranges of benefits to all employees. As a result, their administration is relatively simple
but the system itself is inflexible because it does not allow any consideration to the (changing)
environment and employee demands. Even the sporadic attempts at adjusting them to
employee requirements are inevitably of a general character because the benefit systems
based on the principle of ‘identity’ can only seek solutions that are ‘suitable for everybody’.
This, however, is impracticable because — to give a simple example — the kind of benefit that
is suitable for an employee who regularly spends his/her holidays in the company’s holiday
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home is certainly not suitable for someone who has never claimed that benefit because of his
age or habits. Life insurance is not an important benefit for young, unmarried or childless
employees, because providing for the future of their families is of less importance to them,
while the same benefit can be extremely important for young employees with families, who
have to travel extensively.

In Germany, Great Britain, France and Sweden employees of employers with
cafeteria plans may obtain such benefits as health insurance, group-term life insurance,
voluntary "supplemental™ insurance (dental, vision, cancer, hospital confinement, accident,
etc.), and flexible spending accounts through the plan. Though some cafeteria plans offer an
explicit choice of cash or benefits, most today are operated through a "salary redirection
agreement”, which is a payroll deduction in all but name. Deductions under such agreements
are often called pre-tax deductions (Kaufman, 2013: Doerner W.M. and G., 2012)

This is the dilemma that the so-called cafeteria model or ‘self-service’ model is
meant to solve. On the one hand, it contains a ‘menu’, i.e. the range of benefits that the
company can reasonably offer (including their related costs), and, on the other hand, a sum or
budget that is available for the individual employees for this purpose. On the basis of the
costs and the given budget employees can decide themselves according to their own
preferences which benefits they want to choose (what is important for them, what they can
really use).

In this way employees can get reliable information on the costs of the various benefit
items (i.e. how much the company actually spends on such purposes) and they are also given
the possibility to choose. Both of these considerations can improve the level of satisfaction to
a considerable extent. It must be very difficult, however, to compile the list of the benefits
offered, and take care — at the same time- of maintaining a comparability or equivalence in the
value of the various benefits, and of establishing their ‘exchange rates’.

Stakeholders of the cafeteria systems

The cafeteria system incorporates the support and agreement of both (or three,
sometimes four) parties concerned, because it can equally express
e the objectives of the companies,

e the objectives of the employees,
e the consent and (varying) support of the government and
e the influence of the cafeteria sector(e.g. suppliers).

It must be emphasized that HR processes, including the motivation systems, usually
involve two actors: they express the interests and objectives of employers with due regard - at
the same time - to the interests of employees as well (in this particular case in agreement with
the unions). Milkovich et al. (2011) summarize the viewpoints of the two parties as follows:

Employers:
e proportion of benefits to the total compensation costs;
e value of costs related to the value of benefits;
o offers made by competitors;
e the role of benefits in attracting, keeping and motivating employees;

e compliance with the laws and regulations.

Employees:
o fairness (as compared with a former period or with the other employees).
e personal needs related to age, gender, marital status and the number of dependents.


http://en.wikipedia.org/wiki/Flexible_spending_account

As a specific feature of the cafeteria systems two additional and very important
persons appear in addition to the original two actors, transforming the game into a ‘play of
four’. Although the latter two do not always appear directly, they become decisive factors in
the relationship of the original actors as well. The new actors also help the emergence of
additional goals and interests, inducing new relationships and conflicts.

1) Surveys have found that firms have the declared objective to extend both the
quantity and quality of the compensation they provide as employers and improve the
attractiveness of the workplace by ensuring job satisfaction of key employees in an effort to
prevent them from leaving the firm. In addition to that, every cafeteria system is based on the
explicit or implicit consideration that - in contrast with other forms of remuneration —
cafeteria offers significant advantages in taxation and labour charges. Besides acting as
incentives and means of motivation, fringe benefits have become increasingly popular
components of compensation packages — primarily because of their cost-efficient nature. Until
late 2006 these benefits offered practically unlimited opportunities for obtaining or granting
extra income without public charges. In that year an upper limit of 400,000 HUF per group
was introduced for benefits that firms were allowed to offer their employees without tax and
public charges. Although this restriction was later lifted by legislation, several new and
personalized limitations were introduced as a pre-condition of tax-exemption for some forms
of remuneration in kind that previously had been tax-free. Until 2009 the spread of fringe
benefits suffered limitations only from the newer and newer criteria of tax exemption, and the
related heavy administrative workload. On January 1, 2010, however, the fringe benefits
ceased to be tax free.

2) Surveys have also found that employees are fundamentally interested in improving
their income position. If that goal cannot be achieved through wages and salaries, the benefits
will also do. The majority of employees have always considered salaries - and fixed monthly
salaries in particular - to be the most desirable form of remuneration because this is the
guarantee of their security; a regular income allowing them to pay the equally regular costs of
subsistence (livelihood, overhead, family expenses, etc.). In this context it should be noted
that the tauter the competitive position of the employer at the labour market, the more
importance is attached to the role of benefits in attracting and keeping the company’s
employees and its position in relation to its competitors. This consideration is not always
expressed in the benefits, but in compensation there is stability (it can be relied on) and higher
net gain. Some services become available at a cheaper price, or the same gross salary will
contain a higher net ratio for discretionary spending. Employees appreciate the cafeteria
package on the basis of the usefulness it ensures them as individuals. The individual’s
appraisal of the usefulness of benefits largely depends on the employee’s age, gender, family
status and the number of family members he/she has to provide for. In addition, fairness also
appears as an important requirement for employees both over time (e.g. as compared to
previous years) and in relation to the other employees (Milkovich et al., 2011).

3) Governmental support was also needed; it used tax cuts, exemption and lower
labour charges in an attempt to channel the spending of incomes. The second part of this study
presenting changes in regulations will point out which forms of benefits were given priority
by the government and through what kind of relieves in taxation and accounting they were
implemented. Thanks to the regulations introduced in 2008 and 2009, the cafeteria system
could result in a decrease of up to 33.5% in costs, while no further payroll deductions became
necessary so that employees received the same amount in wages and salaries, but with a
higher net value.

4) As time passed, a whole service industry developed to cater for these benefits: on
the one hand, enterprises organizing, registering, or counseling cafeteria services began to



proliferate. On the other hand, certain business ventures discovered in it the opportunity to
increase demand for their services (hotels, catering, restaurants, wellness, insurance agents,
health services and the pharmaceutical trade).These organizations got integrated into an
independent force with lobbying power of their own. More and more commercial services
consider it a break point that their services can now be bought for ‘soft money’ as well. (e. g.
use holiday checks to pay for language courses).

The fact that this system has now more than two actors involved (employer and
employee) becomes evident mainly in situations when the behavior of actor groups 3 and 4
changes for some reason and the government preferences or taxation rules have changed or
new, occasionally dysfunctional opportunities have emerged where employees can spend their
benefits (e.g. at the secondary market for the holiday check where a benefit —originally meant
to be a targeted support - can be turned into disposable cash).

By our days it has also become self-evident that all this represents a relatively stable
business with a turnover of several billion HUF not only for those who manage and operate
the cafeteria system, but also the service organizations that realize this trade in discount- price
goods and services. In consequence, it will be necessary to perform a separate study of the
market and competition — because it could not be realized within the scope of the present
study- in order to find out what kind of new criteria and interests are represented by the
transformation of some forms of benefit, the new media of benefit (Erzsébet voucher, SZEP
card) and the emergence of new actors (go-betweens and service providers). It would be
equally important to learn in what way and to what extent they can contribute to making the
whole system more cost-efficient and transparent.

Income-strategic issues related to cafeteria

It follows logically from the above considerations that the apparently very simple
cafeteria concept (a small investment can generate significant advantages that everybody can
benefit from) is in reality far from being that simple and unambiguous. The development and
operation of the system leads to the piling of a number of various goals on top of one another
and the emergence of a wide range of optimization criteria (individual, corporate or national,
related to social policy incomes and costs, HR and remuneration, etc.). The advantages cannot
be denied but the limitations should also be sized up in all the individual cases, therefore the
whole cafeteria model needs and is worth a thorough analysis.

In the next part we highlight a few specific points to assist this process. It is not our
intention to talk anybody in or out of using cafeteria, all we hope to achieve is to contribute a
few ideas to the careful deliberation of the issue and a well-founded decision, primarily from
a corporate income strategic aspect and later on from the viewpoint of HR functions.

Motivation and satisfaction

It is generally agreed that the benefits of the cafeteria system can meet fundamental
employee demands, and the system is capable of significantly contributing to the
attractiveness of the workplace and the satisfaction of employees. This may be true, and we
have thought so ourselves to this very day. At the same time, certain reserves can be brought
up concerning this basic statement, i.e. it is not necessarily true: the firm should create the
right background for it first.

Benefits of a considerable value granted to employees in addition to the
salaries/wages undoubtedly increase the value of the workplace either when it recruits, or
when a fluctuation dilemma arises, i.e. when workplaces get compared. At the same time, this



is only enough to create a general feeling of satisfaction, because it is not linked to any
specific or actual performance, therefore the motivation it generates is limited. If — in
addition to the cafeteria — there is also a specific system of performance incentives in place, it
can naturally function as an excellent complementary while in itself, it may not be sufficient to
prevent employees from leaving.

Since cafeteria is not linked to a specific achievement, it can easily be taken for
granted, however good some of its components may be. As we get it ‘anyway’, because we
are ‘entitled to it’, in the course of time it may lose its power to elicit satisfaction. It is
therefore very important to connect or complement cafeteria with internal means of
communication that can continuously maintain awareness and remind employees of the
existence of fringe benefits, of their importance, and of the advantage they represent.

In this respect benefits received on a monthly basis (e.g. a lunch ticket that is to be
picked up, or a transfer to the health fund that is to be signed for) have a longer impact than
for example, a one-time holiday voucher, or culture coupon, that is received and spent once,
losing its impact and falling into oblivion in quite a short time.

Flexibility, possibility to choose

The fundamental dilemma that every motivation system has to face is that real
impact can only be achieved if the compensation is adjusted to the individual needs of the
person who is to be motivated; however, these needs tend to vary considerably not only by
individuals, but also by groups (created on the basis of age, marital status, child-care duties,
etc.). Uniform benefits (just like packages) always bear the risk that the compensation offered
by the company — in proportion with the average performance of employees — is not fully
appreciated by those who receive them, because they would need a different kind of benefit in
their current situation. The cafeteria system can tackle this problem rather well, by offering
the possibility to choose at least within a group of beneficiaries in a specific system.

Canrinus et al. (2012) found in their researches that flexible benefit, or cafeteria
plans generally allow employees to choose between cash compensation, tax-exempt benefits,
and taxable benefits without the choice itself resulting in the inclusion of the tax-exempt
benefits in taxable income. Flex plans allow employers to upgrade and customize the array of
benefits offered while keeping a handle on total benefit costs. Flex plans range from the most
simple (that merely pay group insurance premiums with pre-tax dollars) to the most complex
(that provide benefit credits and a choice of types and levels of benefits that may be chosen
and paid for on either a pre-tax or post-tax basis).

It is, however, not able to manage the situation when employees — although they
definitely express an interest in receiving an income they can spend directly — receive a
benefit of some different dimensions instead. The service provided by the employee and the
compensation offered by the employer in return may be proportional as far as the money-
value is concerned, but not in terms of usefulness, because it cannot be used to meet specific
needs. This problem becomes more significant as pressure for subsistence gets stronger — in
consequence of low income levels, taxation or devaluation caused by any other reason and
income becomes ever more crucial for subsistence (a realistic eventuality for a large number
of people with low incomes).

With a little luck, employees can manage to find a short-term offsetting solution — by
persuading a friendly shopkeeper to exchange lunch tickets for groceries — but other benefits
do not lend themselves easily to such a solution (holiday vouchers or the SZEP card, not
speaking of insurances). This can, unfortunately, induce employees to make efforts towards
cashing benefits received for purposes they consider less important, even if it means suffering



a loss, i.e. they convert it into a more directly useable form. As a result, the benefit offered
with a positive intention at the outset, becomes a nuisance both for the employer who gives it
(because he cannot realize his objective) and the employee who receives it (because he/she
gets less money). The only person for whom this deal can be profitable is the one who pays in
cash for the cafeteria service - supposing he can find a way of making the best use of it. The
SZEP card, which replaced the former holiday voucher, is meant to eliminate this grey market
as well.

Social/ income position

Cafeteria benefits are usually targeted and more concentrated than wages. They are
usually linked to some entitlement (holiday, recreation, travel, meals, etc.) and are paid
monthly or annually (e.g. cheque books, vouchers, transfers on insurance or cash accounts.
The advantage is self-evident: recipients are not required to save money during the month or
year, because the vouchers or the money are sure to be credited to the employees’ account. In
some cases the continuously deferred spending of monthly income and its concentration for a
future bigger activity (e.g. holiday paid for with the SZEP card, or wellness financed from
savings for the health fund) can even prove to be a good investment).

It can therefore be concluded that those employees will show more readiness to
accept the cafeteria system who are prepared to accept a temporary resignation of fix salary
or continuous income for the sake of a one-time, more expensive act of consumption (like a
holiday, or simply a dinner in an elegant restaurant). However, employees who live from hand
to mouth (with difficulty to buy food, pay utility bills or installments on loans) cannot
appreciate that. In the long run the SZEP Card might help them to realize some surplus
income, but the day-to-day problems are more overwhelming for them. Consequently — and
in good agreement with what has been said so far - employees with low salaries/wages will
naturally prefer the kind of remuneration that can be used directly to finance costs of everyday
life (i.e. that allows them to buy food, medicine, or pay their overhead) and only employees in
higher income groups will consider forms of remuneration meant for longer term and
requiring more serious deliberation and decision.

Therefore the applicability and efficiency of the cafeteria systems greatly depends on
the social/income status and segmentation of employees in a particular organization: lower
income groups will not be able to appreciate them, while they will be popular with higher
income employee groups.

Sources of total cost-benefit rate

It should be admitted, that the popularity of the cafeteria system can be attributed
mainly to the fact that it considerably improves the cost/benefit ratio in contrast with the
wages. The total cost paid by the company to guarantee its employees the same net amount of
HUF will be considerably lower if this payment is debited with less public charges after
taking the liabilities of both the employer and the employees into consideration and it is not
impossible that the otherwise equal gross amount can be the source of a higher net, disposable
income due to the various tax allowances and refunds.

This makes cafeteria easy to ‘sell’ and impressive tables or presentations can be
made to point out how much disposable income is left out of every HUF 1,000 of the
company’s labour cost in the hands of the employees if they are paid salaries/wages on the
one hand, or if they are granted some cafeteria component, on the other. The employer’s
effort and good intention to find solutions favorable for the employees and emphasize his
employee-friendly attitude is clearly visible and can be easily demonstrated.



This is a completely rational ‘business’ behavior on the part of the employee,
however certain risks should also be taken into consideration.

The gist of the matter is that the company sells the state benefit system quasi as his
own. The employer emphasizes how much more he gives, although in reality it is the state that
lets off more money. A classic example shows that the company transfers either a part of the
gross wages it has already accounted for or transfers to the cafeteria the money saved for
future wage-increases emphasizing that in these way employees get paid more. As far as the
employees are concerned, this solution might as well be advantageous for them in the short
run provided the cafeteria system offers them choices that reduce their regular monthly
expenses (e.g. monthly ticket, lunch ticket). At the same time, the Cafeteria is not part of the
guaranteed income (which means that the employer might even cease to provide it and it does
not contribute to the employees’ pension fund either, consequently it is rather
disadvantageous to replace salaries with cafeteria benefits in the long run. The fact that the
Cafeteria — in contrast with promotion or bonuses — is not suited for differentiating the
recognition of the various individual performances is a further disadvantage. Considering the
differences in their objectives and roles, it is not expedient in the long term to replace salary-
type remunerations with fringe benefits either for the employer or the employee, and later on
this practice would give rise to tensions or dissatisfaction).

Nonetheless even this solution could be made acceptable with the simple argument
that all the company does is cleverly and legally take the opportunity deliberately offered by
the government. Should there be a shrinking in the benefits, we might blame the government
for it, but the enterprises would also find it hard to maintain a positive image in this situation.
One thing they could do is to swallow the consequences of benefit cuts and continue
providing their employees with the benefits at the same level as before, even though it would
mean losing some of the cost-advantage deriving from the benefits, and incurring an increase
in the input, which is not only detrimental for the profit, but may be impermissible as well. If,
on the other hand, they pass it on to the employees, i.e. by keeping the cafeteria resources at
an unchanged level they reduce the amount available for the employees it is most probable
that the latter will get angry not only with the government, but will also blame their employers
for not lifting a finger to protect their interests. The fact that the employees have got used to
getting the specific benefit for years and especially if they consider it as a special achievement
(e.g. something frayed out in the course of the latest collective bargaining, and cherishing it as
a positive discrimination distinguishing them from members of the other professions) will
certainly have an impact on internal satisfaction and commitment as well. It can be concluded
then that the requirements of taxation and social charges enjoy a serious priority but imply
certain risks as well.

State and company preferences

The state has its own preferences in supporting the cafeteria system or some of its
elements. It may encourage a healthier diet (by offering cooked lunch at the workplace) and
offers the benefits that make it worth for the suppliers to provide this service, or at least to
operate a buffet (accepting food vouchers) while offering a suitable choice at bargain prices. It
may encourage self-care (life insurance), contribute to accessing the workplace (supporting
community transport), etc.

These goals or preferences can be taken for granted. Ideally a company can find
among them the ones that harmonize with its PR objectives (wellness, transport), and in this
way the two sets of objectives will complement each other and create a synergy.

There is, however a limitation, namely that the dimensions in which the government
thinks, or defines its own preferences are different from those of the corporate/institutional
level. What is seen at the macro level to be an overall social interest and problem may not
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have the same weight at corporate level. Supporting the company restaurant or cutting the
price of community transport may be seen as a common interest but admission tickets to a
sporting event or a voucher for a formerly tax free cultural event would most probably not
have been part of a HR strategy.

A company becomes particularly vulnerable if it is left with the task of explaining
the situation and introducing changes in the benefit system simply because a swerve in the
government’s preferences has cut the resources of one benefit, while probably increasing the
resources granted to another.

If, on the other hand, it is not possible to find a direct link between the content of the
government and company objectives, only a very indirect one, - while the elements of the
cafeteria are determined by the tax and contribution allowances — the whole cafeteria system
gets out of HR competence and the benefits will change according to financial considerations
and this will definitely moderate commitment and identification first by the companies, and
later by the employees themselves.

