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EVOLUTION OF CAFETERIA SYSTEMS – PAST-PRESENT AND FUTURE 
 

József Poór - Jenő Beke - Gyula László - Katalin Óhegyi - Zoltán Šeben - Agneš Slavić 

 

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.  

 

Key words 

Benefits. Flexible remuneration. Cafeteria. Hungary. Croatia. Romania. Serbia. Slovakia. 

 

 

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  

  the objectives of the companies, 

  the objectives of the employees, 

 the consent and (varying) support of  the government and 

  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:     

 proportion of benefits to the total compensation costs; 

 value of costs related to the value of benefits; 

 offers made by competitors; 

 the role of benefits in attracting, keeping and motivating employees; 

 compliance with the laws and regulations. 

Employees:  

 fairness (as compared with a former period or with the other employees). 

 personal needs related to age, gender, marital status and the number of dependents. 

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

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 
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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 SZÉP 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 
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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 

SZÉP 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 SZÉP 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 SZÉP 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.  
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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 

on tax, 

other 

charges 

and  

costs. 

high   

 

 

 

 

low 

 

 

 

 

  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 

 social welfare 

 labour market (improving general company image, keeping labour) 

 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: 

 social security contribution (The amount depends on the working conditions.), 

 healthcare contribution, 

 contribution towards the unemployment fund, 

 work accidents insurance fund, 

 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 Crèche 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 

(Zákonník práce).  Social policy is dealt with in Part Seven (Labour Code 2013).  Corporate 

social policy (Szlávicz, Á. - Kontra, Cs. Gy., - Kerekes, K, - Šeben, 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. - Gyurián, 

N., 2011)  The contributions covered by the employers from the social fund are the following: 

 contribution to the catering of employees above the set limit stipulated by law (laid down 

in §152 of the labour code), 

 travel expenses to and from work, 

 contributions to attend cultural and sports events, 

 contributions towards the recreation of employees, 

 contributions towards the employees' healthcare, 

 contributions for those in social need and loans for them, 

 contributions to the employees' voluntary pension schemes (on top of the employer's 

compulsory contributions), 

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

 

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

 spouses and the dependant children of employees, 

 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 

illness 
50,8 % 

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 

Törő (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 XIII 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 CXVII/ 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
st
, 2009, abolished the 

400,000 HUF annual limit for tax exemption.  

In accordance with the provisions of Chapter XIII of Act CXVII/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 SZÉP 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 SZÉP Card has come with three separate sub-accounts, 

allowing the purchase of accommodation, meals and leisure – time services.  

Simultaneously with the SZÉP 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:  

 not more than 27% of the respondents were ready to pay all the taxes;  

 in 14%  the parties shared the costs equally; 

 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)  

 

 
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 

SZÉP Card 

(holiday voucher) 

Offered at 

reduced 

charges  

Strong if the implementation of the recreation 

objective is guaranteed. As it is used for other 

purposes, the importance of HR decreases  

Company canteen 

/ Erzsébet 

voucher, lunch 

ticket  

 Offered at 

reduced 

charges  

Strong if there is a company canteen (or near the 

company) where it can be used, and the function of 

strengthening ability to work is guaranteed. 

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 

54% income 

tax + charges 

payable 

It is not backed by organizational HR objective, 

focuses on other government and lobby objectives. 

Now that tax exemption has ended, its importance is 

minimal. 

   

Admission at 

reduced rate to 

sport and cultural 

events  

Not tax or 

charges 

payable  

Culture is a universal objective, and the organization 

is interested in increasing the familiarity of its 

employees with cultural events. Admission to sport 

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 

voluntary health 

fund  

Offered at 

reduced 

charges 

The unity of the government objective (supporting 

health) and similar company objective can be 

created. The company also has the objective to keep 

employees‟ health and help their recreation.   

Contribution to 

voluntary pension 

fund  

Offered at 

reduced 

charges 

Government objective, but also a factor increasing 

the value of the job: here my future is taken care of. 

Strengthens identification and image, keeping labour 

(HR goal), especially important for those who are 

close to retiring.  

   

Start of the 

school year 

assistance 

Offered at 

reduced 

charges 

Primarily a social welfare criterion.  It improves 

work performance to the extent it mitigates the 

worries of the employee concerned.  

   

Local transport  Offered at Helps transport between home and work. It is a 
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reduced 

charges 

common objective (because it is valid for community 

transport only) and company objective too.  

Regular school-

type training  

 

Offered at 

reduced 

charges 

Life-long learning is a general objective. Internal 

trainings are organized by HR; other types of training 

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.  

 

 
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 

or  managed by the employer  (for 

family members as well)  

Up to the amount of one month of 

minimum wage  

Meals at the company canteen  150, 000 HUF 

 

Erzsébet voucher 60, 000 HUF 96, 000 HUF 

 

Széchenyi Rest Card 

accommodation  

225, 000 HUF 

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 

fund contribution 

30 % of minimum wage 

Voluntary pension fund 

contribution  

50% of minimum wage 

Employer‟s pension fund 

contribution  

50% of minimum wage 

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* 

Benefit 

Annual allocation 

(HUF)  

Some fringe benefits granted in 

excess of the allocated  amount or  

the part exceeding the total of 

500,000 HUF  

500,000 HUF per 

person 

Gifts of little value  

Maximum 3 times a 

year, up to 10% of 

minimum wage 

Use of mobile phone for private 

purposes  

20% of the total cost or 

after whole cost of 

separated private use   

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 

http://www.xperthr.com/topics/employee-benefits/


26 

 

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)   

 

 
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 SZÉP 

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 Közlöny, 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 (Poór, 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 (Antalóczy-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 



28 

 

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.  
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ASPEKTY IMPLEMENTACE CRM V PODNIKATELSKÉ PRAXI 

 

SOME ASPECTS OF THE CRM IMPLEMENTATION IN BUSINESS PRACTICE 

 

Jaroslav Novotný 

 

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 

Předkládaný příspěvek se zabývá oblastí implementování CRM v podnikání. Cílem 

předkládaného příspěvku je analyzovat některé aspekty zavádění CRM do podnikatelské 

praxe. Oblast řízení vztahů se zákazníky je přímo spojena s rozvojem informačních systémů a 

informačních technologií. Kvalitní CRM systém umoţňuje získávat rozsáhlé informace z dat 

o produktech, sluţbách, zákaznících atd. vyuţitelné pro posílení a budování důvěry zákazníka 

k podniku. 

  

Kľúčové slová 

Řízení vztahů se zákazníky. Manaţment. Podnikání. Podnikatelská praxe.  

 

 

Úvod  

Implementace CRM systémů dynamicky roste také v západní Evropě, kde je ale větší 

důraz kladen na zákaznické sluţby a jejich podporu. Ve střední a východní Evropě jsou CRM 

trhy podstatně menší. Lze je charakterizovat zejména zvědavostí na straně potenciálních 

zákazníků a vytrvalým úsilím dodavatelů CRM aplikací tyto potenciální zákazníky vzdělávat. 

Průzkum (IDC, 2011) zaměřený na CRM trh ve střední Evropě za rok 2011, který bral v 

úvahu trhy v České republice, Chorvatsku, Maďarsku, Polsku, Slovinsku a na Slovensku, 

ukázal, ţe skutečná hodnota výdajů do této oblasti představovala pouhých 12 milionů dolarů. 

Nicméně očekává v příštích pěti letech v této oblasti silný růst, zejména v Polsku, Maďarsku a 

České republice (IDC, 2011). 

 

CRM iniciativy se nejlépe uplatňují ve Spojených státech, coţ je logické, protoţe 

většina hlavních dodavatelů CRM řešení pochází z USA. Tato skupina dodavatelů nabízí 

aplikace podporující především procesy automatizace prodejní síly, automatizace marketingu 

a zákaznických sluţeb. 

 

Z perspektivy uţivatelů CRM řešení se podpora CRM procesů (zejména v oblasti 

zákaznických sluţeb) stává nejdůleţitějším úkolem v souvislosti s vývojem webových 

stránek. Společnosti si uvědomily, ţe zatímco Web jim pomohl zlepšit jejich byznys z 

hlediska obratu, neméně důleţité je udrţení zákazníků prostřednictvím webových CRM. 
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Materiál a metódy 

 Cílem předkládaného příspěvku je zkoumat některé aspekty zavádění CRM do 

podnikatelské praxe. Materiál, ze kterého vycházíme, tvoří primární, vlastní práce k disertační 

zkoušce a sekundární literární zdroje. Zpracování příspěvku se uskutečnilo vědecko-

poznávacími metodami. 

 

 

Výsledky a diskusia 

  Řízení vztahů se zákazníky slibovalo podle Tomka (2011) základní změnu ve 

způsobu, jakým firmy provádějí interakce se zákazníky. Toto nové paradigma vznikalo sice 

postupně, ale nejvýrazněji bylo proklamováno během 2. pol. 90. let. Z historického pohledu 

vývoj CRM jasně odráţí posun v orientaci od produktů směrem k zákazníkům. Souhrn 

inovací v oblasti podnikatelské strategie na jedné straně a technologií na straně druhé, vydatně 

podporované odbornou publicitou však vytvořily mnohdy přehnaný entuziasmus a 

nerealistická očekávání. 

 

  Podle (ANTS FUSIO, 2011) podíl CRM projektů, které nesplňují původní cíle, se 

pohybuje mezi 50 aţ 75 %. Mnoho respondentů těchto průzkumů také tvrdí, ţe je příliš brzy 

na hodnocení úspěšnosti CRM projektu, ačkoliv jejich systém je více neţ rok 

naimplementován. Tak rozšířené zklamání z CRM potvrzuje, ţe stále ještě chybí dostatečné 

znalosti o výhodách této koncepce. V odborných publikacích (Burnett, 2002, Dohnal, 2002,  

Hradílek, 2004, Chlebovský, 2005, Kotler, 2003, Lehtinen, 2007, Wessling, 2003)  se často 

píše o tom, ţe CRM iniciativy nepřinášejí rychlou návratnost investic (ROI). 

 

  Jedna z největších příčin zklamání z CRM byla paradoxně jeho hnací silou: 

technologie. CRM bylo rychle označeno IT aplikací a přijato jako rychlé řešení v oblasti 

řízení zákazníků, potaţmo příjmů společnosti. Management mnoha podniků se stal obětí 

softwarových gigantů, propagujících celé skupiny aplikací pod zastřešením CRM, jejichţ 

implementace vyţadovala nejen značné zásahy do stávající IT infrastruktury, ale hlavně do 

většiny procesů. Mnoho CRM projektů se tak stalo skutečnou noční můrou a vytvářelo značně 

negativní publicitu. 

 

  Není pochyb o tom, ţe smysluplné CRM vyţaduje technologické systémy. Vedení 

řady společností však přistoupilo k CRM jako k úschově před nekompetencí v řadě 

podnikatelských činností. Řada firem záhy došla k téměř triviálnímu zjištění: lidé - ne firmy 

nebo technologie - vytvářejí a udrţují vztahy se zákazníky. Na tomto selhání má podíl i 

marketing, který z povahy své činnosti má znát zákazníky nejlépe z celé organizace. Ačkoliv 

marketing byl ze své inovativní podstaty od počátku nakloněn myšlence CRM, málokterý 

marketér si uvědomil plný dopad změn, které přinese tento přístup na způsob jeho práce. 

 

  Oblast řízení vztahů se zákazníky je přímo spojena s rozvojem informačních systémů 

a informačních technologií. Informační systémy zaměřené na řízení vztahů se zákazníky se 

staly globální záleţitostí, přičemţ evropský a asijský trh roste vyšším tempem neţ trh 

americký, na němţ se tyto systémy prosadily mnohem dříve. Přesto jsou pro většinu odvětví 

podnikání nepostradatelné, takţe jsou tyto systémy aplikovány nejen v tradičních odvětvích 

finančních sluţeb, telekomunikací, ale i v průmyslových odvětvích. 

 

  Dnes se klade důraz na maximální otevřenost systémů s moţností provázání s 

důleţitými aplikacemi (finanční, komunikační, editační). Důvodem je integrace systému 
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směrem k interním i externím procesům firmy. Ať uţ se jedná o propojení modulu 

zaměřeného na řízení vztahů se zákazníky s dodavatelským řetězcem, či s funkcionalitou 

pokročilého plánování a rozvrhování výroby.  

 

  Jedním z nejdůleţitějších trendů je bouřlivý rozvoj aplikací souvisejících s řízením 

vztahů se zákazníky, které jsou postavené na bázi Internetu, coţ umoţňuje rychlý, efektivní a 

flexibilní přístup k databázím systému při vyuţití běţných internetových prohlíţečů. S výše 

uvedeným trendem souvisí i nabídka systémů, které fungují jako placené sluţby, kdy 

dodavatel zde figuruje jako jeho trvalý správce zodpovědný za funkčnost. Na jeho serverech 

jsou potom uloţeny všechny databáze a zákazník má k databázím přístup přes Internet. 

 

  Dalším z trendů je vyuţití pokročilých webových technologií jako AJAX umoţňující 

interaktivní práci a funkce jako drag-and-drop. Nové grafické rozhraní umoţňuje pouţití 

pokročilých funkcí. CRM SaaS aplikace se také snaţí integrovat velké mnoţství dalších 

webových sluţeb a to i ve spojení se sociálními sítěmi. 

 

  V 90. letech se CRM ukázalo jako kriticky důleţitý posun paradigmatu, který se zdál 

být připraven radikálně změnit obchodní strategii. Základní předpoklad byl poměrně 

jednoduchý: nabídnout zákazníkům interakci s integrovanou organizací a rozvíjet pochopení 

potřeb individuálních zákazníků prostřednictvím dat sdílených v rámci celé organizace. 

Ačkoli se to zdá neuvěřitelné, schopnost udrţovat jediný záznam o zákazníkovi je jedním z 

největších kamenů úrazu pro řadu podniků, zatíţených dlouhodobou tradicí produktové 

orientace. 

 

  Nezbytné pro fungující CRM je nutnost úzké spolupráce mezi marketingem a IT 

oddělením jak ve fázi projektové, tak operativní. Tyto skupiny mají ale často velmi odlišné 

kultury. V konečném součtu důvodů selhání CRM figurují nejčastěji následující poloţky:  

 

- nedostatek koordinovaného plánování mezi funkčními jednotkami,  

- ţádná konsolidovaná CRM strategie, 

- selhání prodeje a marketingu v proměně svých procesů. 