The same can be concluded about the relationship between the government’s
intentions and individual preferences as well, with some logical modifications. The
government’s intention is given, and the vast majority of those concerned may even agree
with it, but individual opinions may strongly depend on the actual social and financial
position of the particular person (family). The per capita income of the family may be low, or
there may be a strong pressure to save, e.g. in order to repay a loan raised to buy a flat: in
such cases the persons concerned will not appreciate the opportunity to have a healthy
lifestyle, or to enjoy the pleasures of wellness.

Administrative workload

Another fact we should point out is that the development and running of a cafeteria
system is often more complicated than payroll accounting and payment of the wages,
especially in cases when the former offers alternatives, assigns different multipliers to the
various components or uses differentiated value brackets. This activity requires additional
(and different, specialized) skills that the company could otherwise do without.

These skills, the service provided and the IT background would not represent a
serious obstacle by them because they are available at the market at a reasonable price. It
should be realized, however, that a system of this kind usually requires additional care and
means a certain amount of extra cost.

If the employer hasn’t got the required internal capacity and buys the services of an
intermediary, he is likely to receive professional service, information, assistance with the
administration, legal advice, etc. (perhaps at a reasonable price). It should also be expected at
the same time, that the intermediary is actually an agent who wants to sell something, i.e. we
cannot be certain that the product (including the statistics and comparisons as well) is really as
good as the seller claims. (If the cafeteria service provider is at the same time, say the
salesman of a certain card-distributor or fund, he will be interested in making people join that
service even if it is not the best product.)

Service Providers’ Criteria

In a market economy entrepreneurs seek to find those niches where they can gain a
foothold. The need for an enterprise or service provider capable of supplying the services
included in the cafeteria plan is not only self-evident, but actually a precondition for the
proper operation of the system.

On the other hand, one should be prepared for its dysfunctional impacts as well
which can mean a deviation from the original goals - as a negative but natural concomitant of
the market system.
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If income is regarded as a source that the subsistence of an individual (or family)
depends on, it is obvious that a salary transferred to a personal bank account has better
chances of guaranteeing subsistence than a contribution to a health fund or admission to a
sport event. One reason is that the latter have a more restricted range of utilization and the
benefit can be realized only in an indirect way and, what is more, is not always financial in
nature. On the other hand, it is also conceivable that the beneficiary considers this non-wage
type and not directly work-related compensation to be ’softer money’ than the wage he (or
she) has earned with hard work, therefore he will spend it more readily buying things that
otherwise he would not spend so much money on. (This behavior will, of course, strongly
depend on the financial position and living conditions of the individual or the family...)

This approach makes benefits appear more like incentives of consumption offered by
the government than components of a corporate remuneration system.

Service providers do their best to exploit this opportunity trying to have more and
more services recognized by the government or offering them to the consumers. In this case a
conflict of interests is to be expected between the intentions of the state and the business
interests of the enterprise concerned. As a result, the range of services offered by providers in
return for a given set of vouchers may have become quite different from the original concept.
The case of the already abolished ‘holiday check’ illustrates it very well: after a certain time it
was not necessary to take a leave to spend it, because its acceptance was gradually extended
to cover a number of other services (travel, language courses, other types of training, etc.)

The ones who provide the benefit

In the classical wage-bargaining systems wage levels (plus wage components) and
their increase take shape in the course of negotiations between employer and the trade union.
If they can reach an agreement either or both of the parties can present it as his own
achievement. Employees can also feel the need for or the existence of the trade union
justified by the pay rise it has frayed out for the employees. In principle the benefits
(cafeteria) are supposed to fit into this system considering that they are parts of the total
earnings (and labour costs) that have been the subject of collective bargaining.

The emergence of the specific forms of compensation further complicates the
situation. On the one hand, it creates a special dimension of bargaining due to the fact that
there can be a difference between the cost/benefit content or ratio of the various forms of
income and compensations. The repertory of tactical items can be further enlarged by the
possibility that a compensation not payable as a wage element (for lack of finances) may
become negotiable and obtainable in the form of a compensation consisting of benefits that
are even cheaper for the company.

On the other hand, while wages and rates are open to bargaining and depend on the
outcome of the fight between the employer and the trade union, benefits can be negotiated in
other channels as well. They can even be removed from the chosen channel and granted as
compensation, an employee-friendly gesture. (There have been examples for the management
strongly resisting the demand for pay rise put forward by the trade union, but after the
conclusion of the bargaining granting - as a unilateral gesture - various fringe benefits to the
employees saying, ‘we do not need a trade union for that!’

Cafeteria—related issues of HR strategy

There is usually some kind of explicit or implicit intention to realize an income
policy objective or improve employee satisfaction underlying cafeteria plans. This is the way
in which a particular organization expects to increase the net (disposable) income available
for its employees at a given level of total costs, and — of course- in agreement with its own
criteria of economical operation. When employees take a job or weigh the benefits
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(compensation) they can realize in return for their performance (service) at the given
workplace they quite naturally include the fringe benefits as well in their calculations. This is
how both parties can compensate either for their dissatisfaction with the potentially lower
wages or for a weaker labour market position and on the whole employee satisfaction can be
created.

The system appears to have achieved a kind of real ‘success’ and expansion as
expressed by the fact that some parts of the labour market have already ‘priced’ it - mainly the
in the public sector as we have mentioned earlier, where employees are not only more
demanding, more highly qualified, but have a relatively higher income level or have to cope
with stronger constraints in wage levels — tending to consider it as a natural part of the
remuneration and a necessary complement to the wages.

On the other hand, little attention has been paid so far to the question whether a
company — otherwise successful in optimizing its taxation and other charges — is capable of
enforcing its own and the specific HR criteria (and if it is, in what way and to what
extent).Companies focus only on the first set of criteria most of the time — which is
understandable considering that this is what at least 3 out of the formerly quoted 4 actors
attribute the greatest importance to, without weighing the underlying HR criteria.

The tax/HR matrix of benefits

When a cafeteria plan is developed it is very important to clarify what kind of
discounts its individual components involve as far as tax, other charges and cost-accounting
are concerned, and also to what extent they can serve specific HR objectives of the company.
It would be not only worth, but also necessary to analyses this point in detail and item by
item, with regard to the specific situation of the organization.

This would allow the set-up of a portfolio-matrix classifying (and presenting as in
Figure 1) the various benefit components according to the extent of tax benefits, on the one
hand, and the internal benefits to be achieved in the field of HR, on the other. (The company
may have considered a gift coupon rather advantageous for the taxation of the company for
some time, with  an absolutely worthless HR impact.) Maintaining an own sports field
(tennis, or football) may not prove useful from the viewpoint of taxation but HR will
appreciate its recreational value. This will be discussed in more details later on. (1. Figure)

Savings  high
on tax, O O
other
charges O
and O
costs. low O
Enforcement of HR objectives
Low High

1. Figure. The tax/HR matrix of benefits
Source: Authors’ own research

Differentiation on the basis of performance, incentives

Cafeteria plans are flexible insomuch as they allow employees to spend the amounts
allocated to them on types of benefits that best suit their needs, also taking into consideration
at times that certain components of the benefit package may have different impacts on taxes
and net income.

It is more important, however, to decide how, by what criteria we should define the
amount to be allowed for individuals. There are two typical solutions:
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1. Overall leveling: everybody has the same amount to spend on various benefits. This
solution emphasizes the social, caring approach, with regard to subsistence needs.

2. Hierarchic differentiation or differentiation based on the value principle: the amount
allowed for benefits is differentiated by the person’s position held within the
organization’s hierarchy, or — what is more or less the same — is calculated as a
percentage of the base rate, i.e. the differentiation used for the salaries is applied to the
benefits as well. In this case social considerations are complemented — although in quite a
mechanical way — with the stronger and more differentiated impact of the value
component as well, strengthening and differentiating loyalty and morals. This model also
implies that higher wages are paid to employees of higher value (and vice versa) and
keeping them satisfied and loyal to the company is more important than in the case of
employees of lower importance/wages, therefore the organization should be prepared to
swallow the related higher costs.

Organizations should make - at the very beginning - an HR strategy decision on
which of the two principles it intends to follow (both having their proper role, their
advantages and limitations).

It is, however, rarely debated — even though it is also an issue for the strategic
decision — whether differentiation should take into consideration not only the hierarchic
and/or position assessment principle but the actual differences in performance as well. This
dilemma gains importance as the proportions within the full remuneration are shifted towards
the benefits. The decision whether this increasing part of the pay serves purposes related to
e social welfare

e labour market (improving general company image, keeping labour)
e motivation (incentives),

or any combination of these does make a difference because the widening or narrowing of the
elbow room available for recruitment or motivation strongly depends on it.

Satisfaction study

It would be important to include employee satisfaction with the cafeteria system in
the — fortunately more and more frequently applied - employee satisfaction surveys and
analyses employee opinions on the cafeteria at a level of detail that recognizes its importance.
This would give an insight into employees rating of the benefits’ order of magnitude, the
differentiation of the supply, the options made possible and the flexibility of the system
(including its fairness and the social criteria applied). It would also show how competitive the
system is compared to other institutions of the industry (or trade), and how it contributes to
the marketability of the whole compensation package. On the other hand, HR experts in the
center and the regions, as well as managers could give their opinion on the extent to which
they can promote the implementation of HR goals and enforce the requirements of cost-
effectiveness.

Cafeteria in CEE region

Most of the elements of the employee benefit systems typically used in developed
countries can be also found in the following four researched countries. However, the related
laws regulating these benefits and the related administrative rules largely differ from those in
force in the above mentioned developed countries.
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Croatia

The most common benefits among all traditional employee benefits in Croatia are
Christmas and Easter benefit payments, vacation contributions and gifts for children. These
are received by all employees equally in a given company. The majority of businesses provide
cash benefits for employees at the birth of a child, and the most profitable companies also pay
to workers a thirteenth salary if a child is born. Contributions towards travel expenses are
included in the monthly salaries, and their proportion and amount is stipulated in the
Collective Agreement. Contributions towards voluntary health-insurance and pension
schemes are also increasing. The different forms of benefits are regularly used by
corporations; employee benefit systems or cafeteria systems are mostly used in the
subsidiaries of multinational corporations. Some benefit systems have also been modified due
to the downturn, e.g. instead of receiving vacation contributions employees are offered
contributions towards private pension schemes at approximately the same value.

Romania

Calculated on the basis of an employee's gross salary, employers have to pay the
following contributions to the welfare system:
e social security contribution (The amount depends on the working conditions.),

e healthcare contribution,

e contribution towards the unemployment fund,
e work accidents insurance fund,

e contribution to the sick-leave fund.

The amount of contributions is often modified by the government. At present,
employer contributions amount to 30-40% of employees' gross salaries. Meal and food
vouchers were introduced in 1998. Their value is stipulated in decrees. The Romanian Tax
Law and the Law no. 2009/193 on the Use of Gift Vouchers and Créche Vouchers enabled
employers to give their employee's children gifts at Easter, Christmas and on Children's Day
(June 1). The law also enables employers to give their female employees gifts on Women's
Day (March 8).

The issuing and the use of vacation vouchers is also stipulated by a government
decree (no. 2009/8). The decree stipulates that those businesses that were profitable in the
previous year can give each employee holiday vouchers. The combined value of the vouchers
given to a single employee cannot exceed the sixfold value of the minimum wage. The
vouchers can be used to pay for tourist services provided in Romania by licensed tourism
businesses.

The IntegraHR company conducted a survey among 12,000 Romanian employees in
May 2013. It showed that meal vouchers proved to be the most widely used benefits in the
country. Company phones were in the second place followed by health insurance and training
programmes in the third and fourth places. Gift vouchers, contributions to private pension
funds, company cars, contributions towards living expenses, travel passes, vacation vouchers
and fitness passes were also on the list.

Serbia

The elements of the Serbian employee benefit system are stipulated in the Serbian
Labour Code and in the Collective Agreements either as reimbursements of expenses or as
allowances. Workers in Serbia can be reimbursed the following expenses: travel expenses to
and from work at no higher amount than the price of public transport tickets, daily allowance
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for business trips in Serbia and abroad as well as catering and accommodation expenses for
those on business trips, catering during regular working, vacation contributions amounting to
75% of the average salary, which are intended to increase the quality of employees'
recreation. Employers are also entitled to compensation in case of a workplace accident or in
case of an illness arising from work. Employees are also entitled to receive severance
payment in case of retirement and if an employee becomes incapacitated. Besides these, in
case of an employee's death his or her family is entitled to the relevant covering of the funeral
expenses. As stipulated by the directives of the collective agreement, employers can give their
employees' children gifts at Christmas and New Year if the child is younger than 15. Besides
this, employers can also make contributions towards an employee's voluntary health insurance
and pension scheme. Employers can also give workers jubilee bonuses and social benefit
payments. They can also give discounted loans to employees to cover the costs of purchasing
fuel for the winter.

Slovakia
The social policy of employers in Slovakia is stipulated by the Slovak Labour Code
(Zakonnik prace). Social policy is dealt with in Part Seven (Labour Code 2013). Corporate
social policy (Szlavicz, A. - Kontra, Cs. Gy., - Kerekes, K, - Seben, Z., 2013), which serves
employees' interests, is implemented through the so called Social Fund. The social security of
employees is also increased by tax benefits, which result mainly in a slightly lower corporate
tax base. There are also tax deductible items which decrease employees' tax base as well.
These reflect the efforts of the government in the field of social policy. (Wéber, P. - Gyurian,
N., 2011) The contributions covered by the employers from the social fund are the following:
e contribution to the catering of employees above the set limit stipulated by law (laid down
in §152 of the labour code),
e travel expenses to and from work,
e contributions to attend cultural and sports events,
e contributions towards the recreation of employees,
e contributions towards the employees' healthcare,
e contributions for those in social need and loans for them,
e contributions to the employees' voluntary pension schemes (on top of the employer's
compulsory contributions),

e financing of other social-policy activities related to the well-being of employees.

Contributions can also be paid out from the social fund to:

e spouses and the dependant children of employees,

e pension beneficiaries including those who took early retirement, disability retirement,
military service retirement or military service disability retirement. The beneficiaries are
entitled to these contributions if they were the employees of the given employer at the
time when they retired.

According to the press release of the SODEXO catering and service company, meal
vouchers were the most widely used employee benefits in Slovakia in 2009 (1. Table). These
data were published on the basis of a survey conducted among 400 managers and HR
managers (SODEXO, 2009).
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1. Table. Provision of different employee benefits according to the survey (%)

Meal contribution, meal vouchers 98,5 %
Company mobile phone 84,3 %
Drinking water at the workplace 79,5 %
Contribution at an employee’s jubilee 71,8 %
Contribution to an additional pension scheme 62,3 %
Cultural contribution 54,3 %

Taking of paid time off instead of sick leave in case of a short-term | 50,8 %
illness

Contribution to trainings 50,3 %
Company car 42,3 %
Contribution towards doing sports 41,5 %
Dress allowance 39 %
Gift vouchers 38,3 %
Study leave 35,8 %
Travel contribution 35,5 %
Company laptop computer 35 %
Occasional financial contributions in case of unexpected events 32,8 %
Contributions towards an employee’s mortgage loan 3%
Other contributions 9%
Source: SODEXO catering and service company (2009): News - Press Releases. Modified by
the author

Changes in cafeteria-related regulations in Hungary (1996-2011)

The beginnings

There is no separate act on the cafeteria system, the fundamental legal background to
the use of fringe benefits is found in the Act on Personal Income Tax. Since these benefits are
most of the time — although not exclusively — defined as compensation in kind, the provisions
of article 69 should by all means be considered as governing. This is also underpinned by
Tord (2005) in his study on the legal aspects.

In terms of domestic regulations employees are entitled to receive compensation (i.e.
wages) in return for their work, but they distinguish three types of wages or wage-type
payments.

The first includes direct compensation, the second indirect compensations and the
third is the category of the non-pecuniary motivating factors. As we progress from the first to
the third, we can observe a decrease in legal restrictions and regulations, while more and more
forms of remuneration are left to the employer’s discretion, which can either grant them or
abolish them. The first category contains the component of direct wages, i.e. the
remunerations that the employer should pay the employees for their work regardless of
performance, for the simple reason, that he is obliged by the law to pay this kind of
compensation.

This category includes the wages/salary itself together with all the wage
supplements, like allowances linked to wages. The status of bonuses is a matter of
controversy, but we include them here. Although it is not the employer’s duty to pay bonuses,
it is the employer’s prerogative to decide whether he wants to pay bonuses or not. However,
once he has decided for bonuses, he is obliged to pay it to all employees who meet the
requirements.
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The second category contains indirect remunerations. The main feature of these
remunerations is that the employer is not obliged to pay them to the employees, he himself
has to make the decision whether to grant this kind of payment to his employees or not.
Among members of this category we should mention bonuses, which are of pecuniary nature
and can be paid to employees at the discretion of the employer in recognition of the work
performed. Another frequently used indirect form of remuneration in Hungary is payment in
kind; in this case all employees are given the same pay in kind, and as such it is usually
exempt from taxation. The worst challenge to the latter form of remuneration is the cafeteria
system itself, having the very pleasant feature over the payment in kind that it allows
employees to decide freely on the form of compensation they want in addition to the tax
benefits and choice of payment in kind.

The third category contains incentives of non-pecuniary nature, with several
psychologically important elements like oral recognition or promotion which either means
higher pay or being appointed to a higher position. Members of this category are well
elaborated and widely used primarily in the public sector (public sector employees and civil
servants) where they go together with actual pecuniary incentives). (Ember, 2008). In his
research project Herczeg (2004) investigates the perception of the cafeteria system as
reflected in the relationships among the employees. We can also agree with the positive
features of the cafeteria components emerging in the studies of its impact on human resource
policies written by Bencsik (2004), Badak-Begella (2007) and Malatyinszki (2009).

The institution of payment in kind was fist mentioned in the provisions of Act CXVII
of 1995, published in 1996. Employers prefer mainly tax-free payments in kind. In 1996, the
first year, this category included the following items:

-educational, health and social services financed form sources provided by the state,
municipalities, social security and the churches on condition that holidays and stays in spas
are not considered as health or social services;

- The Holiday Voucher, issued by the Hungarian National Holiday Fund can only be
included up to the amount defined in Act CXVII of 1995;

- services offered by day-care centers, kindergartens, schools or cultural institutions run by
the trustee of the Fund, dormitory fees, vocational health services, funeral services;

- Maximum 2, 000 HUF of the value of meals provided in kind by the employer, or a
monthly discount of maximum 1,200 HUF from the value of free or discount voucher for the
purchase of consumption of ready-made food. Meal in kind means the meal consumed on
the day of employment either at the workplace or, during the lawful lunch break, at the meal
provider in the vicinity of the workplace.