 

  Podle Djukanoviča  (2001, s. 78) „CRM zahrnuje činnosti, jejichţ prostřednictvím se 

firma snaţí identifikovat, kvalifikovat, získat, rozvinout a udrţovat stále stabilnější a 

vzájemně výhodnější vztahy se zákazníky nabídkou odpovídajících produktů nebo sluţeb 

vhodnému segmentu zákazníků, ve vhodnou dobu za odpovídající cenu. CRM integruje 

prodej, marketing, servis, ERP a funkce řízení dodávek prostřednictvím automatizace 

podnikových procesů, technologických řešení a informačních zdrojů, které vedou k 

maximálně kvalitnímu styku s kaţdým jednotlivým zákazníkem. Politika a procesy CRM 

umoţňují existenci efektivních vztahů mezi firmou, jejími zákazníky, partnery, dodavateli a 

zaměstnanci. CRM zahrnuje jak vnější, tak vnitřní činnosti – veškeré aktivity firmy jsou 

sjednocené, integrované a změřené na maximalizaci efektivity kaţdého kontaktu, kaţdé 

interakce a kaţdého vztahu.“ 

 

  CRM je o péči a ne o technologii, jak uvádí Rosenwald (2005). Rozhodně nelze neţ 

obdivovat prodejní úspěchy dodavatelů softwaru a systémové integrace. Dokázali proměnit 

jednoduché starodávné umění péče o zákazníky na stále více technologizovaný obor. Řízení 

vztahů se zákazníky neznamená nic jiného neţ souhrn řady činností a iniciativ zaměřených na 
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posílení počátečního nákupního rozhodnutí zákazníka – tedy rozhodnutí, které z něj zákazníka 

učinilo – a udrţení jeho vztahu s prodejcem. 

 

  V současném vysoce konkurenčním prostředí je právě způsob komunikace s klienty a 

hledání cest k uspokojení jejich individuálních potřeb tím, co je můţe odlišit od konkurence. 

Společnosti, které chtějí v tomto prostředí uspět, musejí orientovat svůj způsob podnikání 

novým směrem. Neřídí jiţ svoje produkty, ale začínají se zabývat řízením individuálních 

vztahů se zákazníky. Důvody k této orientaci jsou více neţ jasné - je to zákazník, kdo ţiví 

kaţdé podnikání. Jeho hodnota však nespočívá v jednorázovém prodeji, nýbrţ v jedinečném 

dlouhodobém vztahu, který s ním firma vytváří. 

 

  Kvalitní CRM systém umoţňuje získávat rozsáhlé informace z dat o produktech, 

sluţbách, zákaznících atd. vyuţitelné pro posílení a budování důvěry zákazníka k podniku. 

Všechna data by v něm měla být kombinována a analyzována na jediné pracovní ploše a 

výsledky prezentovány způsoby, které umoţňují například zákaznické členění a profilování k 

přímé kampani zaměřené na nejvhodnější cílovou skupinu. Výsledkem je lépe zaměřený 

marketing (coţ znamená vyšší návratnost investic), vyšší věrnost zákazníků, dokonalejší 

porozumění ţivotnímu cyklu výrobků a mnoho dalších faktorů, které přispívají k lepší 

konkurenceschopnosti firmy. 

 

  Úspěšné budou ty instituce, kterým se podaří skloubit správně nastavené procesy s 

motivovanými a kvalitními zaměstnanci a akcelerují to účinnou podporou IT. Dnes můţeme 

banky a finanční instituce z tohoto hlediska hodnotit jako prozíravé organizace, které vhodně 

investují s cílem posílit svoji pozici, přinášet nové produkty klientům a zlepšovat sluţby. 

CRM, které napomáhá zpracování informací o klientech, se jiţ stalo nezbytnou nutností. A to 

je situace, která nyní začíná být důleţitá i pro finanční sektor v ČR. 

 

  Pro potřeby předkládaného príspěvku je jistě zajímavou skutečností případová studie 

implementace CRM systému do společnosti Synot jakoţto jedné z firem působících na trhu 

výherní techniky. Případová studie je dostupná na (PROGSOFT, 2011).  

 

  Společnosti holdingu Synot jsou organizace zabývající se širokou škálou činností od 

provozování hracích automatů, zřizování poplašných zařízení, poskytování 

telekomunikačních sluţeb, leasingem, výrobou a instalací elektrických strojů a přístrojů aţ po 

prodej aut atd. Před nasazením MBS - Navision 3.70 byl v této společnosti provozován 

Navision 3.56, který svou kapacitou a moţnostmi přestal vyhovovat. Stávající systém 

Navision 3.56, neřešil zabezpečení na takové technické úrovni jakou dnešní technologie 

poţaduje. Společnost Synot  potřebovala IT technologie, které umoţní optimalizaci 

obchodních procesů k vytvoření konkurenční výhody. Tato optimalizace umoţnila 

společnostem holdingu Synot  pokračovat v poskytování sluţeb na vysoké úrovni při 

současném vytvoření solidní základny pro vyuţití výhod daných vylepšením technologie 

nového informačního systému. 

 

  Vzhledem k rozsáhlosti společnosti Synot probíhala analýza i implementace ve třech 

fázích. Kaţdá fáze trvala přibliţně dva měsíce a obsahovala analýzu, implementaci, školení 

klíčových i dalších uţivatelů a převod do rutinního provozu. V první fázi bylo převedeno 

prvních pět firem, následovala fáze druhá s šestnácti společnostmi a konečná třetí fáze, kdy se 

systém nasadil u zbývajících dvanácti firem.   
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Přínosy dané implementace je moţno shrnout do následujících bodů: 

- Moţnost sledování účetních transakcí bez zápisu do databáze – předkontace.  

- Efektivnější a lepší vyuţití bankovních importů.  

- Stabilnější systém.  

- Automatizace zasílání obchodních a technických podkladů prostřednictvím e-mailu.  

- Vyuţití nejnovější technologické báze Microsoft s vazbou na budoucí vyuţití e-

business produktů.  

- Aplikace umoţňující neomezený růst.  

- Všechny finanční a účetní funkce jsou integrovány v jednom systému.  

- Podnikové řešení MBS - NAVISION 3.70 díky své technologii řeší zabezpečení 

přístupu uţivatelů na úrovni, jakou poskytují technologie NT. 

 

  Oblíbeným místem na šetření nákladů ve firmách bývá marketing. Z výsledků 

průzkumu logicky vyplývá, ţe se firmy budou snaţit výrazně posílit loajalitu svých zákazníků 

a na marketingu, poprodejní péči a servisu tudíţ nebudou zbytečně šetřit. Za klíčový nástroj, 

který bude v následujících dvou letech nutný k udrţení zákazníků a zvýšení jejich 

spokojenosti, povaţuje 68 % dotázaných společností sběr dat a analýzu zpětné vazby od 

zákazníků. 

 

  Sběr a analýza zákaznických dat mají ve velkých společnostech, jako jsou banky, 

výrobci automobilů nebo obří telekomunikační společnosti, jedno specifikum. Neobejdou se 

bez pouţití softwarových nástrojů. Tam, kde počet zákazníků dosahuje řádově desetitisíce a 

více, si analytikové neporadí, bez tzv. data. Odhaluje skryté závislosti, vzory a trendy na 

základě dat, které dnes v CRM a podobných systémech pečlivě sbírá de facto kaţdá 

společnost. Jeho cílem je zejména praktická vyuţitelnost takto získaných informací, a to 

hlavně při segmentaci zákazníků, tedy jejich zařazení do sourodých skupin podle příslušného 

nákupního chování. Dále se vyuţívá při předpovědi pravděpodobného chování zákazníků. 

 

  Pro firmy je a bude uţitečné znát ţivotní cyklus svých zákazníků, například umět 

identifikovat bod, ve kterém zákazník uvaţuje o svém odchodu ke konkurenci. Podle Jana 

Řeháka, ředitele společnosti SPSS CR (SPSS, 2010), jsou v péči o zákazníka a budování jeho 

loajality nejdůleţitější tři věci: 

 

1. Samotná firma si musí uvědomit, ţe udrţet si stávající zákazníky je finančně méně 

nákladné neţ získání nových zákazníků.  

2. Společnosti by měly udrţovat stálý kontakt se svými zákazníky, aby jim dokázaly 

vyhovět a nabídnout to, co poţadují – tedy vyuţít strategii tzv. cross-sell efektu.  

3. Společnosti si musí uvědomit, ţe právě silná loajální zákaznická báze můţe poslouţit 

jako garant zisků a současně jako účinná obrana proti migraci zákazníků spotřebitelů 

mezi značkami a produkty. „Investice do data miningu, neboli vyhodnocování 

zákaznických dat, je podle mého názoru ta správná investice, která snižuje náklady, 
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zvyšuje prodej a hodnotu zákazníka včetně jeho životnosti,“ dodává Jan Řehák v (SPSS, 

2010). 

 

       Informace o zákaznících jsou mezi firmami rozděleny asymetricky. To, co ví firma o 

kterémkoli svém zákazníkovi, o něm zpravidla neví její konkurence. Pro konkurenci je proto 

logicky těţší „přetáhnout“ zákazníka na svou stranu. To ale platí jen za předpokladu, ţe firma 

konsekventně sbírá a vyhodnocuje zákaznická data a ţe je schopna takto získané informace 

promítnout do své praktické činnosti. 

 

  V současné napjaté ekonomické situaci hraje pro firmy nejdůleţitější roli loajalita 

stávajících zákazníků. Dá se předpokládat, ţe pouze loajální zákazník, tedy ten, o kterého 

umíme pečovat a přesně víme, co mu můţeme a smíme nabídnout, nám bude i v době krize 

důvěřovat a nenechá se zlákat nabídkou konkurence. I kvalitní vyhodnocení dat nás včas 

upozorní na zákazníkovy individuální potřeby, na které budeme schopni reagovat mnohem 

dříve neţ konkurence. 

 

  Co se tedy týče globálních trendů ve vztazích se zákazníky, tak ty jsou dle Chyba! 

Nenašiel sa ţiaden zdroj odkazov.  následující:  

- zákazníci si budou mnohem častěji stěţovat, ať uţ na kvalitu provedení výrobku,  

či kvalitu doprovodných sluţeb. Jak bylo řečeno výše, budou totiţ vyţadovat absolutní 

kvalitu, komplexní vyřešení svého problému a to vše s odpovídající péčí; 

- zákazníci budou mnohem aktivnější, informovanější, zručnější; 

- zákazníci budou tzv. multiloajální, tedy budou loajální vůči více produktům,  

potaţmo značkám produktů. A jejich vyhraněná loajalita se tedy sniţuje; 

- rostoucí počet hospodářských odvětví přispěje k tomu, ţe se bude princip hromadné 

výroby přesouvat směrem k hromadnému přizpůsobení; 

- zavádění sofistikovaných systémů zaměřených na řízení vztahů se zákazníky posune 

propracovanost a řízení těchto vztahů do úplně jiné roviny. Vztahy bude třeba 

intenzivně udrţovat a zákazníkům se systematicky věnovat; 

- růst informovanosti zákazníků a celkově růst informací vyţaduje, aby tyto byly 

správně analyzovány, vyuţívány a aby následně přispěly ke správnému odhadu 

budoucího vývoje; 

- nadvláda výrobců bude nahrazena nadvládou zákazníků, kteří budou diktovat pravidla. 

Pokud bude výrobce ve vztazích s nimi chybovat, můţe se mu to stát i osudným; 

- optimalizace systému zaměřeného na řízení vztahů se zákazníky, která dosud 

fungovala pouze v určité části podniku, bude přecházet v optimalizaci všech procesů a 

celkového řízení podniku, coţ můţe efektivní chod podniku jako celku výrazně 

narušit; 

- velmi důleţitou součástí řízení vztahů se zákazníky bude tzv. customerexperience 

management, který je zaloţen čistě souhrnu všech zkušeností, které mají obchodní 

partneři ze vzájemných interakcí. 
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Závěr  

Příspěvek se věnoval problematice zavádění systému CRM do podnikatelské praxe. 

Akcent byl poloţen na analýzu některých aspektů implementace řízení vztahů se zákazníky. 

Vedle moţností, které poskytuje samotný koncept CRM nebo marketing jako taký, je nutno 

pečovat také o efektivně fungující informační systém. Tehdy dokáţe podnik vyţít všechny 

příleţitosti, které mu nabízí systém CRM.  
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DIMENZIE ZODPOVEDNOSTI V PODNIKANÍ  

A ICH VNÍMANIE SLOVENSKÝM SPOTREBITEĽOM 

 

DIMENSIONS OF RESPONSIBILITY IN BUSINESS AND  

THEIR PERCEPTION BY SLOVAK CUSTOMERS 

 

Milan Dţupina - Zuzana Bosmanová 

 

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 spoločenského, resp. zodpovedného marketingu vychádza z princípov holistického 

prístupu v marketingu. Je zaloţený na podnikateľskej filozofii, ktorá predpokladá, ţe subjekty 

plnia okrem základných princípov zaloţených na efektivite a ziskovosti aj ďalšie 

mimoprodukčné funkcie, ktoré viac súvisia s angaţovaním sa podnikov a ich majiteľov 

v spoločnosti. Výskum sme realizovali na súbore slovenských spotrebiteľov, u ktorých sme sa 

snaţili identifikovať základné princípy (prístupy) spoločenského marketingu a to akým 

spôsobom sú vnímané recipientmi. Cieľom bolo identifikovať dimenzie, resp. princípy 

zodpovedného podnikania, a  ktoré z nich sú vnímané ako kľúčové. 

 

Kľúčové slová 

Spoločenský marketing. Vnímanie. Princípy spoločenského marketingu. Likertová škála. 

 

 

Úvod  

V posledných rokoch postupne dochádza k nárastu záujmu akademikov, ale 

i praktikov z oblasti manaţmentu a marketingu o úlohe a princípoch zodpovedného 

podnikania (CSR) v riadení podnikateľských subjektov. V súčasnosti, po viac ako 

päťdesiatych rokoch výskumov, môţeme koncept zodpovedného podnikania definovať ako 

spôsob správanie sa podniku, ktoré je ekonomicky výhodné, rešpektuje zákony, je etické 

a sociálne (Carroll, 1983, p. 608). Aj napriek tomu, ţe nejde  o úplne nový koncept nemoţno 

jednoznačne tvrdiť, ţe názory na problematiku CSR sú jednotné (Jackson, Hawker, 2001). 