- An amount of maximum 10, 000 HUF from value of a one-time gift in kind given to an
individual employee by the employer, on the occasion of his retirement;

- an amount of maximum 500 HUF from the value of each of the gifts given by the trustee
not more than three times a year to individuals on the occasion state or church celebrations,
or family events, as well as the value of the goods or services presented to the individual at
the termination of his activities closely related to a business, official or diplomatic event as
an act of entertainment.

Entertaining includes all the catering and related services (travel, accommodation,
social programme) offered on the occasion of official, professional, diplomatic or religious
events, or programmes. Occasions for entertaining guests include: business negotiations,
general assemblies, members’ meetings, meetings of supervisory boards or board of directors,
press conferences as well as receptions, conferences, congresses, training programmes,
exhibitions, presentations, etc. organized by the trustees.

The concept of entertaining does not include the daily coffee, tea, refreshment, or

meal regularly provided to the employees. Similarly, catering costs of an International
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Women’s Day celebration, catering on a name day, or a toast on New Year’s Day at the
workplace, excursions with the participation of the employees and their families, sporting
events on week-ends, etc. are not eligible as entertainment costs. Why not? Because it
follows from the definition of entertaining itself that the purpose of the event and the range
of participants is of primary importance. The main criterion for the selection is whether the
event is related to the activities of the trustee, whether it serves their interest and who the
guests are! Some of the clothes given to private persons by the employer — provided the
quality and character of the product in question is related in some way to the responsibilities
of the employee.

The next stage - 2003

The range of cafeteria components granted tax exemption got significantly enlarged
thanks to Article 69 of Act No CXVII of 1995 edited as a single document together with the
amendments in force since the beginning of the new millennium, and particularly since 2003.
The annual amount of entertaining became tax-free up to 0.5% of the total annual income
accounted. As to the individual value of business gifts, the limit of tax-exemption rose to
10,000 HUF. A new component was added as well, for example in the case of Hungarian
private persons living in the country only the equivalent of the monthly minimum wage in
force on the first day of the year was tax-free of the counter-value of the registered holiday
check issued by the Hungarian Holiday Fund. The tax-free part of the meals provided in kind
by the employer also increased to 4,000 HUF/month. In the case of free or reduced- priced
vouchers meant exclusively for the purchase of ready-made food or dishes the tax-free part is
limited to 2,000 HUF of the total value. The part under 15,000 HUF of the value of a one-time
present in kind given by the employer to the individual on the occasion of his/her retirement
has become tax free, just like the amount received from a social organization or church once a
year or the amount of less than 5,000 HUF of the value of an object offered as a prize of a
contest or competition, as well as the medal or trophy won at a competition as a prize a
reward, regardless of the value. Tax-free benefit in kind status was granted to the benefit
provided to individuals - after a given period of time spent in the electricity industry - or their
widow(er)s and the benefit provided to the widow(er)in the form of electricity up to the
amount defined in the pricing regulation for pensioners, as well as the value of monthly
tickets of tickets provided for getting to and from the workplace in terms of a government
decree on the reimbursement of transport costs.

More recent changes (2007-2010)

In the second part of the decade the tax-free part of the meal vouchers continued to
increase thanks to the provisions of chapter XIIlI of Act CXVII 1995 - edited in a single
structure with the amendments - which entered into force in 2007. Start of school-year benefit
was introduced: the one-time benefit granted to each school-age child at the beginning of
every school-year became tax-free up to the sum of 20,000 HUF. For internet users at home
the internet voucher covered the costs of installation, connection and monthly fee without a
maximum amount being set for tax exemption. At the same time, the annual amount of
400,000 HUF was set as the upper limit of tax exemption for all the benefits in kind. The
culture voucher made monthly tickets, theatre tickets, opera season tickets and library
membership tax-free up to the annual limit.

Health Fund benefits allowed health related products, services, dental services and
other therapies to become tax-free up to an amount that equals 20% of the minimum wage.
Voluntary pension fund benefits, which could be paid in one sum or in the form of annuity,
became tax free up to 50% of the minimum wage.
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In accordance with the provisions of Articles 69-70 of Act CXVI1I/ 1995 - in force —
since January 1, 2008 — the upper limit of tax-free cold meal benefit rose to 6,000 HUF per
month. In the case of warm meals this limit increased to 12,000 HUF, and start of school year
benefit to 20,700 HUF per child/year. Gifts of small value became tax free up to 6,900 HUF,
voluntary pension fund contribution on the part of the employer up to 34,500 HUF/month per
capita, and monthly contribution to the voluntary health fund up to 20,700 HUF, similarly to
the employer’s contribution to the voluntary mutual fund. A new benefit was also introduced:
housing assistance of 1 million HUF per capita, tax free, for 5 years.

Articles 70-71 of Act CXVII/1995 in force since January 1%, 2009, abolished the
400,000 HUF annual limit for tax exemption.

In accordance with the provisions of Chapter XI1I of Act CXV11/1995, in force since
2010, the former tax exemption of benefits in kind ceased in consequence of the economic
crisis, including, among others: benefits for meals, recreation, organized training programmes,
start of the school year assistance, retirement savings and mutual fund benefits. Benefits
granted on the basis of social considerations continued to be tax-free. Housing-related tax
exemption also remained (except for the housing assistance provided by the employer that
turned into non-taxable benefit). This group includes grants received from abroad for a stay
abroad, remuneration paid to a foreign citizen for teaching and educating activity in Hungary
as an invited professor, grants and allowances paid to Hungarian students studying in foreign
institutes of higher education, or to foreign students in accordance with the government
decrees governing compensations payable to students in higher education, or the Act on
Higher Education.

Gift prizes awarded once a year by social organizations or churches were tax-free up
to 5,000 HUF of their value as well as work wear products, use of company car for private
purposes, or monthly or single tickets provided for transport to and from work. The use of
computer and internet provided by the employer free of charge or at a special price continued
to be tax free. A new element in the system is vaccination financed retroactively for 2009 as
well, by the paying agent.

2011

The list of benefit components that are actually made available by the various
employers in their cafeteria portfolio— has been made shorter and shorter in recent years —
mainly due to the changes in the external conditions. This goes against the international trends
which are characterized by an increasingly wider choice and a growing number of
components. A survey conducted by the Towers Watson in the United Kingdom in 2011
found that 50% of firms providing flexible benefits offered a cafeteria plan consisting of more
than 10 components to their employees. The most frequent component number was between
11-15 (in 39% of the firms) in contrast with the situation three years ago, when packages of
11-15 components dominated the scene (38%). These figures prove that the importance of
individual choice has got increasingly appreciated.

Some cafeteria components were left out of the package because of the introduction
of taxation, and others because of the administrative workload. There are relatively few new
components. The admission ticket to sport events was introduced in August 2010.

In January 2011 one of the Hungarian financial institutions launched a special
product on the Hungarian market, the employers’ pension fund, which is considerably
different from the well- known second and third pillars of the pension system (voluntary and
private pension funds). In this case the employer is free to choose the group of employees for
whom he intends to create a modern, flexible pension scheme run by the employers, which
has a truly strong motivating power and also helps retain the employees. After paying the
individually customizable charges the employer pays a preferential rate of up to 50% of the
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minimum wage. This benefit based on the principle of old-age self-care cannot become part of
the cafeteria mainly because it differs by employer.

Another novelty is the Széchenyi Rest Card, made available in the second half of
2011 and meant to fully replace the Holiday voucher. It has the big advantage that employers
can grant it in a relatively large annual sum of up to 300,000 HUF per employee. The first
version of the SZEP Card can be used to pay for several services, but it should be noted that
these can be bought only together with accommodation, in order to generate solvent demand
for domestic tourism. Since 2012 the SZEP Card has come with three separate sub-accounts,
allowing the purchase of accommodation, meals and leisure — time services.

Simultaneously with the SZEP Card we witness the emergence of more and more
electronic vouchers replacing the traditional ones made of paper. Some service providers
brought up the idea of introducing such up-to-date vouchers, but so far their general
acceptance has been prevented by various factors of uncertainty. By now it has, however,
been clarified at an institutional level that the electronic voucher does not qualify as a money
substitute and does not even belong to the category of electronic money, consequently the
cards are becoming more and more widespread.

Parallel with the gradual installation of the infrastructure (especially in rural areas
where serious shortcomings are frequent) we should expect the expansion of electronic
vouchers.

Meeting the new tax requirements introduced in 2010 and applied to practically all
components of the cafeteria package obliged the organizations providing cafeteria to make
certain decisions. Although the regulations provide that the financial load of taxation should
be borne exclusively and beyond doubt by the employer, nothing prohibits the employerto
transfer these taxes onto the employees, thus creating a difference between the net value of
certain benefit items and their gross price increased by tax.

Our survey revealed that the vast majority of the companies did take this opportunity:
e not more than 27% of the respondents were ready to pay all the taxes;

e in 14% the parties shared the costs equally;
e but 58% incorporated tax in the so-called cost multipliers of the a benefit component,
and ‘paid’ the tax at the expense of the beneficiaries

Most of the organizations that accepted to pay the taxes belong to the small and medium
sized enterprises and on the average every third of them bore the tax burden on their own.
(1. Graph)

70%

0% 58%
50%
40%
30% 27%
20% 14%
10% -
0%
Paid by employer Paid by employee Paid jointly

1. Graph. Payment of taxes
Source: Authors’ own research
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The appearance and increase of taxes imposed on benefits made a lot of companies
uncertain about the raison d’etre (or the maintenance) of fringe benefits, especially the
cafeteria systems or about the return of the costs of introduction.

Cost criteria and the enforcement of HR objectives

In the next part the most important benefit components are analyzed from the
viewpoints given in the subtitle. (Obviously with the intention of just highlighting some
points of interest because clear judgment is only possible after analysis of a specific case.) (2.

Table)

2. Table. Enforcement of Cost and HR objectives in the case of the most frequent

cafeteria components

Benefit Cost criterion | Fostering the enforcement of HR objectives

SZEP Card | Offered at | Strong if the implementation of the recreation

(holiday voucher) | reduced objective is guaranteed. As it is used for other

charges purposes, the importance of HR decreases

Company canteen | Offered at | Strong if there is a company canteen (or near the

/ Erzsébet | reduced company) where it can be used, and the function of

voucher,  lunch | charges strengthening ability to work is guaranteed.

ticket Weaker, if it can be used for other purposes as well
Weak, purposeless if used by other family members,
spent on gala dinners, or sold to outsiders

Gift voucher From 2010 on | It is not backed by organizational HR objective,

54%  income
tax + charges
payable

focuses on other government and lobby objectives.
Now that tax exemption has ended, its importance is
minimal.

Admission at [ Not tax or | Culture is a universal objective, and the organization
reduced rate to | charges is interested in increasing the familiarity of its
sport and cultural | payable employees with cultural events. Admission to sport
events events does not help employee participation in sports,
only gives them good time and entertainment as
viewers. Not backed by HR objective, it focuses on
other government and lobby objectives.
Contribution  to | Offered at | The unity of the government objective (supporting
voluntary health | reduced health) and similar company objective can be
fund charges created. The company also has the objective to keep
employees’ health and help their recreation.
Contribution  to | Offered at | Government objective, but also a factor increasing
voluntary pension | reduced the value of the job: here my future is taken care of.
fund charges Strengthens identification and image, keeping labour
(HR goal), especially important for those who are
close to retiring.
Start of  the | Offered at | Primarily a social welfare criterion. It improves
school year | reduced work performance to the extent it mitigates the
assistance charges worries of the employee concerned.
Local transport Offered at | Helps transport between home and work. It is a
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reduced common objective (because it is valid for community
charges transport only) and company objective too.
Regular school- | Offered at | Life-long learning is a general objective. Internal
type training reduced trainings are organized by HR; other types of training
charges are indifferent for the organization. Used selectively,
rarely becomes part of the cafeteria package

Source: Authors’ own research

2012-2013

The survey we conducted in 2012 underpins the above assumption: 79% of the
respondents think that it still makes sense to offer benefits because on the whole the total net
value of the fringe benefits can be made available in a cost-efficient way regarding the public
charges to be paid by both the employer and the employees. It seems, however, that the small
and medium-sized companies attach less importance to the gain that can be realized through
the fringe benefits than the large companies involved in the survey.

90%

79%

80%
70%
60%
50%
40%

30%
21%

20%
0%

Tax relieves decreased to such an  Itis still more advantageous to provide
extent, that the benefits gradually lost  benefits of low taxes than pay the
their importance. same amount as wages.

2. Graph. Vision of the role of benefits in the future
Source: Authors’ own research
21%: Tax relieves decreased to such an extent, that the benefits gradually lost their
importance.
79% It is still more advantageous to provide benefits of low taxes than pay the same amount
as wages.

In 2012 further significant changes were introduced both in the range of fringe
benefits and the possibilities of using them. One important goal of the modifications was to
turn the motivating (or hindering) impacts of the tax relieves into the service of the actual
goals of the economic policy. The regulation deems tax relieves desirable in order to enhance
increase in consumption, implement social welfare objectives and encourage self-care. The
state will take a more active and extensive part than before in the turnover of cafeteria —
related vouchers.

The compensation elements that we have classified as benefits from the viewpoint of
motivation fall into four tax law groups. The first group contains those qualifying as tax free
income, therefore no taxes or charges are imposed on them. Within the wide range of tax-free
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incomes we can find some that the employers consider to be benefits. Here belong mainly
elements of the social welfare type, or those that ensure the pre-conditions of work
performance, or perhaps elements made compulsory in other regulations (e.g. life and health
insurance, housing assistance, work clothes) but are typically not parts of a cafeteria system.
In this category perhaps tickets to sport events (also to cultural events since 2013) or certain
insurance types can be considered as fitting in the cafeteria plan.

The second and third categories contain elements that the act on personal income tax
explicitly classifies as benefits. The act distinguishes two categories: fringe benefits (Article
70) and certain specified benefits (Article 71).The tax rate imposed on the two categories is
the same (net benefit = 16% of the net benefit multiplied by1.19), with the only difference
found in the contribution to health services: in the case of fringe benefits 10% of the of the net
benefits multiplied by 1.19 applies to the fringe benefits and 27% on certain specified
benefits, and the part of fringe benefits that exceeds their respective annual limits or the total
annual sum of 500,000 HUF. Both groups of benefits can be introduced only if they are made
available under the same conditions to everybody within the specified employee groups.

The most frequently used cafeteria elements are found among the fringe benefits
(Examples are: benefits contributing to meals or recreation, as well as voluntary pension fund
benefits (3. Table)). The tax rate imposed on them has not changed since last year, but the
health care contribution imposed in 2012 increased the total charges on the benefit from
19.04% to 30.94%, and in 2013 to 35.7%. This is a significant change that can have an impact
on the magnitude of the whole allocation but, at the same time, is still more advantageous
than the payroll costs.

3. Table. Fringe benefits
Fringe benefits Annual allocations
(altogether not exceeding the
amount of 500,000 HUF)
2012 | 2013
Holiday at a holiday home owned | Up to the amount of one month of
or managed by the employer (for | minimum wage
family members as well)

Meals at the company canteen 150, 000 HUF

Erzsébet voucher 60, 000 HUF 96, 000 HUF
Széchenyi Rest Card | 225, 000 HUF

accommodation

Széchenyi Rest Card - meals 150, 000 HUF

Széchenyi Rest Card -recreation 75, 000 HUF

Start of the school- year assistance | 30% of minimum wage

Local transport — monthly ticket The price of the monthly ticket
Training in mainstream courses 2.5 fold the minimum wage

Voluntary health fund or mutual | 30 % of minimum wage
fund contribution

Voluntary pension fund | 50% of minimum wage
contribution
Employer’s pension fund | 50% of minimum wage

contribution

Source: Authors’ own research
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In the scientific literature (e.g. Hippler, T., 2010 and Lowen, A., 2009) the benefits
professionals consider several factors when developing strategic benefits plans. Traditionally
a company offered the same set of benefits to most or all employees. However, the increasing
diversity of the work and labor forces has made standardized benefits offerings less practical:
Demographic diversity is associated with greater differences in needs and preferences for
particular benefits.

Many employers design their employee benefit programs (see in prior researchers —
e.g. Artz (2010) and Reddick-Christopher (2009) to meet the needs of a diverse workforce
and may use cafeteria plans for more flexibility. In a continuous effort to respond to fluid
economic and demographic challenges, the use of cafeteria, and other flexible benefit plans,
will likely increase.

The elements classified as ‘certain specified benefits’ in Article 71 of the Act on
Personal Income tax are often made available for the employees separately from the cafeteria
system, according to a special regulation by the employer (e.g. mobile phone for private use),
but some of them can be fitted into the Cafeteria system as well, like the benefits used in
excess of the allocation.The amount of public charges in this category equals that of 2011
(51.17% of the value of net benefits). (4. Table).

4. Table. Typical examples for some specific benefits*

Annual allocation
Benefit (HUF)
Some fringe benefits granted in
excess of the allocated amount or | 500,000 HUF  per
the part exceeding the total of | person
500,000 HUF

Maximum 3 times a
Gifts of little value year, up to 10% of
minimum wage

20% of the total cost or
after whole cost of
separated private use

Use of mobile phone for private
purposes

Company product at a discount price
of free of charge

* The list is not complete, the selection has been made by the authors
Source: Authors’ own research

The formerly distributed cafeteria vouchers (for meals, culture, internet, etc.)
continue to be available if they meet the criteria of the benefit defined in the act on income
tax; from 2012 on the tax imposed on them will be either 30.94% or 51.17% depending on the
kind of criteria the services they represent can meet. For example: start of the school-year
assistance enjoys tax relief within the allocated amount, and this applies also to cases when
employees receive it in the form of a voucher, while the internet or culture voucher can be
provided upon payment of a public charge of 51.17%.

Internet subscription, very popular with the employees in former years has been
excluded from among the benefits with tax relief, and is a good example for the impact of
changes in the economic policy priorities on tax relieves. At the time of its introduction the
promotion of internet access for the employees was a top priority, therefore the benefit was
available tax-free and without upper limit until 2010. In 2011 it was taxed and limited in
amount, while in 2012 it was removed from the category of benefits with tax relief probably
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based on the consideration that at the current high level of internet access the state is not
interested any more in maintaining the former benefit.

The items that do not belong to any of the above three categories are not
distinguished in the Act on Personal Income tax from other wage-type income and can,
therefore, be given to employees upon payment of the same tax rate and charges as wages.
This means a restriction on their prevalence, because in such cases employers prefer to pay
wages, which employees can use in a more flexible way.