Z pohľadu teoretického výskumu sa môţeme stretnúť s viacerými pokusmi o identifikovanie 

základných prejavov zodpovedného podnikania. K najznámejším prácam patrí metaanalýza, 

ktorú realizoval Dahlsrud (2008) a prostredníctvom ktorej identifikoval viacero základných 

dimenzií CSR. Okrem časového vymedzenia závisí definovanie zodpovedného podnikania aj 

od príslušnej záujmovej skupiny, ktorá koncept CSR identifikuje (VanMarrewijk, 2003). 

Dôleţitou oblasťou, ktorá vytvára široký priestor pre akademické výskumy je oblasť 

spotrebiteľského vnímania jednotlivých princípov a dimenzií zodpovedného podnikania. 
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Spoločenská zodpovednosť a to, ako a čo verejnosť vníma ako spoločensky zodpovedné, je 

síce platné v danom čase, pod vplyvom rozvoja ľudskej spoločnosti (Marcus, Kaufman, 

Beam, 1987; Wood, 1991), no na druhej strane je moţné mnohé z nich identifikovať aj 

v súčasnosti. Na základe štúdia dostupnej literatúry sme identifikovali  viacero základných 

princípov konceptu zodpovedného podnikania, a to (Kunz, 2007; Jurišová, 2009): 

 

a) Univerzálnosť – Označuje vyuţiteľnosť CSR v rámci všetkých organizácií, bez 

ohľadu na predmet či oblasť podnikania. 

b) Dobrovoľnosť – Podnik vykonáva všetky zodpovedné aktivity dobrovoľne, nad 

rámec legislatívnych ustanovení (Steinerová, Václavíková, Mervart, 2008). 

c) Aktívna spolupráca a dialóg so stakeholdermi – Spolupráca zahrňuje zapojenie 

zainteresovaných strán, ktoré firmy výrazne ovplyvňujú do spoločensky 

zodpovedných aktivít tak, aby dochádzalo spoločne k tvorbe vzájomne prospešnej 

hodnoty (Rangan, Chase, Karim, 2012). Stakeholdermi, resp. záujmovými skupinami 

rozumieme všetky osoby, inštitúcie a organizácie, ktoré ovplyvňujú činnosti 

organizácie alebo sú organizáciou ovplyvňované, napr. vlastníci, partneri, akcionári, 

konkurencia, vláda, nátlakové skupiny, komunity a médiá (Freeman, 1984). 

d) Angaţovanosť firiem – záväzok firiem prispievať k rozvoju kvality ţivota, ktorá je 

určovaná celkovým blahobytom jedincov ţijúcich v spoločnosti. Je to súbor 

ţivotných podmienok jednotlivcov, ich moţnosť kontrolovať zdroje a zároveň 

subjektívne hodnotenie ich ţivota (Jurišová, 2009). 

e) Dôraz na rozvoj, viac ako len na rast – Ekonomický rast je síce jedným z 

najdôleţitejších ukazovateľov ekonomického napredovania spoločnosti, sami 

ekonómovia však pripúšťajú mnoţstvo nedostatkov, ktoré sú s jeho pouţitím spojené 

(Hawken, 2010). Najčastejšie pouţívaným ukazovateľom rastu ekonomiky – HDP, 

obsahuje taktieţ negatívne účinky rastu ako čistenie jedovatých skládok a 

ekologických havárií (tzv. negatívne externality). Týmto spôsobom HDP vykazuje aj 

negatívne dôsledky ekonomického rastu, ako prínosy k celkovému napredovaniu 

spoločnosti. Rozvoj na druhej strane súvisí s trvalou udrţateľnosťou tvorby majetku. 

Zameriava sa na ekologické dôsledky aktivít podnikajúcich subjektov, podmienky, 

za akých sú produkty vyrobené, ako sú prerozdeľované a na to, aký má produkcia 

vplyv na rôzne skupiny a regióny. 

f) Pomenovanie oblastí, v ktorých sa zodpovedné podnikanie korektne prejavuje - 

firmy sa posúvajú z pozície tvorcov zisku (profit only) na prístup, ktorý umoţňuje 

vidieť podnikateľské subjekty v širších celospoločenských súvislostiach, v systéme 

spoločenských a ekologických vzťahov (Jurišová, 2009).  

 

Podniky fungujú v existujúcom prostredí vzájomne poprepájaných vzťahov 

vzájomnej previazanosti. Pozíciu firmy, vo vzťahu k okolitému prostrediu v kontexte 

princípov zodpovednosti a udrţateľnosti moţno vyjadriť prostredníctvom trojpilierového 

modelu, tzv. TripleBottomLine, ako prienik ekonomickej (profit), environmentálnej (planet) 

a sociálnej (people) zodpovednosti (Elkington, 1999). Pomenované princípy zodpovedného 

podnikania definícií v prevaţnej miere akcentujú pozitívne prínosy konceptu CSR 

k celospoločenskému rozvoju. V literatúre však môţeme identifikovať aj negatívne názory 

mnohých svetovo uznávaných autorít, ktorí spochybňujú samotnú myšlienku zodpovednosti 

a akcentujú primárne ziskové princípy a dôvody existencie podnikateľských subjektov 

(Friedman, 1984; Mintzberg, 1983). Jedným z viacerých dôleţitých prejavov zodpovedného 

podnikania je všeobecne vyššia miera prijatia podnikateľského subjektu, ktorý sa angaţuje 

v spoločenskej oblasti (Kell, Ruggie, 1999). Ţáry (1997 - 2013) uvádza, ţe ľudia pozitívne 

hodnotia ten podnikateľský subjekt, ktorý môţeme nazvať spoločensky zodpovedná firma, 
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resp. organizácia. Tá sa vyznačuje nasledovnými charakteristikami: rešpektovanie a podpora 

verejného záujmu, otvorenosť (systematické, pravdivé informovanie médií a verejnosti), 

ekologická orientácia (udrţateľný rozvoj), kvalita produktov, orientácia na zákazníka, vysoká 

profesionalita v danej oblasti podnikania (tzv. lídri odvetvia) a sociálne cítenie (vzťah k 

zamestnancom, charita a pod.). Aj keď je problematické preukázať priamy vplyv CSR na 

výsledok hospodárenia, resp. ziskovosť podniku (Desmond, Crane, 2004), existujú štúdie, 

ktoré tento vplyv nepriamo potvrdzujú, a to prostredníctvom vplyvu CSR na good-will 

podniku, povedomie (Carroll, 1979; Dean, 2002), ale taktieţ pozitívne ovplyvňuje úroveň 

nákladov podniku (obmedzovanie spotreby elektrickej energie, vody, materiálu atď.). 

Bayoud, Kavanagh a Slaughter (2012) vo svojej štúdii prišli na to, ţe medzi faktory 

ovplyvňujúce CSR firmy patria veľkosť firmy, vek firmy a odvetvie, v ktorom firma pôsobí.  