The exploitation of the tax and contribution allowances plays a significant role in the
composition of the items to be included in a cafeteria system both on the part of the employer
and employees. Due to the introduction of EHO imposed on fringe benefits in 2012, public
charges increased from the former 19.04% to 30.94%, while the level of taxes and charges
imposed on other compensations remained unchanged (51.17%). From 2013 on the rate of
contribution to the health services further increased as part of the wages (from 10% to 14%),
thereby increasing public charges payable after the benefits from 30.94% to 35.7%. This
continued narrowing down the differences between the total costs payable after the items with
or without reductions although the items included with allowances still meant significantly
more favourable conditions. (3. Graph)

201,66 205,59 197,89
200

151,17 151,17 151,17
150 1

100 -

50 -

2008 2009 2010 2011 2012 2013

m With reduced taxes and contributions B With full taxes and contributions

3.Graph. Total cost of 100 HUF worth of net benefit
Source: Authors’ own research

Since 2013 the regulations of the company meals have allowed more flexibility
than other benefits. The rules of the company canteen run on the employer’s premises apply
not only to the eateries available exclusively for the employees of the particular employer and
the card or voucher issued by the firm running the eatery can also be included in the subsidy
of the meals. The Erzsébet voucher can be given to the tune of 8,000 HUF instead of the
former 5,000 HUF/month. The other lunch tickets will not be granted tax or charges
reduction, which allows the state to gain more ground at the market of meal tickets.

The range of services to be utilized with the leisure time sub-account of the SZEP
Card will be enlarged primarily focusing on the availability of some health and sport related
services. According to the interpretation of the bill submitted start of the school year
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assistance, from 2013 on both parents will be able to get it in case they meet the individual
criteria.

From 2013 on the use of the tax-free admission tickets for sport events (value
50,000 HUF /year) will be extended to cultural services as well, including tickets or season
tickets to museums, exhibitions, concerts and theatres, as well as other cultural services (like
library membership).

Risk insurance is expected to remain tax-free, but recommendations for its
amendment included elements aimed at limiting its use. Life insurance policies including an
investment component as well have been transferred among the other benefits offered with
higher charges imposed. When this study was completed, the final law and regulations valid
for 2013 had not been published yet in Magyar K6zlony, therefore some smaller differences
from the above can be observed.

The impacts of organization size and type of ownership

In this part we draw on the data-base created during a previously mentioned survey
conducted in 2011 and 2012 with 302 companies operating in Hungary involved in order to
present the impact of foreign ownership and company size on the application of the cafeteria
system. (Note: it is not our goal to analyse every detail of the survey (Poor, 2012). All we
undertake here is to highlight the key issues that are important for the topic under
consideration here.

Introduction of the organizations involved in the survey

67% of the companies involved in the survey were in Hungarian ownership, while
33% were owned by foreigners. As to the number of employees, approximately 70% of these
companies had fewer than 250 employees. More than 56% of the companies owned by
Hungarians and hardly 15% of the companies owned by foreigners had an income from sales
under 10 billion HUF.

Approximately two thirds (68%) of the companies were engaged in various
industries. Commercial and service providing firms were represented to a lesser extent (32%)
in our sample. Out of the 302 organizations investigated not more than 33% had a cafeteria
system. Some form of the flexible benefit plan is applied by 43% of the foreign and 23% of
the Hungarian companies.

Correlation analysis

The CHi-square test showed an equally significant relationship with the Cafeteria
system and both variables tested, i.e. both the form of ownership and company size expressed
in the number of employees were in correlation with the fact whether a company uses a
Cafeteria system or not (p=0,000 — in both cases). Cramers’V co-efficient expressing the
strength of the correlation was weak in the case of domestic/foreign ownership (0,216) while
in the case of size it indicated a medium strong correlation (Antaloczy-Sass, 2005; Sass, 2007
etc.)

Due to their composition and item number, the 302 organizations are not fully
representative for Hungary, but the range of the organizations involved in the survey is wide
enough to allow us to draw adequate conclusions on the basis of the findings.

Conclusion

Practical experiences have shown that loss-making or financially less strong
companies tend to apply fringe benefits at an annually decreasing rate. The business sector
has to meet the expectations formulated by the state in the form of laws, namely that while
they are revising the basic salaries they should take into consideration the decrease in the net
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wages caused by tax credit in the case of employees with lower income and compensate for it
with a pay-rise. Meeting this expectation or the ensuing increase in the wage-costs can further
reduce the allocations. At the same time, the total value of benefits made available under
preferential conditions has increased. Further research should be needed to clarify how all
these factors influence the decisions on the benefit allocations in2012.

It is, however, worth taking the cafeteria elements into account in the future as well,
and not only for cost-efficiency reasons. Cafeteria elements contribute to the various ways in
which employees find recreation outside the workplace, relax, or spend their leisure and they
continue to offer a rather flexible assortment in which the employees can find the components
that are most suitable for them to choose the ones that meet their demand.

Some employees — depending on their situation in life -might find it reasonable to
have included for them in the offer components that are more important or more advantageous
benefits for them than a benefit with more tax reduction but representing less value for them.
In practice demand of this kind can be expressed mainly by employees with higher income
and special qualifications. In this case the employer may find it worth considering the
enlargement of the cafeteria’s assortment with offers exceeding the allocation or falling
outside the range of options available. This solution can work in a system where the
employees are able to use the appropriate tax and charges multipliers (for benefits with or
without discounts) to select from a gross amount allocated the components of their choice.

For the employers it is important to be able to plan the costs of benefits. This applies
not only to the taxes and charges, but also the cost of administration. If the costs of
administration (e.g. the costs arising from reprogramming the systems, training the employees
in charge of the administration, negotiating contracts with the service providers, etc) mean a
disproportionate load for the employer, it will work against flexible benefit policy. On the
other hand, if the system gets simplified in the long run, employers will be more encouraged
to enlarge benefits or offer flexible choices.

The cafeteria system is undergoing continuous transformation both in the
international area and in Hungary. Changes in the domestic systems are driven by the
enforcement of the discounts in tax and charges. These are the factors that determine the way
companies adjust themselves to the regulating environment.

The trends prevailing in 2012 include the further increase in public charges,
increasing state participation, further widening of the electronic utilizations, and the
emergence of new elements.

Cafeteria elements can contribute to the relaxation, or entertainment of employees
outside the workplace, to the variety of spending their leisure, and continue to provide
adequately flexible assortment allowing employees to choose the benefits that meet their
individual demands in the best way. On the whole it can be stated that companies which offer
cafeteria at present as well, consider these benefits to be important components of the
compensation package and will adapt themselves to the changing regulations by reasonably
optimizing their cost-efficiency and HR criteria.

Acknowledgement
Authors wish to express their special gratitude to Dr. Sinka Roébert (IT advisor, Szent Istvan
University) for his devoted and expert assistance.

Bibliography

Adokodex (Tax Bulletin). (In Hungarian) Budapest: Pénziigyminisztérium Adoigazgatasi
Fdosztalya (Ministry of Finance), 1996.

28



Antaloczy, K., Sass, M. A kiilfoldi miikodo toke befektetések regiondlis elhelyezkedése és
gazdasagi hatasa Magyarorszagon (Regional deployment and economic impacts of Foreign

Direct Investments in Hungary). Kozgazdasagi Szemle (Hungarian Economic Review) (In
Hungarian) HU ISSN 1588-113X, 2005 May: pp. 494-520.

Artz, B. Fringe benefits and job satisfaction. In: International Journal of Manpower. ISSN
0143-7720, 2010, Vol.31, Issue 6, pp. 626-644.

Begella, Z-né., Badak, B. Bérek kiviili juttatasok rendszere. (Benefit systems in Hungary) (In
Hungarian) Opten Kft., Budapest, 2007. ISBN 978 963 87460 54.

Bencsik, N. A béren kiviili juttatdsok (Benefits in Hungary) Budapest: Humanpolitikai
Konferencia, 2004 (Personnel Management Conference).(In Hungarian) (Conference CD)

Canrinus, E., Helms-Lorenz, M., Beijaard, D., Buitink, J., Jofman, A. Self-efficacy ,job
satisfaction, motivation and commitment: exploring the relationships between indicators of
teachers’ professional identity. In: European Journal of Psychology of Education. ISSN 0256-
2928, 2012, Vol.27, Issue 1, pp. 115-132.

Doerner, W.M., Doerner, W.G. Collective Bargaining and Job Benefits in Florida Municipal
Police Agencies. In: American Journal of Criminal Justice. ISSN 1066-2316, 2012 October.

Dorantes, A., Mach, T. Performance pay and fringe benefits: Work incentives or
compensating wage differentials. In: International Journal of Manpower. ISSN 0143-7720,
2009, Vol. 24, Issue 6, pp. 672-735.

El6terjesztés a Kormany részére a béren kiviili juttatdsok rendszerének atalakitasarol.
(Proposal for Hungarian Government of Development of Flexible Benefit Systems in
Hungary) (In Hungarian) Budapest: 2011, september.

Ember, A. A valaszthato béren kiviili juttatasok rendszere (Flexible Benefits in Hungary) (In
Hungarian) Miskolci Jogi Szemle (Legal Review of Miskolc) ISSN 1788-0386, 2008, Vol. 3.
Issue 2, pp. 120-141.

Flexible Benefits Research (2011). Employee Benefits, March 2011, Supplement.

Decretul guvernamental no.8.2009 Bucharest, Romania (Government order (no. 2009/8).
Bucharest (Romania).

Herczeg, D. A béren kiviili juttatisok és a munkatarsi elkotelezettség Osszefliggései
(Relationships between Flexible benefits and Employee Commitments) (In Hungarian)
Munkaiigyi Szemle (Hungarian Labor Review). ISSN 0541-3559, 2004, Issue 3, pp. 54-69.

Hippler, T. Employee benefits pros’futures linger in reform details. In: International Journal
of Human Resource Management. ISSN 0958-5192, 2010, Vol.21, Issue 11, pp. 1837-1862.

HVG kiilénszamai (Supplement of Hungarian World Economy) (1996 -), HVG. Budapest.

29



IntegraHR 2013. Studiu salarial pe domenii de activitate — rezultate. [online]. 2013 [cit. 2013-
09-08]. Available on the internet: <http://www.integrahr.ro/studiu-salarial-pe-domenii-de-
activitate-rezultate/>.

Kaufmann, X. Variations of Fringe Benefits in Great Britain, Sweden, France and Germany
between Employers and Employees. In: International Economic Review. ISSN 1468-2354,
2013, Vol.52, Issue 4. pp. 1105-1122.

Law no. 2009/193 on the Use of Gift Vouchers and Créche Vouchers. Bucharest (Romania).

Lowen, A. “Family-Friendly’ Fringe Benefits and the Gender Wage Gap. In: Journal of Labor
Research. ISSN 0195-3613, 2009, Vol. 30, Issue2, pp. 101-119.

Malatyinszki, Sz. A vélsag hatdsa az emberi eréforrdsokra (Impacts of Economic Crises on
Human Resources) (In Hungarian) G6dollo: Szent Istvan University, 2009.

Milkovich, G., T., Newman, J. M., Gerhart, B. Compensation. McGraw-Hill International,
New York, 2011. ISBN-10: 0073530492.

OHE Cafeteria felmérés (Cafeteria Research Report. (Research study) (In Hungarian)
Budapest: Orszagos Humanpolitikai Egyestilet (National HR Association), 2011.

Opsti kolektivni ugovor (Collective Agreement). Serbia. Serbian Official Buletin, 50/2008,
104/2008.

Podr, J. (ed.). (Rugalmas 6sztonzés — rugalmas juttatasok. (Flexible Remuneration — Flexible
Benefits) (2. Ed.) Budapest: Complex Publishing House, 2007. ISBN 978 963 224 916 2.

Poor, J., Kolbe, T., Marjai, B. Valtozasok a juttatasok és a cafeteria-rendszerek menedzselése
teriiletén Magyarorszag 2010. (Changes in Cafeteria and Benefeti Management in Hungary)
(Research study) (In Hungarian) Pécs: PTE Menedzsment és HR Kutato Kozpont, Pécs,
2009.

Poér, J., Beke, J., Laszlo, Gy., Marjai, B., Kolbe, T., Ohegyi K. Juttatasok - Magyarorszag
2011 Mult — Jelen — J6v6. (Benefits in Hungary — Past-Present and Future). (Research study)
(In Hungarian) Go6dollé: SZIE Menedzsment ¢s HR Kutatdo Kézpont-Nexon Magyarorszag
Kft., 2011.

Poor, J., Beke, J., Ohegyi, K. Juttatasok Magyarorszag. (kutatasi tanulméany) (Benefits in
Hungary). (Research study) (In Hungarian) Go6dollé: SZIE Menedzsment és HR Kutato
Kozpont-Nexon Magyarorszag Kft., 2012.

Poor, J. Nemzetkoziesedés és globalizacid az emberi eréforrds menedzsmentben. (kézirat)
(Internationalization and Globalization in HRM). Budapest: Complex-Wolters Kluwer
Publishing House, 2012. ISBN 978 963 295 287 1.

Reddick, M., Christopher, G. The Importance of Employee Health Benefits to Public and

Private Sector Organizations. Public Personnel Management. ISSN 0091-0260, Vol. 38, Issue
21 pp- 49'68.

30


http://www.integrahr.ro/studiu-salarial-pe-domenii-de-activitate-rezultate/
http://www.integrahr.ro/studiu-salarial-pe-domenii-de-activitate-rezultate/

Sass, M. Hogyan befolyasoljak a kiilsd szereplok a magyar véllalatok versenyképességét?
(How Impact Foreign Firms Competitivenes of Hungarian Companies). Kiilgazdasag (Foreign
Trade Review) (In Hungarian). ISSN 0342-4202, 2007, July-August, pp.37-57.

Socialny fond — Zakon ¢. 152/1994 Z.z. (Social Fund) Slovakia: Bratislava.
SODEXAO catering and service company. News - Press Releases. [online]. 2009 [cit. 2013-09-

05]. Available on the internet:
<http://info.sodexho.cz/preview.aspx?nid=gTh7NIXTKCi4S8Yt>.

Személyi jovedelemadorol szolo torvény (1995.6vi CXVII), illetve annak moddositasai.
(Amandments of Personal Taxation in Hungary) (In Hungarian).

Szlavicz, A., Kontra, Cs. Gy., Kerekes, K., Seben, Z. Kozép-Eurépai Régio. In: Poor, J. (ed.).
Rugalmas 0sztonzés rugalmas juttatdsok. 3. Edition. Budapest: Wolters Kluwer Kft, 2013.
439 p. ISBN 978 963 295 341 0.

Toro, E. A magyar cafetériarendszer az addjogi valtozasok tiikrében. (Cafeteria in Hungary in
Light of Amandments of Personal Taxation). (unpublished manuscript) (In Hungarian)
Debrecen: University Debrecen, 2005.

Weéber, P., Gyurian, N. Szlovdk kontra Magyar addérendszer. In: Veda a vzdelavanie na
podporu vzdelanostnej spolo¢nosti. Zbornik III. medzinarodnej vedeckej konferencie
Univerzity J. Selyeho v Komarne na CD nosici, 2011. ISBN 978-80-8122-017-3.

Zakon o radu (Serbian Labour Code). Serbia. The Official Journal no. 24/2005, 61/2005,
54/2009, 32/2013.

Zakonnik prace (Slovak Labour Code). Slovakia: Bratislava, 2013.
Authors’ contact details

Prof. Dr. Jozsef Poor, CSc., Management Department, Faculty of Economics, J. Selye
University, Bratislavska street 3322, Komarno 945 01, e-mail: poorj@selyeuni.sk

Dr. Jen6 Beke, CSc., Institute of Business Administration, Faculty of Economics, University
of Pécs, Rakdczi u.80, Pécs H-7622, e-mail:bekej@ktk.pte.hu

Prof. Dr. Gyula Laszlo, CSc., Institute of Business Administration, Faculty of Economics,
University of Pécs, Rakoczi u.80, Pécs H-7622, e-mail: laszlo@ktk.pte.hu

Katalin Ohegyi, PhD Candidate, Faculty of Economics and Social Sciences, Szent Istvan
University, Prater Karoly u.1., G6d6116, H-2100, e-mail: ohegyi.katalin@gmail.com

Ing. Zoltan Seben, PhD., Management Department, Faculty of economics, J. Selye University,
Bratislavska street 3322, Komarno 945 01, e-mail: sebenz@selyeuni.sk

Dr. Agnes Slavi¢, PhD., Assistant Professor, University of Novi Sad, Faculty of Economics
Subotica, Segedinski put 9-1124000, Subotica, e-mail: slavica@ef.uns.ac.rs.

31


http://info.sodexho.cz/preview.aspx?nid=gTb7N9XfKCi4S8Yt
mailto:laszlo@ktk.pte.hu
mailto:ohegyi.katalin@gmail.com
mailto:sebenz@selyeuni.sk

ASPEKTY IMPLEMENTACE CRM V PODNIKATELSKE PRAXI
SOME ASPECTS OF THE CRM IMPLEMENTATION IN BUSINESS PRACTICE
Jaroslav Novotny

Abstract

This paper is concerned with the implementing CRM in business. The aim of the present
paper is to analyse some aspects of the implementation of CRM in their business practices.
The area of Customer Relationship Management is directly linked to the development of
information systems and information technology. Good CRM system allows to obtain
extensive information from the data on products, services, customers, etc. useful to strengthen
and build customer confidence to the company.

Key words
Customer Relationship. Management. Entrepreneurship. Business practise.

Abstrakt

Ptedkladany piispévek se zabyvé oblasti implementovani CRM v podnikdni. Cilem
predkladaného pfispévku je analyzovat nékteré aspekty zavadéni CRM do podnikatelské
praxe. Oblast fizeni vztahl se zdkazniky je pfimo spojena s rozvojem informacnich systému a
informacnich technologii. Kvalitni CRM systém umoziuje ziskavat rozsdhlé informace z dat
o produktech, sluzbach, zdkaznicich atd. vyuzitelné pro posileni a budovani divéry zékaznika
k podniku.

Kricové slova
Rizeni vztahl se zékazniky. Manazment. Podnikéani. Podnikatelska praxe.

Uvod

Implementace CRM systémt dynamicky roste také v zapadni Evropé, kde je ale vétsi
daraz kladen na zdkaznické sluzby a jejich podporu. Ve stfedni a vychodni Evropé jsou CRM
trhy podstatné mens$i. Lze je charakterizovat zejména zvédavosti na stran€ potencialnich
zékazniki a vytrvalym tusilim dodavatelit CRM aplikaci tyto potencidlni zakazniky vzd¢lavat.
Prizkum (IDC, 2011) zaméteny na CRM trh ve stfedni Evropé za rok 2011, ktery bral v
uvahu trhy v Ceské republice, Chorvatsku, Mad’arsku, Polsku, Slovinsku a na Slovensku,
ukdzal, Ze skute¢na hodnota vydajii do této oblasti predstavovala pouhych 12 milionti dolart.
Nicméné ocekava v pristich péti letech v této oblasti silny riist, zejména v Polsku, Mad’arsku a
Ceské republice (IDC, 2011).

CRM iniciativy se nejlépe uplatituji ve Spojenych statech, coZ je logické, protoze
vétSina hlavnich dodavateli CRM feSeni pochdzi z USA. Tato skupina dodavateli nabizi
aplikace podporujici pfedevSim procesy automatizace prodejni sily, automatizace marketingu
a zakaznickych sluzeb.

Z perspektivy uzivateli CRM feSeni se podpora CRM procest (zejména v oblasti

vvvvvv

stranek. Spolecnosti si uvédomily, Ze zatimco Web jim pomohl zlepsit jejich byznys z
hlediska obratu, neméné dilezité je udrzeni zékaznikl prostiednictvim webovych CRM.
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Material a metody

Cilem ptedkladaného piispévku je zkoumat nékteré aspekty zavadéni CRM do
podnikatelské praxe. Material, ze kterého vychdzime, tvofi primarni, vlastni prace k disertacni
zkouSce a sekundarni literarni zdroje. Zpracovani ptispévku se uskutecnilo védecko-
poznavacimi metodami.

Vysledky a diskusia

Rizeni vztahti se zakazniky slibovalo podle Tomka (2011) zakladni zménu ve
zpisobu, jakym firmy provadéji interakce se zakazniky. Toto nové paradigma vznikalo sice
postupné, ale nejvyraznéji bylo proklamovano béhem 2. pol. 90. let. Z historického pohledu
vyvoj CRM jasné odrazi posun v orientaci od produkti smérem k zakazniklim. Souhrn
inovaci v oblasti podnikatelské strategie na jedné stran¢ a technologii na stran¢ druhé, vydatné
podporované odbornou publicitou vSak vytvofily mnohdy pifehnany entuziasmus a
nerealistickd oc¢ekavani.

Podle (ANTS FUSIO, 2011) podil CRM projektt, které nesplituji piivodni cile, se
pohybuje mezi 50 az 75 %. Mnoho respondentt téchto pruzkumu také tvrdi, ze je pfili§ brzy
na hodnoceni Uspé€Snosti CRM projektu, ackoliv jejich systém je vice neZ rok
naimplementovan. Tak rozsifené zklaméani z CRM potvrzuje, ze stale jest¢ chybi dostate¢né
znalosti o vyhodach této koncepce. V odbornych publikacich (Burnett, 2002, Dohnal, 2002,
Hradilek, 2004, Chlebovsky, 2005, Kotler, 2003, Lehtinen, 2007, Wessling, 2003) se Casto
piSe o tom, ze CRM iniciativy nepfinaseji rychlou navratnost investic (ROI).

Jedna z nejvétSich pfi¢in zklamani z CRM byla paradoxné jeho hnaci silou:
technologie. CRM bylo rychle oznaceno IT aplikaci a piijato jako rychlé feSeni v oblasti
fizeni zdkaznikil, potazmo pfijmu spolenosti. Management mnoha podnikli se stal obéti
softwarovych gigantli, propagujicich celé skupiny aplikaci pod zastfeSenim CRM, jejichz
implementace vyZadovala nejen zna¢né zasahy do stavajici IT infrastruktury, ale hlavné do
vetsSiny procesti. Mnoho CRM projektt se tak stalo skuteCnou no¢ni miirou a vytvaielo znaéné
negativni publicitu.

Neni pochyb o tom, Ze smysluplné CRM vyZaduje technologické systémy. Vedeni
fady spoleCnosti vSak pfistoupilo k CRM jako k tschové pfed nekompetenci v tfadé
podnikatelskych ¢innosti. Rada firem zahy dogla k téméF trivialnimu zjisténi: 1idé - ne firmy
nebo technologie - vytvareji a udrzuji vztahy se zakazniky. Na tomto selhani ma podil i
marketing, ktery z povahy své ¢innosti ma znat zakazniky nejlépe z celé organizace. Ackoliv
marketing byl ze své inovativni podstaty od pocatku naklonén mysSlence CRM, maloktery
marketér si uvédomil plny dopad zmén, které pfinese tento pfistup na zpisob jeho prace.

Oblast fizeni vztaht se zdkazniky je pfimo spojena s rozvojem informacnich systému
a informacnich technologii. Informacni systémy zaméfené na fizeni vztahl se zdkazniky se
staly globalni zaleZitosti, pficemz evropsky a asijsky trh roste vy$§im tempem nez trh
americky, na némz se tyto systémy prosadily mnohem dfive. Pfesto jsou pro vétSinu odvétvi
podnikani nepostradatelné, takze jsou tyto systémy aplikovany nejen v tradi¢nich odvétvich
finan¢nich sluzeb, telekomunikaci, ale i v primyslovych odvétvich.

Dnes se klade diraz na maximalni otevienost systémil s mozZnosti provazani s
dilezitymi aplikacemi (financni, komunikacni, edita¢ni). Diivodem je integrace systému
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smérem k internim i1 externim procesim firmy. At uz se jednd o propojeni modulu
zaméien¢ho na fizeni vztahli se zdkazniky s dodavatelskym fetézcem, ¢i s funkcionalitou
pokrocilého planovani a rozvrhovani vyroby.

vvvvv

vztahl se zédkazniky, které jsou postavené na bazi Internetu, coz umoznuje rychly, efektivni a
flexibilni ptistup k databazim systému pfti vyuziti béznych internetovych prohlizect. S vyse
uvedenym trendem souvisi 1 nabidka systému, které funguji jako placené sluzby, kdy
dodavatel zde figuruje jako jeho trvaly spravce zodpovédny za funkénost. Na jeho serverech
jsou potom ulozeny vSechny databaze a zakaznik ma k databazim pftistup pies Internet.

Dalsim z trendil je vyuziti pokroc¢ilych webovych technologii jako AJAX umoznujici
interaktivni praci a funkce jako drag-and-drop. Nové grafické rozhrani umoziuje pouziti
pokrocilych funkci. CRM SaaS aplikace se také snazi integrovat velké mnozstvi dalSich
webovych sluzeb a to 1 ve spojeni se socialnimi sitémi.

V 90. letech se CRM ukazalo jako kriticky dalezity posun paradigmatu, ktery se zdal
byt pfipraven radikdlné zmeénit obchodni strategii. Zakladni piedpoklad byl pomérné
jednoduchy: nabidnout zakaznikiim interakci s integrovanou organizaci a rozvijet pochopeni
potfeb individudlnich zékaznikl prostfednictvim dat sdilenych v rdmci celé organizace.
Ackoli se to zda neuveétitelné, schopnost udrzovat jediny zdznam o zakaznikovi je jednim z
nejvétsich kamenl urazu pro fadu podniki, zatizenych dlouhodobou tradici produktové
orientace.

Nezbytné pro fungujici CRM je nutnost Uzké spoluprace mezi marketingem a IT
oddélenim jak ve fazi projektové, tak operativni. Tyto skupiny maji ale ¢asto velmi odlisné
kultury. V koneé¢ném souctu divodu selhani CRM figuruji nejcastéji nasledujici polozky:

- nedostatek koordinovaného planovani mezi funkénimi jednotkami,
- Zadna konsolidovand CRM strategie,

- selhani prodeje a marketingu v promén¢ svych procesu.

Podle Djukanovica (2001, s. 78) ,,CRM zahrnuje ¢innosti, jejichZ prostfednictvim se
firma snazi identifikovat, kvalifikovat, ziskat, rozvinout a udrZovat stile stabilnéj$i a
vzajemné vyhodngjsi vztahy se zdkazniky nabidkou odpovidajicich produktli nebo sluzeb
vhodnému segmentu zdkaznikd, ve vhodnou dobu za odpovidajici cenu. CRM integruje
prodej, marketing, servis, ERP a funkce fizeni dodavek prostiednictvim automatizace
podnikovych procesti, technologickych feSeni a informacnich zdroji, které vedou k
maximalné kvalitnimu styku s kaZzdym jednotlivym zdkaznikem. Politika a procesy CRM
umoziuji existenci efektivnich vztahi mezi firmou, jejimi zédkazniky, partnery, dodavateli a
zaméstnanci. CRM zahrnuje jak vnéjsi, tak vnitini ¢innosti — veSkeré aktivity firmy jsou
sjednocené, integrované a zmeéfené na maximalizaci efektivity kazdého kontaktu, kazdé
interakce a kazdého vztahu.*

CRM je o péci a ne o technologii, jak uvadi Rosenwald (2005). Rozhodné nelze nez
obdivovat prodejni Uspéchy dodavateli softwaru a systémové integrace. Dokézali proménit
jednoduché starodavné uméni péée o zakazniky na stale vice technologizovany obor. Rizeni
vztahl se zdkazniky neznamena nic jiného nez souhrn fady ¢innosti a iniciativ zaméfenych na
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posileni po¢atecniho nakupniho rozhodnuti zakaznika — tedy rozhodnuti, které z n¢j zakaznika
ucinilo — a udrzeni jeho vztahu s prodejcem.

V soucasném vysoce konkurencnim prostiedi je praveé zpasob komunikace s klienty a
hledani cest k uspokojeni jejich individualnich potieb tim, co je mtize odliSit od konkurence.
Spolecnosti, které chtéji v tomto prostiedi uspét, museji orientovat svlij zptisob podnikani
novym smérem. Nefidi jiz svoje produkty, ale zacinaji se zabyvat fizenim individualnich
vztahl se zédkazniky. Dlvody k této orientaci jsou vice nez jasné - je to zakaznik, kdo zivi
kazdé podnikani. Jeho hodnota vSak nespociva v jednordzovém prodeji, nybrz v jedine¢ném
dlouhodobém vztahu, ktery s nim firma vytvari.

Kvalitni CRM systém umoziuje ziskavat rozsadhl¢ informace z dat o produktech,
sluzbach, zakaznicich atd. vyuzitelné pro posileni a budovani divéry zdkaznika k podniku.
Vsechna data by v ném méla byt kombinovdna a analyzovédna na jediné pracovni plose a
vysledky prezentovany zplisoby, které umoznuji naptiklad zdkaznické ¢lenéni a profilovani k
pfimé kampani zaméfené na nejvhodnéjsi cilovou skupinu. Vysledkem je 1épe zaméteny
marketing (coZ znamend vyS$$i ndvratnost investic), vyssi vérnost zakaznikd, dokonalejsi
porozuméni zivotnimu cyklu vyrobki a mnoho dalSich faktord, které ptispivaji k lepsi
konkurenceschopnosti firmy.

Usp&sné budou ty instituce, kterym se podaii skloubit spravné nastavené procesy s
motivovanymi a kvalitnimi zaméstnanci a akceleruji to u¢innou podporou IT. Dnes mizeme
banky a finan¢ni instituce z tohoto hlediska hodnotit jako proziravé organizace, které vhodné
investuji s cilem posilit svoji pozici, pfinaSet nové produkty klientim a zlepSovat sluzby.
CRM, které¢ napoméha zpracovani informaci o klientech, se jiz stalo nezbytnou nutnosti. A to
je situace, ktera nyni za&ina byt dilezita i pro finanéni sektor v CR.

Pro potieby predklddaného prispévku je jisté zajimavou skutecnosti ptipadova studie
implementace CRM systému do spolec¢nosti Synot jakozto jedné z firem putisobicich na trhu
vyherni techniky. Pfipadova studie je dostupna na (PROGSOFT, 2011).

Spolecnosti holdingu Synot jsou organizace zabyvajici se Sirokou Skalou ¢innosti od
provozovani  hracich  automat, zfizovani  poplaSnych  zafizeni,  poskytovani
telekomunikacnich sluZeb, leasingem, vyrobou a instalaci elektrickych strojii a pfistrojii aZ po
prodej aut atd. Pfed nasazenim MBS - Navision 3.70 byl v této spole¢nosti provozovan
Navision 3.56, ktery svou kapacitou a moznostmi piestal vyhovovat. Stivajici systém
Navision 3.56, nefeSil zabezpefeni na takové technické trovni jakou dneSni technologie
poZaduje. Spolecnost Synot  potiebovala IT technologie, které umoZni optimalizaci
obchodnich procestt k vytvofeni konkuren¢ni vyhody. Tato optimalizace umoznila
spole¢nostem holdingu Synot pokracovat v poskytovani sluzeb na vysoké urovni pfi
souCasném vytvoreni solidni zakladny pro vyuziti vyhod danych vylepSenim technologie
nového informacniho systému.

Vzhledem k rozsahlosti spolecnosti Synot probihala analyza i implementace ve tfech
fazich. Kazda faze trvala piiblizn¢ dva mésice a obsahovala analyzu, implementaci, Skoleni
klicovych i dalSich uzivatelii a pfevod do rutinniho provozu. V prvni fazi bylo pievedeno
prvnich pét firem, nasledovala faze druhd s Sestnacti spole€nostmi a konecna tieti faze, kdy se
systém nasadil u zbyvajicich dvanacti firem.
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Piinosy dané implementace je moZno shrnout do nasledujicich bodu:

- Moznost sledovani ucetnich transakci bez zapisu do databaze — predkontace.

- Efektivnéjsi a lepsi vyuziti bankovnich importt.

- Stabilnéjsi systém.

- Automatizace zasilani obchodnich a technickych podkladt prostiednictvim e-mailu.

- Vyuziti nejnovéjsi technologické baze Microsoft s vazbou na budouci vyuziti e-
business produkti.

- Aplikace umoziujici neomezeny rust.
- VSechny finan¢ni a ucetni funkce jsou integrovany v jednom systému.

- Podnikové teSeni MBS - NAVISION 3.70 diky své technologii feSi zabezpeceni
pfistupu uzivateld na urovni, jakou poskytuji technologie NT.

Oblibenym mistem na Setieni ndkladti ve firmach byvd marketing. Z vysledka
prazkumu logicky vyplyva, Ze se firmy budou snazit vyrazné posilit loajalitu svych zdkazniki
a na marketingu, poprodejni péci a servisu tudiz nebudou zbytecné Setfit. Za klicovy nastroj,
ktery bude v nasledujicich dvou letech nutny k udrZeni zakaznikli a zvySeni jejich
spokojenosti, povazuje 68 % dotazanych spolecnosti sbér dat a analyzu zpétné vazby od
zékaznikd.

Sbér a analyza zakaznickych dat maji ve velkych spole¢nostech, jako jsou banky,
vyrobci automobill nebo obfi telekomunikacni spolecnosti, jedno specifikum. Neobejdou se
bez pouziti softwarovych ndstroji. Tam, kde pocet zdkaznikii dosahuje fadove desetitisice a
vice, si analytikové neporadi, bez tzv. data. Odhaluje skryté zavislosti, vzory a trendy na
zaklad¢ dat, které dnes v CRM a podobnych systémech peclivé sbira de facto kazda
spolec¢nost. Jeho cilem je zejména praktickd vyuZitelnost takto ziskanych informaci, a to
hlavné pfi segmentaci zakazniki, tedy jejich zatazeni do sourodych skupin podle ptislusného
nakupniho chovani. Déle se vyuziva pfi ptedpovédi pravdépodobného chovani zakaznikd.

Pro firmy je a bude uZite¢né znat Zivotni cyklus svych zdkazniki, napiiklad umét
identifikovat bod, ve kterém zakaznik uvazuje o svém odchodu ke konkurenci. Podle Jana
Rehéka, feditele spole¢nosti SPSS CR (SPSS, 2010), jsou v péci o zékaznika a budovani jeho
loajality nejdilezité;si tii véci:

1. Samotnd firma si musi uvédomit, ze udrZet si stavajici zakazniky je finanéné¢ méné
nakladné nez ziskani novych zékazniki.

2. Spolec¢nosti by mély udrzovat staly kontakt se svymi zdkazniky, aby jim dokazaly
vyhovét a nabidnout to, co pozaduji — tedy vyuzit strategii tzv. cross-sell efektu.

3. Spolecnosti si musi uvédomit, ze prave silna loajalni zakaznickd baze muize poslouzit
jako garant ziskli a souCasné jako U¢innad obrana proti migraci zékaznikli spotiebiteld

mezi znackami a produkty. , Investice do data miningu, neboli vyhodnocovani
zakaznickych dat, je podle mého ndzoru ta spravna investice, ktera snizuje naklady,
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zvySuje prodej a hodnotu zdkaznika véetné jeho Zivotnosti,“ dodava Jan Rehak v (SPSS,
2010).

Informace o zdkaznicich jsou mezi firmami rozdéleny asymetricky. To, co vi firma o
kterémkoli svém zdkaznikovi, o ném zpravidla nevi jeji konkurence. Pro konkurenci je proto
logicky t&zsi ,,pretahnout™ zadkaznika na svou stranu. To ale plati jen za predpokladu, Ze firma
konsekventné sbira a vyhodnocuje zakaznickéd data a ze je schopna takto ziskané informace
promitnout do své praktické ¢innosti.

vvvvvv

stavajicich zakaznikli. D4 se predpokladat, Ze pouze loajalni zdkaznik, tedy ten, o kterého
umime pecovat a presn¢ vime, co mu mizeme a smime nabidnout, ndm bude i v dobé& krize
daverovat a nenechd se zldkat nabidkou konkurence. I kvalitni vyhodnoceni dat nés vcas
upozorni na zakaznikovy individualni potieby, na které budeme schopni reagovat mnohem
diive nez konkurence.