 

Tabuľka 1. Dimenzie spoločenskej zodpovednosti podľa BLF 
TRH PRACOVNÉ PROSTREDIE MIESTNA KOMUNITA ŢIVOTNÉ PROSTREDIE 

 firemná politika zaisťuje 

etické jednanie, 

 poskytovanie jasných 

a presných informácií 

o výrobkoch a sluţbách, 

 platenie faktúr na čas, 

 evidencia a riešenie 

sťaţnosti od zákazníkov, 

dodávateľov a ďalších, 

 obchodných partnerov, 

 spolupráca s inými 

podnikmi či organizáciami 

na CSR projektoch 

 marketingová a reklamná 

etika, 

 zapájanie zamestnancov 

do procesu rozhodovania, 

 nefinančné benefity, 

 vzdelávanie a rozvoj 

zamestnancov, 

 vyváţenosť pracovného a 

osobného ţivota 

(flexibilné formy práce), 

 rozmanitosť na pracovisku 

(ţeny, etnické minority, 

handicapovanía starší 

ľudia), 

 zdravie 

a bezpečnosťzamestnanco

v, 

 podpora prepustených 

zamestnancov 

 opatrenia voči všetkým 

formám diskriminácie, 

 firemné darcovstvo 

(finančné a materiálne), 

 firemné dobrovoľníctvo, 

 poradenstvo, predávanie 

know-how, 

 podpora sociálnej 

integrácie, 

 vzdelávanie občanov, 

 podpora kvality ţivota 

občanov (šport/kultúra), 

 obchodná spolupráca 

s miestnymi dodávateľmi, 

 spolupráca so školami, 

 vyuţitie zdieľaného 

marketingu (pouţitie 

marketingových aktivít 

k spoločnej propagácii 

firmy a neziskového 

projektu), 

 ekologická 

výroba,produkty a sluţby, 

 ekologické balenie, 

 šetrný spôsob prepravy 

produktov a materiálu 

 recyklácia, 

 vyuţívanie recyklovaného 

materiálu, 

 úspora energie/vody, 

 minimalizácia odpadu, 

 súlad s normami a 

štandardmi (ISO, EMAS a 

ďalší), 

 ochrana prírodných 

zdrojov, 

 poskytovanie presných 

ekologických informácií 

o výrobkoch, sluţbách 

a aktivitách, 

Zdroj: vypracované na základe Steinerová, M., Makovski, D.: Koncept CSR v praxi, 2008 

 

Podľa predloţeného modelu dimenzií CSR sa od podnikateľských subjektov očakáva 

transparentné podnikanie, pozitívne vzťahy s investormi, zákazníkmi, dodávateľmi a ďalšími 

obchodnými partnermi zaloţených na dlhodobosti a vzájomnej výhodnosti. Dôleţitým 

faktorom je vytváranie trvalých a kvalitných obchodných sietí, ktoré zahŕňa budovanie 

vzájomnej dôvery partnerov, zvyšovanie kvality produktu a sluţieb, čím prispieva k 

dosahovaniu vyššieho zisku v rámci obchodnej spolupráce (Dacin, Brown, 1997). Koncept 

CSR ponúka podniku nové obchodné príleţitosti. V ekonomickom prostredí, finančné 

inštitúcie stále viac zahrňujú spoločenské a environmentálne kritériá do hodnotenia projektov. 

Investori zohľadňujú indikátory CSR výkonu, ktoré ovplyvňujú schválenie projektu. Čo sa 

týka pracovného prostredia, zamestnanci sú na firme závislí. Práca je zdrojom ich ţivobytia, 

ovplyvňuje kvalitu ich súkromného aj rodinného ţivota a mnohokrát má vplyv aj na ich 

zdravie. Dôleţitým momentom je aj závislosť firiem na zamestnancoch. Zodpovedné firemné 

praktiky podporujú nábor, rozvíjanie a udrţanie kvalitnej pracovnej sily (Laszlo, 2003). 

Motivovaní zamestnanci dokáţu byť produktívni, sú hrdí na firmu, ktorá sa voči nim správa 

zodpovedne. Tieto princípy podporujú lojálnosť zamestnancov, čo zniţuje náklady firmy na 

príjem nových zamestnancov a tieţ sa prejavuje v správaní k zákazníkom. Spokojní 

zamestnanci sa totiţ značne podieľajú na budovaní pozitívneho imidţu firmy.V rámci 

spoločensky zodpovedného podnikania sa snaţí o nadviazanie dobrých susedských vzťahov – 

zmierňuje negatívne dopady a podieľa sa na riešení miestnych problémov (Carroll, 1979). Tak 

eliminuje riziká a z miestnej komunity sa stávajú potenciálni zákazníci a zamestnanci. V 
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rámci tejto oblasti sa firma môţe prejavovať napr. finančnou či materiálnou podporou 

verejných aktivít a projektov, alebo zapojením zamestnancov do dobrovoľne prospešnej 

činnosti v rámci pracovnej doby. Takéto zodpovedné podnikanie napomáha firme 

identifikovať nové trhy a obchodné príleţitosti, budovať kontakty s lokálnymi úradmi, upútať 

pozornosť médií a nadviazať nové partnerské vzťahy s inými podnikmi. Pomáha tak budovať 

firemnú reputáciu.V oblasti ţivotného prostredia je z pohľadu zodpovedného podnikania 

dôleţité minimalizovať negatívny dopad vlastnej produkcie na ţivotné prostredie. 

Environmentálne aktivity umoţňujú firme uchádzať sa o tendre veľkých korporácií a verejnej 

správy, alebo získať nových zákazníkov z radov ekologicky uvedomelých spotrebiteľov. 

Správne vyuţívanie energie, prevencia znečisťovania, minimalizácia odpadu a recyklácie 

prináša spoločnosti zníţenie nákladov, efektívnejšie riadenie produkcie a ďalšie výhody. 

Iný pohľad na oblasť CSR ponúka koncept troch pilierov udrţateľnosti (Elkington, 

1999), kde sú príslušné dimenzie a princípy CSR klasifikované podľa nasledujúcich pilierov. 

 

Tabuľka 2.Dimenzie spoločenskej zodpovednosti podľa TripleBottomLine 
EKONOMICKÁ OBLASŤ SOCIÁLNA OBLASŤ ENVIRONMENTÁLNA OBLASŤ 

 Vytvorenie etického kódexu 
 Transparentnosť 
 Uplatňovanie dobrého riadenia 

(corporate governance) 
 Odmietanie korupcie 
 Včasné platenie faktúr 
 Kvalitné a bezpečné produkty a 

sluţby 
 Popredajný servis 
 Marketingová a reklamná etika 
 Ochrana duševného vlastníctva 
 Inovácia a udrţateľnosť produktu 

 Zdravie a bezpečnosť 
 Vzdelávanie a rozvoj 
 Vyváţenosť pracovného a osobného 

ţivota 
 Rovnocenné príleţitosti 
 Rozmanitosť na pracovisku (ţeny, 

muţi, minority atď.) 
 Podpora prepustených 

zamestnancov 
 Firemné darcovstvo (finančné a 

materiálne) 
 Firemné dobrovoľníctvo 
 Sociálna integrácia 
 Vzdelávanie 
 Podpora kvality ţivota občanov 

(šport/kultúra) 
 Rozvoj zamestnanosti a miestnej 

infraštruktúry 

 Hospodárenie s odpadmi 
 Obmedzené pouţívanie 

nebezpečných chemikálií 
 Balenie a preprava 
 Súlad s normami a štandardmi (ISO, 