Co se tedy tyce globalnich trendl ve vztazich se zakazniky, tak ty jsou dle Chyba!
Nenasiel sa Ziaden zdroj odkazov. nasledujici:

- zdkaznici si budou mnohem castéji stézovat, at’ uz na kvalitu provedeni vyrobku,
¢i kvalitu doprovodnych sluzeb. Jak bylo feceno vyse, budou totiz vyZadovat absolutni
kvalitu, komplexni vyfeSeni svého problému a to v§e s odpovidajici péci;

v

- zékaznici budou mnohem aktivnéjsi, informovangjsi, zruénéjsi;

- zakaznici budou tzv. multiloajalni, tedy budou loajalni vi¢i vice produktim,
potazmo znackam produkti. A jejich vyhranéna loajalita se tedy snizuje;

- rostouci pocet hospodaiskych odvétvi pfispéje k tomu, Ze se bude princip hromadné
vyroby piesouvat smérem k hromadnému pfizplsobeni;

- zavadéni sofistikovanych systémil zaméfenych na fizeni vztahl se zdkazniky posune
propracovanost a fizeni téchto vztahli do Upln€ jiné roviny. Vztahy bude tieba
intenzivné udrZovat a zékaznikiim se systematicky vénovat;

- rust informovanosti zakaznikd a celkové rist informaci vyzaduje, aby tyto byly
spravné analyzovany, vyuzivany a aby nasledné pfispély ke spravnému odhadu
budouciho vyvoje;

- nadvlada vyrobct bude nahrazena nadvladou zékazniki, kteti budou diktovat pravidla.
Pokud bude vyrobce ve vztazich s nimi chybovat, miiZe se mu to stat i osudnym;

- optimalizace systému zaméfeného na fizeni vztahi se zakazniky, ktera dosud
fungovala pouze v urcité ¢asti podniku, bude prechazet v optimalizaci v§ech procest a
celkového fizeni podniku, coz muze efektivni chod podniku jako celku vyrazné
narusit;

- velmi dulezitou soucasti fizeni vztahti se zakazniky bude tzv. customerexperience
management, ktery je zaloZzen Cisté souhrnu vSech zkuSenosti, které maji obchodni
partnefi ze vzajemnych interakci.
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Zavér

Ptispévek se vénoval problematice zavadéni systému CRM do podnikatelské praxe.
Akcent byl polozen na analyzu nékterych aspekti implementace fizeni vztaht se zakazniky.
Vedle moznosti, které poskytuje samotny koncept CRM nebo marketing jako taky, je nutno
pecovat také o efektivné fungujici informacéni systém. Tehdy dokaze podnik vyzit vSechny
prilezitosti, které mu nabizi systém CRM.
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DIMENZIE ZODPOVEDNOSTI V PODNIKANI
A ICH VNIMANIE SLOVENSKYM SPOTREBITELOM

DIMENSIONS OF RESPONSIBILITY IN BUSINESS AND
THEIR PERCEPTION BY SLOVAK CUSTOMERS

Milan DZupina - Zuzana Bosmanova

Abstract

The concept of social or responsible marketing is closely interrelated with basic principles of
holistic marketing. It is based on a business philosophy, and it is assumed that, business
entities, apart from efficiency and profit, have to meet other goals, which are derived from
social engagement of enterprises and businessmen. The research was carried out on the
sample of Slovak customers. We identified basic principles of responsible marketing and how
these are perceived by recipients. The aim of the article is to identify dimensions or principles
of responsible business and which are perceived as key dimensions.

Key words
Social marketing. Perception. Principles of social marketing. Likert scale.

Abstrakt

Koncept spolo¢enského, resp. zodpovedného marketingu vychadza z principov holistického
pristupu v marketingu. Je zalozeny na podnikatel'skej filozofii, ktord predpoklada, Ze subjekty
plnia okrem zékladnych principov zalozenych na efektivite a ziskovosti aj dalSie
mimoprodukéné funkcie, ktoré viac stvisia Sangazovanim sa podnikov aich majitel'ov
V spolo¢nosti. Vyskum sme realizovali na subore slovenskych spotrebitel'ov, u ktorych sme sa
snazili identifikovat’ zdkladné principy (pristupy) spolocenského marketingu ato akym
sposobom st vnimané recipientmi. Cielom bolo identifikovat’" dimenzie, resp. principy
zodpovedného podnikania, a ktoré z nich st vnimané ako kI'icové.

Kruacové slova
Spolo¢ensky marketing. Vnimanie. Principy spolocenského marketingu. Likertova Skala.

Uvod

V poslednych rokoch postupne dochadza k narastu zdujmu akademikov, ale
i praktikov z oblasti manazmentu a marketingu o ulohe a principoch zodpovedného
podnikania (CSR) v riadeni podnikatel'skych subjektov. V stcasnosti, po viac ako
patdesiatych rokoch vyskumov, mdézeme koncept zodpovedného podnikania definovat’ ako
spOsob spravanie sa podniku, ktoré¢ je ekonomicky vyhodné, reSpektuje zékony, je etické
a socialne (Carroll, 1983, p. 608). Aj napriek tomu, Ze nejde 0 Gplne novy koncept nemozno
jednoznacne tvrdit, Ze nazory na problematiku CSR su jednotné (Jackson, Hawker, 2001).
Z pohl'adu teoretického vyskumu sa mézeme stretnut’ s viacerymi pokusmi o identifikovanie
zékladnych prejavov zodpovedného podnikania. K najzndmej$im pracam patri metaanalyza,
ktoru realizoval Dahlsrud (2008) a prostrednictvom ktorej identifikoval viacero zakladnych
dimenzii CSR. Okrem ¢asového vymedzenia zavisi definovanie zodpovedného podnikania aj
od prislusnej zaujmovej skupiny, ktora koncept CSR identifikuje (VanMarrewijk, 2003).
Dolezitou oblastou, ktora vytvara Siroky priestor pre akademické vyskumy je oblast
spotrebitel'ského vnimania jednotlivych principov a dimenzii zodpovedného podnikania.
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Spolocenska zodpovednost’ a to, ako a Co verejnost’ vnima ako spolocensky zodpovedné, je
sice platné v danom case, pod vplyvom rozvoja l'udskej spolocnosti (Marcus, Kaufman,
Beam, 1987; Wood, 1991), no na druhej strane je mozné mnohé z nich identifikovat’ aj
V sucasnosti. Na zaklade Studia dostupnej literatury sme identifikovali viacero zakladnych
principov konceptu zodpovedného podnikania, a to (Kunz, 2007; Jurisova, 2009):

a) Univerzéalnost — Oznacuje vyuzitelnost CSR v rdmci vsetkych organizécii, bez
ohl'adu na predmet ¢i oblast’ podnikania.

b) Dobrovolnost — Podnik vykonava vsetky zodpovedné aktivity dobrovolne, nad
ramec legislativnych ustanoveni (Steinerova, Vaclavikova, Mervart, 2008).

C) Aktivna spolupraca a dialdog so stakeholdermi — Spoluprica zahriiuje zapojenie

zainteresovanych stran, ktoré¢ firmy vyrazne ovplyviiuju do spoloCensky
zodpovednych aktivit tak, aby dochadzalo spolo¢ne K tvorbe vzajomne prospesnej
hodnoty (Rangan, Chase, Karim, 2012). Stakeholdermi, resp. zaujmovymi skupinami
rozumieme vSetky osoby, institicie a organizacie, ktoré ovplyviiujii Cinnosti
organizécie alebo su organizdciou ovplyvilované, napr. vlastnici, partneri, akciondri,
konkurencia, vlada, natlakové skupiny, komunity a média (Freeman, 1984).

d) Angazovanost’ firiem — zavédzok firiem prispievat’ k rozvoju kvality zivota, ktord je
urCovana celkovym blahobytom jedincov zijucich v spolocnosti. Je to stbor
zivotnych podmienok jednotlivcov, ich moznost kontrolovat zdroje a zaroven
subjektivne hodnotenie ich zivota (JuriSova, 2009).

e) Déraz na rozvoj, viac ako len na rast — Ekonomicky rast je sice jednym z
najdolezitejSich ukazovatelov ekonomického napredovania spolo¢nosti, Sami
ekondmovia vSak pripiistaji mnozstvo nedostatkov, ktoré s s jeho pouzitim spojené
(Hawken, 2010). Najc¢astejSie pouzivanym ukazovatelom rastu ekonomiky — HDP,
obsahuje taktiez negativne ucinky rastu ako Cistenie jedovatych skladok a
ekologickych havarii (zv. negativne externality). Tymto spésobom HDP vykazuje aj
negativne dosledky ekonomického rastu, ako prinosy k celkovému napredovaniu
spolo¢nosti. Rozvoj na druhej strane stuvisi s trvalou udrzatel'nost’ou tvorby majetku.
Zameriava sa na ekologické dosledky aktivit podnikajucich subjektov, podmienky,
za akych st produkty vyrobené, ako su prerozdelované a na to, aky ma produkcia
vplyv na rézne skupiny a regiony.

f) Pomenovanie oblasti, v ktorych sa zodpovedné podnikanie korektne prejavuje -
firmy sa postvaju z pozicie tvorcov zisku (profit only) na pristup, ktory umoznuje
vidiet’ podnikatel'ské subjekty Vv SirSich celospolocenskych suvislostiach, v systéme
spolocenskych a ekologickych vztahov (JuriSova, 2009).

Podniky funguji v existujicom prostredi vzdjomne poprepdjanych vztahov
vzajomnej previazanosti. Poziciu firmy, vo vztahu k okolittmu prostrediu v kontexte
principov zodpovednosti a udrzatel'nosti mozno vyjadrit' prostrednictvom trojpilierového
modelu, tzv. TripleBottomLine, ako prienik ekonomickej (profit), environmentalnej (planet)
a socialnej (people) zodpovednosti (Elkington, 1999). Pomenované principy zodpovedného
podnikania definicii Vv prevaznej miere akcentuji pozitivne prinosy konceptu CSR
k celospolocenskému rozvoju. V literatire vsak mézeme identifikovat’ aj negativne nazory
mnohych svetovo uzndvanych autorit, ktori spochybiiuji samotni myslienku zodpovednosti
a akcentuju primdrne ziskové principy a dovody existencie podnikatel'skych subjektov
(Friedman, 1984; Mintzberg, 1983). Jednym z viacerych dolezitych prejavov zodpovedného
podnikania je vSeobecne vyssia miera prijatia podnikatel'ského subjektu, ktory sa angazuje
v spologenskej oblasti (Kell, Ruggie, 1999). Zary (1997 - 2013) uvadza, ze I'udia pozitivne
hodnotia ten podnikatel'sky subjekt, ktory mdézeme nazvat spolocensky zodpovedna firma,
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resp. organizdcia. T4 sa vyznacuje nasledovnymi charakteristikami: reSpektovanie a podpora
verejného zaujmu, otvorenost (systematické, pravdivé informovanie médii a verejnosti),
ekologicka orientacia (udrzatelny rozvoj), kvalita produktov, orientdcia na zakaznika, vysoka
profesionalita v danej oblasti podnikania (tzv. lidri odvetvia) a socidlne citenie (vztah k
zamestnancom, charita a pod.). Aj ked’ je problematické preukazat’ priamy vplyv CSR na
vysledok hospodarenia, resp. ziskovost podniku (Desmond, Crane, 2004), existuju Stadie,
ktoré tento vplyv nepriamo potvrdzuju, ato prostrednictvom vplyvu CSR na good-will
podniku, povedomie (Carroll, 1979; Dean, 2002), ale taktieZ pozitivne ovplyviiuje uroven
nakladov podniku (obmedzovanie spotreby elektrickej energie, vody, materidlu atd.).
Bayoud, Kavanagh a Slaughter (2012) vo svojej Studii pri§li na to, Ze medzi faktory
ovplyviiujiice CSR firmy patria vel'kost’ firmy, vek firmy a odvetvie, v ktorom firma posobi.

Tabul’ka 1. Dimenzie spolofenskej zodpovednosti podl’a BLF

PRACOVNE PROSTREDIE MIESTNA KOMUNITA = ZIVOTNE PROSTREDIE

e firemna politika zaistuje |® zapajanie zamestnancov firemné darcovstvo e ckologicka

etické jednanie, do procesu rozhodovania, (finan¢né a materialne), vyroba,produkty a sluzby,
e poskytovanie jasnych nefinanéné benefity, firemné dobrovolnictvo, |e ekologické balenie,

a presnych informacii vzdelavanie a rozvoj poradenstvo, predavanie |e Setrny sposob prepravy

0 vyrobkoch a sluzbach, zamestnancov, know-how, produktov a materialu

e platenie faktur na Cas, e vyvazenost pracovného a |¢ podpora socilnej e recyklacia,

e evidencia a rieSenie osobného zivota integracie, e vyuzivanie recyklovaného
staznosti od zakaznikov, (flexibilné formy prace), | vzdel4dvanie obcanov, materialu,
dodavatel'ov a d’alsich, e rozmanitost’ na pracovisku e  podpora kvality Zivota e uspora energie/vody,

e obchodnych partnerov, (Zeny, etnické minority, obcanov (Sport/kultiira), | minimalizacia odpadu,

e spoluprica s inymi handicapovania starsi e obchodna spolupraca o stlad s normami a
podnikmi ¢i organizaciami l'udia), s miestnymi dodavatel'mi, Standardmi (ISO, EMAS a
na CSR projektoch e zdravie e spolupraca so $kolami, dalsi),

* marketingova a reklamna a bezpecnostzamestnanco |e  vyuzitie zdielaného e ochrana prirodnych
etika, v, marketingu (pouzitie zdrojov,

e podpora prepustenych marketingovych aktivit e  poskytovanie presnych
zamestnancov k spolo¢nej propagacii ekologickych informacii

e opatrenia voci vietkym firmy a neziskového 0 vyrobkoch, sluzbach
formam diskriminacie, projektu), a aktivitach,

Zdroj: vypracované na zaklade Steinerova, M., Makovski, D.: Koncept CSR v praxi, 2008

Podra predlozeného modelu dimenzii CSR sa od podnikatel'skych subjektov ocakava
transparentné podnikanie, pozitivne vztahy s investormi, zdkaznikmi, dodavateI'mi a d’alSimi
obchodnymi partnermi zaloZenych na dlhodobosti a vzdjomnej vyhodnosti. Doélezitym
faktorom je vytvaranie trvalych a kvalitnych obchodnych sieti, ktoré zahfiia budovanie
vzajomnej dovery partnerov, zvySovanie kvality produktu a sluzieb, ¢im prispieva k
dosahovaniu vysSieho zisku v ramci obchodnej spoluprace (Dacin, Brown, 1997). Koncept
CSR pontka podniku nové obchodné prilezitosti. V ekonomickom prostredi, finan¢né
inStitacie stale viac zahrituju spolocenské a environmentalne kritéria do hodnotenia projektov.
Investori zohladiiuju indikatory CSR vykonu, ktoré ovplyviujii schvalenie projektu. Co sa
tyka pracovného prostredia, zamestnanci sit na firme zavisli. Praca je zdrojom ich Zivobytia,
ovplyviiuje kvalitu ich stkromného aj rodinného Zivota a mnohokrdt ma vplyv aj na ich
zdravie. Dolezitym momentom je aj zavislost” firiem na zamestnancoch. Zodpovedné firemné
praktiky podporujt ndbor, rozvijanie a udrzanie kvalitnej pracovnej sily (Laszlo, 2003).
Motivovani zamestnanci dokazu byt’ produktivni, si hrdi na firmu, ktora sa voci nim sprava
zodpovedne. Tieto principy podporuju lojalnost’ zamestnancov, ¢o znizuje ndklady firmy na
prijem novych zamestnancov a tieZ sa prejavuje v spravani k zdkaznikom. Spokojni
zamestnanci sa totiZ znaCne podielaji na budovani pozitivnheho imidZu firmy.V ramci
spolocensky zodpovedného podnikania sa snazi o nadviazanie dobrych susedskych vzt'ahov —
zmieriuje negativne dopady a podiel’a sa na rieSeni miestnych problémov (Carroll, 1979). Tak
eliminuje rizikd a z miestnej komunity sa stavaju potencialni zdkaznici a zamestnanci. V
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ramci tejto oblasti sa firma moze prejavovat’ napr. financnou ¢i materidlnou podporou
verejnych aktivit a projektov, alebo zapojenim zamestnancov do dobrovolne prospesnej
¢innosti v ramci pracovnej doby. Takéto zodpovedné podnikanie napoméha firme
identifikovat’ nové trhy a obchodné prilezitosti, budovat’ kontakty s lokalnymi tradmi, upttat’
pozornost’ médii a nadviazat’ nové partnerské vzt'ahy s inymi podnikmi. Poméha tak budovat’
firemnl reputaciu.V oblasti zivotného prostredia je z pohl'adu zodpovedného podnikania
dolezit¢é minimalizovat negativny dopad vlastnej produkcie na zivotné prostredie.
Environmentélne aktivity umoziuja firme uchadzat’ sa o tendre vel'kych korporacii a verejnej
spravy, alebo ziskat novych zakaznikov z radov ekologicky uvedomelych spotrebitelov.
Spravne vyuzivanie energie, prevencia znecistovania, minimalizacia odpadu a recyklacie
prindsa spoloc¢nosti znizenie nakladov, efektivnejSie riadenie produkcie a d’alSie vyhody.

Iny pohl'ad na oblast CSR ponuka koncept troch pilierov udrzatel'nosti (EIkington,
1999), kde su prislusné dimenzie a principy CSR klasifikované podl'a nasledujucich pilierov.

Tabulka 2.Dimenzie spolo¢enskej zodpovednosti podl’a TripleBottomLine

EKONOMICKA OBLAST | SOCIALNA OBLAST | ENVIRONMENTALNA OBLAST
Vytvorenie etického kodexu ®  Zdravie a bezpecnost’ ® Hospodarenie s odpadmi
Transparentnost’ ®  Vzdelavanie a rozvoj ® (Obmedzené pouzivanie

® Uplathovanie dobrého riadenia ®  Vyvazenost pracovného a osobného nebezpecnych chemikalii
(corporate governance) Zivota e Balenie a preprava

® Odmietanie korupcie ®  Rovnocenné prilezitosti ® Sulad s normami a Standardmi (ISO,
V¢asné platenie faktar ®  Rozmanitost’ na pracovisku (Zeny, EMAS, atd’)
Kvalitné a bezpecné produkty a muzi, minority atd’.) ® FEkologicka vyroba, produkty a
sluzby ®  Podpora prepustenych sluzby
Popredajny servis zamestnancov ® (Qchrana prirodnych zdrojov
Marketingové a reklamna etika ¢  Firemné darcovstvo (finanéné a

" . , materialne
Ochrana dusevného vlastnictva )

Firemné dobrovolnictvo

Inovacia a udrzatel'nost’ produktu o .
Socialna integracia

Vzdelavanie

Podpora kvality zivota ob¢anov
(Sport/kultira)

®  Rozvoj zamestnanosti a miestnej
infrastruktary

Zdroj: Steinerova, M., Vaclavikova, A., Mervart, R.: Spolecenska odpovédnostfirem,2008

Steinerova, Vaclavikovda a Mervart (2008) uvadzaji, Ze napliiou spoloCenskej
zodpovednosti kazdej firmy by mali byt vSetky tri oblasti. Vicianova (2011) kladie do
popredia ekonomicku liniu. Tvrdi, Ze zisk je ekonomickou dimenziou, ktord sa vzt'ahuje k
tvorbe hodnoty prostrednictvom produkcie tovarov a sluzieb. Motiv dlhodobého zisku
povazuje za kliCovy faktor financnej zdkladne pre kontinuitu podniku. Aj preto mnohé
podniky vnimaji koncepciu SZP ako novy marketingovy nastroj, ktory méze vyzdvihnut
reputaciu, imidZ podniku a celkové vnimanie zo strany zadkaznikov a zamestnancov.Vyssie
uvedené CSR aktivity sa nepovazujii za uplne vycerpatelné. Zalezi na stratégii kazdej
organizacie, ktoré z nich si vezme za svoje a na ktoré bude klast’ najvacsi doraz. Na zaklade
vyskumu z roku 2009 vieme, ze SZF sa najviac prejavuje v napliovani toho, preco
organizacie existuji - poskytovanie kvalitnych produktov ¢i sluzieb a uspokojovanie potrieb
zakaznikov. AZ neskor prichadza na rad zodpovednost’ k Zivotnému prostrediu, eticky kodex
podnikania organizécie, starostlivost o zamestnancov a pod. (Pavlik, Bé€lcik a kol., 2010).
Pozerat’ sa na podnik ako na integralnu sti¢ast’ spolo¢nosti, globalnej komunity a Zivotného
prostredia, ktoré ho podporujt, je zdkladnym predpokladom tspesnej realizacie CSR. Podnik
vSak vo svojej Cinnosti nemdze existovat izolovane, pretoZze sa spoliecha na velky pocet
vztahov so zakaznikmi, zamestnancami, dodavateI'mi, komunitou, investormi a d’alSimi.
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Tieto skupiny nazyvame stakeholderi (Hohnen, Potts, 2007). Okrem rozliSenia na zaklade
jednotlivych oblasti pdsobenia moézeme CSR klasifikovat’ aj podl'a vonkajSieho a vnitorného
zamerania vo firme (Putnova, Seknicka, 2007).