EMAS, atď.) 
 Ekologická výroba, produkty a 

sluţby 
 Ochrana prírodných zdrojov 

Zdroj: Steinerová, M., Václavíková, A., Mervart, R.: Společenská odpovědnostfirem,2008 

 

Steinerová, Václavíková a Mervart (2008) uvádzajú, ţe náplňou spoločenskej 

zodpovednosti kaţdej firmy by mali byť všetky tri oblasti. Vicianová (2011) kladie do 

popredia ekonomickú líniu. Tvrdí, ţe zisk je ekonomickou dimenziou, ktorá sa vzťahuje k 

tvorbe hodnoty prostredníctvom produkcie tovarov a sluţieb. Motív dlhodobého zisku 

povaţuje za kľúčový faktor finančnej základne pre kontinuitu podniku. Aj preto mnohé 

podniky vnímajú koncepciu SZP ako nový marketingový nástroj, ktorý môţe vyzdvihnúť 

reputáciu, imidţ podniku a celkové vnímanie zo strany zákazníkov a zamestnancov.Vyššie 

uvedené CSR aktivity sa nepovaţujú za úplne vyčerpateľné. Záleţí na stratégii kaţdej 

organizácie, ktoré z nich si vezme za svoje a na ktoré bude klásť najväčší dôraz. Na základe 

výskumu z roku 2009 vieme, ţe SZF sa najviac prejavuje v naplňovaní toho, prečo 

organizácie existujú - poskytovanie kvalitných produktov či sluţieb a uspokojovanie potrieb 

zákazníkov. Aţ neskôr prichádza na rad zodpovednosť k ţivotnému prostrediu, etický kódex 

podnikania organizácie, starostlivosť o zamestnancov a pod. (Pavlík, Bělčík a kol., 2010). 

Pozerať sa na podnik ako na integrálnu súčasť spoločnosti, globálnej komunity a ţivotného 

prostredia, ktoré ho podporujú, je základným predpokladom úspešnej realizácie CSR. Podnik 

však vo svojej činnosti nemôţe existovať izolovane, pretoţe sa spolieha na veľký počet 

vzťahov so zákazníkmi, zamestnancami, dodávateľmi, komunitou, investormi a ďalšími. 
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Tieto skupiny nazývame stakeholderi (Hohnen, Potts, 2007). Okrem rozlíšenia na základe 

jednotlivých oblastí pôsobenia môţeme CSR klasifikovať aj podľa vonkajšieho a vnútorného 

zamerania vo firme (Putnová, Seknička, 2007).  

 

Materiál a metódy 

Zodpovedné podnikanie je charakteristické nejednoznačnosťou názorov teoretikov, 

ale i praktikov jeho úlohu a dôleţitosť v podnikovom riadení. Nie len slovenskí spotrebitelia 

sú často skeptický voči angaţovanosti podnikov pri riešení celospoločenských problémov 

nakoľko nevedia rozlíšiť medzi úprimným úmyslom a snahou vyuţiť CSR ako prostriedok 

tvorby zisku. Pre manaţérov podnikov je zas dôleţité, aby vedeli posúdiť, ktoré aktivity 

v oblasti CSR povaţujú ľudia za dôleţité, a teda na ktorú oblasť majú svoje stratégie najviac 

zamerať. V prieskume sme sa venovali zisteniu toho, ktoré dimenzie  (princípy) 

zodpovedného podnikania vnímajú slovenskí spotrebitelia ako kľúčové. Výskumný súbor 

tvorili slovenský spotrebitelia vo veku nad 15 rokov, nakoľko sme predpokladali, ţe uţ od 

uvedeného veku disponujú vedomosťami potrebnými na zodpovedanie otázok. Výber sa 

realizoval prostredníctvom metódy snehovej gule (snowballsampling) alebo tzv. reťazový 

výber (chainsampling). Je to spôsob výberu, pri ktorom existujúce subjekty výskumu oslovujú 

ďalšie spomedzi svojich známych, čím výsledný štatistický výberový súbor narastá 

(Goodman, 1961). Dotazník bol rozposlaný prostredníctvom sociálnych sietí a elektronickej 

pošty, ale čiastkovo i v tlačenej forme v termíne od 18. do 31. marca 2013. Otázky dotazníka 

čiastkovo vychádzajú  z prieskumov Nadácie Pontis v spolupráci s agentúrou FOCUS (2004, 

2005) a českej agentúry IpsosTambor (2010). Na základe štúdia dostupnej literatúry sme 

identifikovali 17 dimenzií CSR, ku ktorým sa príslušný respondenti vyjadrovali svoje postoje 

na päťstupňovej likertovej škále (1= málo dôleţitá dimenzia; 5= veľmi dôleţitá dimenzia). 

Výskumný súbor pozostával zo 180 respondentov (48 muţov a 132 ţien). Najväčšie 

vekové zastúpenie mali spotrebitelia vo veku od 23 do 37 rokov (50 %) a 15 aţ 22 rokov 

(31,11 %). Najmenej zastúpenými, spotrebitelia vo veku od 53 do 67 rokov (5,56 %). 

Z pohľadu vzdelanosti, najväčší podiel tvorili vysokoškolskí vzdelaní ľudia ( 49,44%), ľudia 

so stredoškolským vzdelaním s maturitou (45%). Respondenti s ukončeným stredoškolským 

vzdelaním bez maturity tvorili len  1,11% a so základným vzdelaním 4,44%. 

 

Výsledky výskumu 

V rámci výskumu zameraného na dimenzie zodpovedného podnikania sa veľká časť 

prác zameriava na teoretický diskurz ale aj na identifikovanie dimenzií a princípov v kontexte 

odlišných záujmových skupín. V rámci nášho prieskumu sme vyčlenili 17 základných 

dimenzií zodpovedného podnikania, ktoré sú z pohľadu spotrebiteľov najdôleţitejšie. 

Stanovené dimenzie sme predloţili dotazovaným respondentom, ktorí na stupnici od 1  

do 5 (1 znamená nedôleţité, 5 dôleţité) určovali dôleţitosť vybraných dimenzií.  
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Graf 1. Dôleţitosť SZP z pohľadu spotrebiteľa  

Zdroj: vlastné spracovanie 
 

Najdôleţitejšie dimenzie z pohľadu slovenského spotrebiteľa sú kvalitné a bezpečné 

produkty a sluţby, marketingová a reklamná etika, uplatňovanie princípu dobrého riadenia, 

zohľadňovanie ţivotného prostredia, včasné platenie faktúr, transparentnosť, vzdelávanie a 

rozvoj zamestnancov. Slovenskí spotrebitelia teda vyţadujú, aby firmy ponúkali produkty na 

ktoré sa môţu spoľahnúť, ktoré ponúkajú vysokú úţitkovú hodnotu v komparácii 

s spotrebiteľským rizikom, ktoré spotrebiteľ kúpou produktu podstupuje. Dôleţitou oblasťou, 

do ktorej by sa mali podniky aktívne zapájať je environmentálna oblasť a starostlivosť o 

ţivotné prostredie. Nakoľko boli, z hľadiska štruktúry výberového súboru, väčšinovo 

zastúpení respondenti vo veku od 23 do 37 rokov, je dôleţitým prvkom zodpovednosti, 

ktorému je potrebné venovať pozornosť aj zamestnanecká politika. Pod vplyvom neustále 

medializovaných prípadov nekalej podnikateľskej súťaţe, respondenti taktieţ veľmi citlivo 

reagovali na dimenziu  plnenia ekonomických záväzkov, a to jednak voči spoločnosti, ale i vo 

vzťahu k ostatným obchodným partnerom.  