Material a metody

Zodpovedné podnikanie je charakteristické nejednoznacnost'ou nazorov teoretikov,
ale i praktikov jeho ulohu a délezitost’ v podnikovom riadeni. Nie len slovenski spotrebitelia
su Casto skepticky voci angazovanosti podnikov pri rieSeni celospoloCenskych problémov
nakol’ko nevedia rozlisit' medzi Uprimnym tmyslom a snahou vyuzit CSR ako prostriedok
tvorby zisku. Pre manazérov podnikov je zas dolezité, aby vedeli posudit, ktoré aktivity
Vv oblasti CSR povazuju l'udia za dolezité, a teda na ktorti oblast’ maju svoje stratégie najviac
zamerat. V prieskume sme sa venovali zisteniu toho, ktoré¢ dimenzie  (principy)
zodpovedného podnikania vnimaji slovenski spotrebitelia ako klucové. Vyskumny subor
tvorili slovensky spotrebitelia vo veku nad 15 rokov, nakol'ko sme predpokladali, Ze uz od
uvedeného veku disponujii vedomostami potrebnymi na zodpovedanie otdzok. Vyber sa
realizoval prostrednictvom metddy snehovej gule (snowballsampling) alebo tzv. retazovy
vyber (chainsampling). Je to spdsob vyberu, pri ktorom existujice subjekty vyskumu oslovuju
dalsie spomedzi svojich znamych, ¢im vysledny Statisticky vyberovy subor narasta
(Goodman, 1961). Dotaznik bol rozposlany prostrednictvom socialnych sieti a elektronickej
posty, ale ¢iastkovo 1 v tlacenej forme v termine od 18. do 31. marca 2013. Otazky dotaznika
¢iastkovo vychadzaju z prieskumov Nadécie Pontis v spolupraci s agentirou FOCUS (2004,
2005) a ceskej agentiry IpsosTambor (2010). Na zdklade Stadia dostupnej literatiry sme
identifikovali 17 dimenzii CSR, ku ktorym sa prislusny respondenti vyjadrovali svoje postoje
na pat'stupniovej likertovej Skale (1= malo dolezitd dimenzia; 5= vel'mi ddlezita dimenzia).

Vyskumny subor pozostaval zo 180 respondentov (48 muzov a 132 Zien). Najvicsie
vekové zastipenie mali spotrebitelia vo veku od 23 do 37 rokov (50 %) a 15 az 22 rokov
(31,11 %). Najmenej zastupenymi, spotrebitelia vo veku od 53 do 67 rokov (5,56 %).
Z pohl'adu vzdelanosti, najvacsi podiel tvorili vysokoskolski vzdelani l'udia ( 49,44%), l'udia
so stredoskolskym vzdelanim s maturitou (45%). Respondenti s ukon¢enym stredoskolskym
vzdelanim bez maturity tvorili len 1,11% a so zakladnym vzdelanim 4,44%.

Vysledky vyskumu

V rdmci vyskumu zameraného na dimenzie zodpovedného podnikania sa vel'ka Cast’
prac zameriava na teoreticky diskurz ale aj na identifikovanie dimenzii a principov v kontexte
odliSnych zaujmovych skupin. V rdmci nasho prieskumu sme vyc€lenili 17 zakladnych
dimenzii zodpovedného podnikania, ktoré su z pohladu spotrebitelov najdolezitejsie.
Stanovené dimenzie sme predlozili dotazovanym respondentom, ktori na stupnici od 1
do 5 (1 znamena neddlezité, 5 dolezité) ur€ovali doleZitost’ vybranych dimenzii.
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Délezitost’ dimenzii spolo¢ensky zodpovedného

podnikania z pohl'adu spotrebitel'a
kvalita a bezpetnost' produkiov a sluzieb
marketingova a reklamna etika

uplathovanie principu dobrého nadenia

zohl'adnovanie Zivotného prostredie
viasne platenie faktir

transparentnost”

vzdelfivanic it rozvoj zamesinancoy
35 37 39 41 43 45 47 49

Graf 1. Délezitost’ SZP z pohPadu spotrebitel’a
Zdroj: vlastné spracovanie

NajdolezitejSie dimenzie z pohl'adu slovenského spotrebitela st kvalitné a bezpecné
produkty a sluzby, marketingova a reklamna etika, uplatiiovanie principu dobrého riadenia,
zohladnovanie zivotného prostredia, v€asné platenie faktar, transparentnost’, vzdelavanie a
rozvoj zamestnancov. Slovenski spotrebitelia teda vyzaduja, aby firmy ponukali produkty na
ktoré sa mozu spolahnit, ktoré ponukaju vysokd uzitkovli hodnotu v komparécii
s spotrebitel’skym rizikom, ktoré spotrebitel’ kiipou produktu podstupuje. Délezitou oblast'ou,
do ktorej by sa mali podniky aktivne zapajat’ je environmentalna oblast’ a starostlivost’ o
zivotné prostredie. Nakolko boli, z hladiska Struktiry vyberového suboru, vécésinovo
zastupeni respondenti vo veku od 23 do 37 rokov, je dolezitym prvkom zodpovednosti,
ktorému je potrebné venovat’ pozornost aj zamestnanecka politika. Pod vplyvom neustale
medializovanych pripadov nekalej podnikatel'skej sitaze, respondenti taktiez vel'mi citlivo
reagovali na dimenziu plnenia ekonomickych zavizkov, a to jednak voci spolo¢nosti, ale i vo
vzt'ahu k ostatnym obchodnym partnerom.

Z grafu €. 2 vyplyva, ze spomedzi dimenzii spoloCenskej zodpovednosti by sa firmy
mali najviac venovat dimenzidm v oblasti zivotného prostredia, ekoldgie a bezpecnosti
(74,44% respondentov). Oblast’ zamestnaneckej politiky a veciam s tym stvisiacim je dolezita
pre 66,11% respondentov anevyhnutnost' byt poctivy v podnikani oznalilo za dolezity
princip CSR 59,44% opytanych. Az 40,56% respondentov sa priklana k nazoru, ze
angazovanost podniku v miestnej komunite je kliCovym principom, ktory by podniky
v kontexte zodpovedného podnikania mali dodrziavat’. Naproti tomu len 1,11% respondentov
uviedlo vlastni moznost’, a to prax absolventom a vztah k zamestnancom, ktori myslienku
spolo¢enskej zodpovednosti Siria d’ale;j.
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V akych oblastiach by sa firma mala angaZovat’, aby
bola povaZovana za spolodensky zodpovednu?

100%

o —

| 2 3 - 5

Podiel
2

1 - Hivone prostredie, ekologa 2 bexpeinost ® 1 - nuestna komunuta
3 - vzt ahk zamestnancom * 4. poctivost v podiskani

B-me

Graf 2. Postoj spotrebitel’ov voc¢i dimenziam CSR
Zdroj: vlastné spracovanie

Po nich nasleduje marketingovd komunikacia a reklamna etika, uplatiovanie
principu dobrého riadenia, zohl'adiiovanie ZP a véasné platenie faktur. V tabulke 3 uvadzame
zoznam vSetkych skimanych dimenzii zoradené podl'a faktora dolezitosti od najddlezitejSej
po najmenej dolezité. Mozeme si vSimnut, ze spotrebitelia si najmenej citlivy na skuto¢nost,
¢i firma ma alebo nema vytvorenu vlastni nadaciu (2,9), popripade firemné dobrovolnictvo
(3,5) alebo firemné darcovstvo (3,4). Rovnako, aj na vzdeldvanie a rekvalifikacia uz
prepustenych zamestnancov (3,4) boli naSimi respondentmi hodnotené, v porovnani
s predchadzajacimi ako menej dolezité. Rovnako aj prvky viazuce sa K antidiskriminaénej
firemnej politike — rozmanitost’ na pracovisku (3.,4), nereprezentuju kIiové principy
z hladiska analyzovaného vyskumného stiboru.

Tabul’ka 3. Dimenzie spoloCenskej zodpovednosti firiem zoradené podl'a d6lezitosti

DIMENZIE Dolezitost’

Kvalita a bezpe¢nost’ produktov a sluzieb 4,6
Marketingova a reklamn4 etika 4.5
Uplatiiovanie principu dobrého riadenia 4.4
Zohl'adiiovanie Zivotného prostredia 4,3
Vasné platenie faktur 4,2
Transparentnost’ 4,1
Vzdeldvanie a rozvoj zamestnancov 4,0
Hospodarenie s odpadmi 3,9
Recyklacny program 3,9
Znizovanie emisii a Skodlivych plynov 3,9
Vyvézenost pracovného a osobného Zivota zamestnancov 3,8
Ekologicka vyroba, produkty a sluzby 3,7
Firemné dobrovolnictvo 3,5
Rozmanitost’ na pracovisku 3,4
Firemné darcovstvo 3,4
Rekvalifikacia a podpora prepustenych zamestnancov 3,4
Vytvorenie a riadenie vlastnej nadacie 2,9

Zdroj: vlastné spracovanie
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Otazky spolocenskej zodpovednosti firiem sa stali predmetom zadujmu ekonomicke;j
teorie az v obdobi, kedy sa moznosti dalSieho rozSirujuceho rozvoja stavaji stale
problematickejSimi z dovodu postupnej vycCerpatelnosti obmedzenych zdrojov, prehlbujuce;j
sa diferenciacie v zivotnej trovni medzi jednotlivcami, narodmi ¢i Castami sveta, ako aj z
dovodu negativnych dosledkov ekonomickych c¢innosti Tudi na Zivotné prostredie
(Vysekalova, Mikes, 2009). Spotrebitelia sa postupne zacinaji zaujimat o aktivity
zabranujuce nezodpovednému pristupu k spolo¢nosti, no napriek tomu znalost’ konceptu
spoloCenskej zodpovednosti v ramci Slovenskej republiky nie je dostato¢na. Mnozstvo
podnikov sa neustdle snazi presvedCit verejnost o svojej spolocenskej zodpovednosti.
Spotrebitelia sa k tymto vyjadreniam stavaju skepticky a domnievaju sa, ze ide len o
marketingovy tah na prildkanie novych zdkaznikov (Kotler, Armstrong, 2007).

Zaver

Stadia sa v predloZenej podobe venuje problematike zodpovedného podnikania
V oblasti spotrebitel’ského vnimania realnych prejavov angazovanosti podnikov v spolo¢nosti.
Podnikatel'ské subjekty by urcite malo zaujimat, aky dopad ma ich ¢innost’ na spravanie
zamestnancov, zékaznikov ¢i ostatnych stakeholderov. Taktiez by nemali zanedbavat’ vplyv
podnikatel'skych aktivit na Zivotné prostredie a komunitu, v ktorej pdsobia. Riadenie ispesnej
spolo¢nosti totiz neznamena iba vytvaranie zisku, ale je to aj pocit zodpovednosti za kroky,
ktoré stvorbou zisku suvisia. Ak sa firma sprdva zodpovedne a pokial’ st jej Cinnosti
realizované dobrovolne a Giprimne, zdkaznici takéto spravanie ocenia v podobe vyssej
vernosti. Dolezitym je, aby sa firmy nevzdavali zodpovednosti za vlastné ¢iny a vhodnym
sposobom komunikovali svoje zodpovedné obchodné praktiky. Realizovany prieskum, ktory
sme realizovali ndm odhalil jednak najdolezitejSie spotrebitel'sky vnimané dimenzie
zodpovedného podnikania, no na druhej strane taktiez poukdzal na mozné uskalia
a obmedzenia takto realizovaného prieskumu. Vytvéra sa tak priestor pre d’alSie preskimanie
problematiky spolocenskej zodpovednosti. V kontexte témy azamerania prieskumu
odportcame spravit’ podrobnejsi prieskum vzhl'adom k veku, vzdelaniu aj zarobkovej ¢innosti
spotrebitelov. Predpokladame, Ze tieto faktory maju vplyv na vnimanie spolocenskej
zodpovednosti firiem slovenskym spotrebitelom. Sme si vedomi urCitych obmedzeni.
Struktira vyberového stiboru bola do uréitej miery ovplyvnena spésobom vyberu. Naproti
tomu, vzhl'adom k vyskumnému problému, poskytuje relevantné informacie, ktoré mozu
poslazit pri koncipovani dal§ich $tadii a vedeckych vyskumov. Dalsie limity vyskumu
spocivaji vo vybranej vyskumnej metdde. Dotaznik ndm neumoziiuje hlbsiu analyzu danych
odpovedi a nazorov spotrebitel'ov. PresnejSie vysledky by sme dosiahli zasiahnutim vzorky,
ktora by tatistiky spiiala zloZenie obyvatel'stva SR. Prieskum v budticnosti spresnime d’al§im
vyskumom doplnenym o d’alSie nezéavislé premenné, ktoré nam pomdézu odhalit’ vzt'ah
vnimania spoloc¢ensky zodpovednych aktivit v zavislosti od veku, pohlavia, vzdelanostne;j
Struktary, narodohospodarskeho odvetvia atd’.
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UZLETI ETIKA - FOKUSZBAN ESZAK-DEL ES KOZEP-KELET-EUROPAI
OSSZEHASONLITASOK

BUSINESS ETHICS — FOCUS ON NORTH AND SOUTH AND CENTRAL-EASTERN
EUROPEAN COMPARISONS

Jozsef Poor - Imrich Antalik - Péter Kollar - Ruth Alas - Katalin Szabé -
Kinga Kerekes - Agnes Slavic

Abstract

The purpose of this paper is to examine differences in ethics in CEE (Central and Eastern
European) and Baltic-Nordic countries. The paper starts with theory about ethical idealism
and relativism, followed by country descriptions and analysis of empirical data in six
countries. This contribution is based on an empirical-analysis of responses related to ethics
position theory (EPT) D.R.Forsyth measuring idealism and relativism in six different
countries. Survey data related to Ethics Position Questionnaire developed by Forsyth (1980)
were collected in six countries, Finland, Estonia, Hungary, Romania, Slovakia and Serbia and
among Hungarian minority in Romania, Slovakia and Serbia.

Key words
Business ethics. Ethical idealism. Ethical relativism. CEE countries.

Absztrakt

Kutatdsunk soran azt vizsgéltuk és arra kerestilk a valaszt, hogy miként vélekednek az
emberek egyes, az iizleti élethez kapcsolodd mordlis kérdésekrdl. Ennek mérésére D. R.
Forsyth altal kifejlesztett Etikai Pozici6 Kérdéiv (EPQ) észt, finn, magyar, roman, szerb ¢€s
szlovak nyelvii valtozatat hasznaltuk. Kutatisunkat hat orszagban (Esztorszag, Finnorszag,
Magyarorszag, Szlovakia, Romania és Szerbia) hajtottuk végre. Vizsgalatunk sajatos vonasa,
hogy elemeztiik az északi orszagok (Finnorszag és Esztorszag) és négy kozép-kelet eurdpai
orszag (Magyarorszag, Romania, Szerbia ¢és Szlovékia), tovabba harom, Magyarorszaggal
szomszédos, orszagban az ott ¢l magyar kisebbség korében is alkalmaztuk a jelzett
kérddiviinket.

Kulcsszavak
Uzleti etika. Etikai idealizmus. Etikai relativizmus. K6zép-eurdpai orszagok.

Bevezetés
Az etika meghatarozasara tobb definiciot is talalunk. Pojman (2002) szeint az etikara

sziikség van, mert:

1. Osszetartja a tdrsadalmat,

2. tirelmesebbé, kitartdbba teszi az embereket,

3. segiti az emberi “viragkor” elérését,

4. feloldja igazsagosan az érdekkonfliktusokat,

5. meghatdrozza a jot és a rosszat, a jutalmat és biintetést és blindsséget.
Spence and Van Heekeren (2005) szerint az etika nem mas, mint olyan meghatdrozé
szabalyok, elvek, értékek és tulajdonsagok sora, melyek megmutatjak ¢és leirjak az
intraperszonalis és interperszonalis viselkedés jegyeit, az emberek kozotti és magukkal
szembeni magatartast
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Ferrel és Fraedrich (1997) véleménye szerint az etikai kérdések olyan problémadkat,
szituaciokat, vagy lehetdségeket jelentenek, melyek elvarjak az embertdl €s szervezettdl, hogy
valasszon a néhany olyan cselekedet koziil, melyek jonak vagy rossznak itélnek. Gini (2004)
az etikat az értékek mérésének és meghatarozasanak tekinti, mert a teljes ¢€let értékekkel teli.

Az egyéni etikai filozofidk a hagyomanyos orvosi, teleologiai, és mas etikai
kételkedések elméletein alapulnak. Ebben az Osszefiiggésben az etikai filozofiakat ugy is
definidlhatjuk, ha az egyének akar magasan akdr alacsonyan itélik az idealizmus és
relativizmust. (Bass, et al., 1998).

Anyagok és modszerek

Az etikai pozicid elmélet (EPT) szerint az egyének személyes és erkolcsi filozofiai
befolyasoljak itéleteiket, cselekedeteiket és érzelmeiket erkolcsileg érintett helyzetekben
(Forsyth et al., 2008). Ez az elmélet két dimenziot emel ki: az idealizmust és relativizmust. Az
idealizmus ¢és a relativizmus jelentOs szerepet jatszanak az etikai elmélet fejlesztésében, az
etikai ideoldgia megmagyarazza a kiilonbségeket az egyének mordlis itéletében (Forsyth
1980, 1992). Az idealista egyén az erkolcsi szabalyok abszolut fontossagat hangsulyozzék,
ezzel szemben a relativistak megprobaljak elkeriilni az egyetemes erkdlcsi szabalyokat.

A legtobb relativista egyén gy gondolja, hogy az erkdlcsi cselekedetek a szituaciok
jellegétol fiiggenek (Forsyth, 1992). Az er6sen relativista jegyeket hordozd egyének
visszautasitjadk az egyetemes erkolcsi elveket, de az idealista egyének elfogadjak azokat etikai
dontéseik soran. (Bass et al., 1998).

Az idealistak tgy hiszik, hogy a jo eredmények mindenki szamara elérhetéek
moralisan helyes cselekvéseknek koszonhetéen (Forsyth 1980). A nem idealistdk szerint
moralisan helyes cselekvések is vezethetnek negativ kdvetkezményekkel jaré eseményekhez.
Az idealizmus egy skalan azt méri, hogy egy cselekedet kdvetkezménye mennyire fontos az
egyén szamdra. (Hartikainen ¢és Torstila, 2004). Az idealizmus ¢&s relativizmus
metszéspontjanal 4 erkdlcsi filozofiat hatarozhatunk meg. magas idealizmus / alacsony
relativizmus (abszolutistak), magas idealizmus / magas relativizmus (helyzetfiiggok),
alacsony idealizmus / alacsony relativizmus (szubjektivistak) és alacsony idealizmus / magas
relativizmus (kifogas keresedk) (Forsyth, 1980, Forsyth at al 2008). Annak ellenére, hogy az
etikai 1deologidk elkiilonililnek a gyakorlati viselkedéstdl néhany helyzetben mégis
Osszekapcsolddnak. Az abszolutistdk hajlamosak a legszigoribb erkdlesi itéletekkel és a
legmagasabb etikai attitidokkel rendelkezni, mig a szubjektivistak a legenyhébb erkolcesi
itéletekkel (Hartikainen és Torstila, 2004).

Kutatasunk soran D. R. Forsyth altal kifejlesztett Etikai Pozicio Kérdoiv (EPQ)
magyar, roman és szerb nyelvli valtozatat hasznaltuk. A kérdéiv Kkitoltése sordn a
valaszadoknak egy 1-5-ig terjedd skalan kellet értékelnie az egyes allitasokkal kapcsolatos
egyetértését.

1 — egyaltalan nem értek egyet,
2 — nem értek egyet,

3 - semleges, k6zOmbos,

4 — egyet értek,

5 — teljes mértékben egyet értek.

A valaszadoknak Osszesen 20 allitassal kapcsolatban kellett véleményt alkotniuk. Az elsé 10
item (1-10) az idealizmus szintjét, mig a masodik 10 (11-20) a relativizmus szintjét méri.
Minél inkabb erdsebb az egyetértés, azaz magasabb pontot ad a valaszadd annal inkabb mutat
idealista vagy realista jegyeket.
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Az elemzés sordn fliggd valtozonak tekintettik az idealizmus és realtivizmus
skalakat. A két skala alfa értéke a belsé megbizhatosag szempontjabol az idealizmus esetében:
0,77 a relativizmus esetében 0,76. A két érték viszonylag megbizhatonak tekinthetd a felvett
mintan.

Az elemzés lefolytatasahoz 7 fiiggetlen valtozot is fegyelembe vettiink:

Nem (férfi; nd)

Kor: (0-25; 26-45; 46-)

Munkatapasztalat ideje (0-5; 6-10; 11-)

Munkatapasztalat helye (k6zszféra, maganszféra, mindkettd, egyik sem)

Nemzetiség (magyar, szlovak, szerb, roman)

Allampolgarsag (észt, finn.magyar, szlovak, szerb, roméan) [a kettés allampolgarsagot

a kutatas soran nem vettiik figyelembe]

e Nemzetiség — Allampolgarsag kombinacidja (észtek, finnek, magyarorszagi
magyarok, szlovakiai magyarok, szerbiai magyarok, roméniai magyarok, szlovakiai
szlovakok, szerbiai szerbek, romaniai romanok)

A fliggd ¢és fliggetlen valtozok kozotti kapcsolatot varianciaanalizis segitségével vizsgaltuk. A
becslés biztonsagat 95%-on a hibat 5%-on hataroztuk meg. Vizsgaltuk tovabba a fiiggd és
fliggetlen valtozok kozotti kapcsolat erdsségét az Eta értékek kiszamitasaval. Az elemzéseket
az SPSS program segitségével végeztiik.

Kutatas és eredmények
Az adatgylijtést Esztorszagban, Finnorszdgban, Magyarorszagon, Szlovakidban,

Romaniaban és Szerbian végeztiik. A felvett minta megoszlasat az alabbi tablazat szemlélteti:

1. Tablazat. Valaszadok szama orszagok és nemzetiség szerint

Orszagok magyarok | romanok szerbek | szlovakok | finnek észtek Osszesen

(Countries) (HU) (RO) (SB) (SK) (FIN) (EST) (Total)
Magyarorszag (HU) 268 268
Romania (RO) 96 25 121
Szerbia (SB) 66 119 185
Szlovakia (SK) 220 297 517
Finnorszag (FIN) 200 200
Esztorszag (EST) 326 326
Osszesen (Total) 650 25 119 297 200 326 1617

Forras: sajat szerkesztés

Az 1. abrat vizsgéalva elmondhatjuk, hogy a vizsgalt minta esetében a ndk atlagosan
idealistabbak mint a férfiak, viszont a relativizmus szempontjabol az atlagok megegyeznek. A
varianciaanalizis az idealizmus esetében szignifikans eltérést (0,000) mutatott az atlagok
kozott, a relativizmus esetében (0,972) ez az eltérés nem mutathaté ki. A kapcsolatok
erdsségét tekintve mindkét skala kapcsolata a nemmel gyengének tekintheté (Eta: 0,176 és
0,001)
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1. Abra. Az idealizmus és a relativizmus értékek alakulasa a nem fiiggvényében
Forras: sajat szerkesztés

A 2. abra az idealizmus ¢és a relativizmus értékek alakuldsat mutatja a kor
figgvényében. Az abra alapjan elmondhat6, hogy az iddsebbek idealistabbak, mint a
fiatalabbak. A fiatalabbak pedig relativistabbak, mint az idésebbek. A kor eldrehaladtaval az
idealizmus szintje novekszik, a relativizmus szintje pedig valamelyest csokken. Az atlagok
eltérése szignifikans (0,000 és 0,001) mindkét skala esetében. Azonban a kor kapcsolata, a
szorashanyados értékek alapjan az idealizmus (0,269) és a relativizmus (0,091) valtozoval
gyengének tekinthetd.

[50-25 326-35 O 46- |

3,987 4,073
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3,493

3,386 3,395

IDEAL RELAT

2. Abra. Az idealizmus és a relativizmus értékek alakulasa a kor fiiggvényében
Forras: sajat szerkesztés

A 3. é4bra az idealizmus ¢s a relativizmus értékek alakuldsat szemlélteti a
munkatapasztalat ideje fliggvényében. Az abrat vizsgalva a felvett mintara vonatkozodan azt a
megallapitast tehetjiik, hogy a tapasztaltak idealistabbak, mint a kevésbé tapasztaltak. A
kevésbé tapasztaltak relativistabbak, mint a tapasztaltak. Az atlagok kozti eltérés mindkét
skala esetében (0,000 és 0,001) szignifikans. A fliggd ¢és fiiggetlen valtozo kozotti kapcsolat
gyengének (0,241 és 0,036) tekinthetd. Fontos azonban hangsulyoznunk, hogy véleményiink
szerint ez az Osszefliggés a korcsoportoknal megfigyelhetd jelenségre vezethetd vissza, vagyis
akinek tobb munkatapasztalata van, az valészintileg idésebb is.
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3. Abra. Az idealizmus és a relativizmus értékek alakulasa a munkatapasztalat ideje
fiiggvényében
Forras: sajat szerkesztés

Az idealizmus ¢és a relativizmus értékek alakulasat a munkatapasztalat helye
fliggvényében a 4. abra mutatja. Az abrat vizsgélva, a mintara vonatkoz6an megéallapithatjuk,
hogy akik csak a kozszférdban szereztek munkatapasztalatot idealistabbak, mint akik csak a
maganszféraban. Akik csak a kozszféraban szereztek munkatapasztalatot relativistabbak, mint
akik csak a maganszférdban. Akik mindkét szférdban szereztek munkatapasztalatot kevésbé
idealistabbak és kevésbé relativistabbak, mint akik csak a koz vagy a maganszféraban
szereztek munkatapasztalatot. A legkevésbé idealistak, akiknek nincs munkatapasztalata. A
leginkabb relativistak, akiknek nincs munkatapasztalata. Az utobbi Osszefliggést szintén
visszavezethetjiilk a korndl tapasztaltakra, hiszen azoknak, akiknek nincs munkatapasztalat
foként fiatalok. Az atlagok kozti eltérés az idealizmus skdla esetében szignifikdns, a
relativizmus esetében viszont nem szignifikans (0,000 és 0,273), a fliggetlen valtozoval valo
kapcsolatuk gyenge (0,246 ¢s 0,054).
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4. Abra. Az idealizmus és a relativizmus értékek alakulisa a munkatapasztalat helye
fiiggvényében
Forras: sajat szerkesztés
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5. Abra. Az idealizmus és a relativizmus értékek alakulisa a nemzetiség fiiggvényében
Forras: sajat szerkesztés

Az 5. 4dbra szemlélteti a nemzetiség kapcsolatat az idealizmus ¢€s a relativizmus
skalakkal. A mintdra vonatkozdéan levonhatd, hogy a legidealistabbak a szlovak
nemzetiségliek, dket kovetik a szerbek, finnek, magyarok, észtek és legvégiil a romanok. A
legrelativistdbbak a roman nemzetiségiiek, 6ket kovetik a szlovakok, észtek, magyarok,
finnek ¢és a szerbek. Mindkét skala esetében a varianciaanalizis szignifikans (0,000 és 0,000)
eltérést mutatott az atlagok kozott, azonban a valtozok kapcsolata gyengének tekinthetd
(0,171 és 0,121)
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6. Abra. Az idealizmus és a relativizmus értékek alakulasa az allampolgarsag
fiiggvényében
Forras: sajat szerkesztés

A 6. dbra mutatja az allampolgarsadg kapcsolatat az idealizmus €s a relativizmus
skaldkkal. A felvett mintdra a kovetkezd megallapitasokat tehetjilk. A legidealistabbak a
magyar allampolgarsaguak, oket kovetik a szlovakok, finnek, észtek, szerbek, romanok. A
legrelativistabbak a szlovak allampolgarsaguak, dket kovetik a romanok, észtek, finnek,
szerbek, magyarok. A varianciaanalizis eredménye alapjan az idealizmus (0,000) és a
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relativizmus (0,000) skéaldk esetében szignifikansnak tekinthetéek. A kapcsolat erdssége az

idealizmus ¢és relativizmus esetében is gyenge (0,307 és 0,177) a fliggd és a fiiggetlen
valtozok kozt.
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7. Abra. Az idealizmus és a relativizmus értékek alakuldsa a nemzetiség/allampolgarsag
fiiggvényében
Forras: sajat szerkesztés

Az idealizmus és a relativizmus értékek alakulasat a nemzetiség/allampolgarsag
fliggvényében a 7. dbra szemlélteti. A diagram alapjan a felvett mintdra vonatkozoan a
kovetkezd megallapitdsokat tehetjilk. A legidealistabbak a magyarorszagi magyarok, Oket
kovetik a szlovékiai szlovakok, szerbiai szerbek, a finnek, az észtek, majd a roméniai
romanok, szlovakiai magyarok, romaniai magyarok, szerbiai magyarok kovetkeznek. A
legrelativistdbbak a romdaniai romdnok, Oket kovetik a szlovdkiai magyarok, szlovékiai
szlovakok, szerbiai magyarok, ¢€sztek, romdniai magyarok, finnek, szerbiai szerbek,
magyarorszagi magyarok. Az atlagok kozti eltéréseket a varianciaanalizis alapjan
szignifikdnsnak tekinthetjiik mindkét skala esetében (0,000 ¢és 0,000). A valtozok kozti
kapcsolat az idealizmus esetében gyengén kozepes (0,404), relativizmus esetében gyenge

(0,188).
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8. Abra. Az idealizmus és a relativizmus értékek alakulasa a kisebbségben élés és
allamalkoto nemzethez valo tartozas fiiggvényében
Forras: sajat szerkesztés
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A kisebbségben ¢lés ¢és az allamalkotd nemzet tagjaként ¢€lés fiiggvényében az
idealizmus-relativizmus atlagértékeket a 8. abra mutatja. A kisebbségben élok kevésbé
idealistak, de relativistabbak az allamalkot6 nemzet tagjaként ¢l6 személyeknél. Az atlagok
kozti eltéréseket a varianciaanalizis alapjan szignifikdnsnak tekinthetjiik mindkét skala
esetében (0,000 és 0,003). A valtozok kozti kapcsolat az idealizmus esetében és a relativizmus
esetében is gyenge (0,306 és 0,075).

Klaszterelemzés

A nagy minta miatt egy nem hierarchikus moddszerrel, a K-kézép modszerrel
klaszterelemzést végeztiink (melyet megel6zott egy hierarchikus modszer lefuttatidsa is a
klaszterszamok megallapitdsanak céljabol), hogy be tudjuk sorolni a minta elemeit olyan
csoportokba, melyek az idealizmus és a relativizmus esetében is szignifikans eltéréseket
mutatnak az atlagok tekintetében és erds kapcsolatot is lehet mérni a varianciaanalizis soran
klaszterekbe tartozé elemek €s az idealizmus és relativizmus atlagok kozt.
Az elemzés sordn harom klaszter alakult ki. A klaszterek a 9. abran lathaté modon
abrazolhatoak a térben, az dbra melletti tdblazatban az elemszam és a klaszteratlagok keriiltek
ismertetésre az individualizmus és relativizmus tekintetében.

Klaszter |Elemszam Atagok

2 1L
IDEAL RELAT g

1 545,000 3244 3512 i
2 599,000 4219 3,861
3 473,000 4121 2822 1ot
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9. Abra. Klaszteratlagok és klaszterenkénti elemszam, a klaszterek a térben abrazolva
Forras: sajat szerkesztés

Lathato, hogy az 1. klaszter a legkevésbé, atlagon aluli idealista (3,244) és az atlag
feletti relativista (3,512) elemeket tartalmazza. A 2. klaszter az atlagosan a legmagasabb
idealizmus (4,219) és a legmagasabb relativizmus (3,861) értékekkel rendelkezd elemeket
tartalmazza. A 3. klaszter egy atlagban relative individualistanak (4,121), viszont atlagban a
legkevésbé relativistanak (2,822) tekinthetd elemek csoportjat tartalmazza.

Az 1. csoportot az ,,inkabb relativista”, a 2. csoportot az ,,individualista-relativista”, a 3
csoportot pedig az ,,inkabb individualista” megnevezésekkel illethetjiik.

A lefuttatott varianciaanalizis soran a mind az individualizmus, mind a relativizmus skalak
esetében szignifikansnak tekinthetjiik az atlagok eltéréseit (0,000). A valtozok kozti kapcsolat
mindkét skalaval az eddigiekhez mérten erésnek mutatkozik (Eta: 0,779 és 0,738).

A klaszterek a vizsgalatba bekeriilt csoportositd valtozokkal (a chi-négyzet probak
megerdséitése alapjan) az alabbiak szerint jellemezhetdek:
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1) Inkabb relativista: felerészben magyarok alkotjdk ezt a klasztert és a mintaban szerepld
magyar nemzetiségliek nagy hanyada ide tartozik (40,1%), viszont elmondhat6, hogy a
kisebbségben €16 magyarok jelentds része tartozik ebbe a klaszterbe (57,6%), nem pedig a
magyarorszagi magyarok. A klasztert foképp a 0-25 évig terjedd korcsoportba tartozok
alkotjak (65,5%), 0-5 év munkatapasztalattal rendelkezok (71%).

2) ldealista-relativista: ide tartozik a szlovak nemzetiségliek fele (51,7%), jelent6s részben
allamalkot6é nemzet tagjai alkotjak (82,5%), inkdbb az idésebb és tobb munkatapasztalattal
rendelkez6 személyek

3) Inkabb idealista: ide tartozik a szerbek jelentés hanyada (42%), jelentds részben
allamalkotd nemzet tagjai alkotjak (87,8%), kisebbségiek alig tartoznak ebbe a csoportba,
példaul a magyarorszagi magyarok kozel fele, inkabb az id6sebb és tobb munkatapasztalattal
rendelkez6 személyek tartoznak ide.

Befejezés

Zarasul hangsulyozni szeretnénk, hogy a tanulmanynak nem célja, hogy az egyes
moralis beallitottsdgok kozott értékitéletet alkosson. Ahogyan a témadaval foglalkozo
szakirodalom (Forsyth et al., 2008) is kifejti nincs jobb vagy rosszabb szemlélet. Tovabba
igaz az is, hogy a kezelt minta sem reprezentativ. A mintdra vonatkozdéan levonhatdak
bizonyos allitdsok és az elvégzett klaszterelemzés eredményeként harom klasztert sikertilt is
kialakitani, melyek elemeinek atlagai szignifikans eltéréseket mutatnak az idealizmus és
relativizmus skalak atlagértékeihez mérten és a valtozok kozti kapesolat is erdsnek mondhat.
A klaszterek az inkabb relativista, individualista, inkabb relativista megnevezéseket kaptak.
Els6sorban a nemzetiség, a kisebbségi 1ét — dallamalkotds, életkor és a vele szoros
kapcsolatban 4ll6 munkatapasztalat hossza alapjan jellemezhetdek a klaszterek.
Val6szintsithetéen mas magyarazd tényezOk is befolyassal lehetnek még (pl. iskolai
végzettség, jovedelemszint stb). Ebbdl kifolydlag nem tehetiink altalanos megallapitast
valamennyi csoportra vonatkozdan. A kérddivet kitdltdk valamennyi minta esetében dontden
a fiatalabb korosztalybol kertiltek ki. Elgondolkodtatd az a kérdés, hogy a kor elérehaladtaval
az idealista-relativista szemlélet valoban atalakulason, atrendezédésen megy végbe vagy
pedig egy mar egy tartds generacids eltérésnek lehetiink szemtanui?
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