Z grafu č. 2 vyplýva, ţe spomedzi dimenzií spoločenskej zodpovednosti by sa firmy 

mali najviac venovať dimenziám v oblasti ţivotného prostredia, ekológie a bezpečnosti  

(74,44% respondentov). Oblasť zamestnaneckej politiky a veciam s tým súvisiacim je dôleţitá 

pre 66,11% respondentov a nevyhnutnosť byť poctivý v podnikaní označilo za dôleţitý 

princíp CSR 59,44% opýtaných.  Aţ 40,56% respondentov sa prikláňa k názoru, ţe 

angaţovanosť podniku v miestnej komunite je kľúčovým princípom, ktorý by podniky 

v kontexte zodpovedného podnikania mali dodrţiavať. Naproti tomu len 1,11% respondentov 

uviedlo vlastnú moţnosť, a to prax absolventom a vzťah k zamestnancom, ktorí myšlienku 

spoločenskej zodpovednosti šíria ďalej. 
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Graf  2. Postoj spotrebiteľov voči dimenziám CSR  

Zdroj: vlastné spracovanie 

 

Po nich nasleduje marketingová komunikácia a reklamná etika, uplatňovanie 

princípu dobrého riadenia, zohľadňovanie ŢP a včasné platenie faktúr. V tabuľke 3 uvádzame 

zoznam všetkých skúmaných dimenzií zoradené podľa faktora dôleţitosti od najdôleţitejšej 

po najmenej dôleţité. Môţeme si všimnúť, ţe spotrebitelia sú najmenej citlivý na skutočnosť, 

či firma má alebo nemá vytvorenú vlastnú nadáciu (2,9), poprípade firemné dobrovoľníctvo 

(3,5) alebo firemné darcovstvo (3,4). Rovnako, aj na vzdelávanie a rekvalifikácia uţ 

prepustených zamestnancov (3,4) boli našimi respondentmi hodnotené, v porovnaní 

s predchádzajúcimi ako menej dôleţité. Rovnako aj prvky viaţuce sa k antidiskriminačnej 

firemnej politike – rozmanitosť na pracovisku (3,4), nereprezentujú kľúčové princípy 

z hľadiska analyzovaného výskumného súboru. 

 

Tabuľka 3. Dimenzie spoločenskej zodpovednosti firiem zoradené podľa dôleţitosti 

DIMENZIE Dôleţitosť 

Kvalita a bezpečnosť produktov a sluţieb 4,6 

Marketingová a reklamná etika 4,5 

Uplatňovanie princípu dobrého riadenia 4,4 

Zohľadňovanie ţivotného prostredia 4,3 

Včasné platenie faktúr 4,2 

Transparentnosť 4,1 

Vzdelávanie a rozvoj zamestnancov 4,0 

Hospodárenie s odpadmi 3,9 

Recyklačný program 3,9 

Zniţovanie emisií a škodlivých plynov 3,9 

Vyváţenosť pracovného a osobného ţivota zamestnancov 3,8 

Ekologická výroba, produkty a sluţby 3,7 

Firemné dobrovoľníctvo 3,5 

Rozmanitosť na pracovisku 3,4 

Firemné darcovstvo 3,4 

Rekvalifikácia a podpora prepustených zamestnancov 3,4 

Vytvorenie a riadenie vlastnej nadácie 2,9 

Zdroj: vlastné spracovanie 
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Otázky spoločenskej zodpovednosti firiem sa stali predmetom záujmu ekonomickej 

teórie aţ v období, kedy sa moţnosti ďalšieho rozširujúceho rozvoja stávajú stále 

problematickejšími z dôvodu postupnej vyčerpateľnosti obmedzených zdrojov, prehlbujúcej 

sa diferenciácie v ţivotnej úrovni medzi jednotlivcami, národmi či časťami sveta, ako aj z 

dôvodu negatívnych dôsledkov ekonomických činností ľudí na ţivotné prostredie 

(Vysekalová, Mikeš, 2009). Spotrebitelia sa postupne začínajú zaujímať o aktivity 

zabraňujúce nezodpovednému prístupu k spoločnosti, no napriek tomu znalosť konceptu 

spoločenskej zodpovednosti v rámci Slovenskej republiky nie je dostatočná. Mnoţstvo 

podnikov sa neustále snaţí presvedčiť verejnosť o svojej spoločenskej zodpovednosti. 

Spotrebitelia sa k týmto vyjadreniam stavajú skepticky a domnievajú sa, ţe ide len o 

marketingový ťah na prilákanie nových zákazníkov (Kotler, Armstrong, 2007). 

 

Záver  

Štúdia sa v predloţenej podobe venuje problematike zodpovedného podnikania 

v oblasti spotrebiteľského vnímania reálnych prejavov angaţovanosti podnikov v spoločnosti. 

Podnikateľské subjekty by určite malo zaujímať, aký dopad má ich činnosť na správanie 

zamestnancov, zákazníkov či ostatných stakeholderov. Taktieţ by nemali zanedbávať vplyv 

podnikateľských aktivít na ţivotné prostredie a komunitu, v ktorej pôsobia. Riadenie úspešnej 

spoločnosti totiţ neznamená iba vytváranie zisku, ale je to aj pocit zodpovednosti za kroky, 

ktoré s tvorbou zisku súvisia. Ak sa firma správa zodpovedne a pokiaľ sú jej činnosti 

realizované dobrovoľne a úprimne, zákazníci takéto správanie ocenia v podobe vyššej 

vernosti. Dôleţitým je, aby sa firmy nevzdávali zodpovednosti za vlastné činy a vhodným 

spôsobom komunikovali svoje zodpovedné obchodné praktiky. Realizovaný prieskum, ktorý 

sme realizovali nám odhalil jednak najdôleţitejšie spotrebiteľsky vnímané dimenzie 

zodpovedného podnikania, no na druhej strane taktieţ poukázal na moţné úskalia 

a obmedzenia takto realizovaného prieskumu. Vytvára sa tak priestor pre ďalšie preskúmanie 

problematiky spoločenskej zodpovednosti. V kontexte témy a zamerania prieskumu 

odporúčame spraviť podrobnejší prieskum vzhľadom k veku, vzdelaniu aj zárobkovej činnosti 

spotrebiteľov. Predpokladáme, ţe tieto faktory majú vplyv na vnímanie spoločenskej 

zodpovednosti firiem slovenským spotrebiteľom. Sme si vedomí určitých obmedzení. 

Štruktúra výberového súboru bola do určitej miery ovplyvnená spôsobom výberu. Naproti 

tomu, vzhľadom k výskumnému problému, poskytuje relevantné informácie, ktoré môţu 

poslúţiť pri koncipovaní ďalších štúdií a vedeckých výskumov. Ďalšie limity výskumu 

spočívajú vo vybranej výskumnej metóde. Dotazník nám neumoţňuje hlbšiu analýzu daných 

odpovedí a názorov spotrebiteľov. Presnejšie výsledky by sme dosiahli zasiahnutím vzorky, 

ktorá by štatistiky spĺňala zloţenie obyvateľstva SR. Prieskum v budúcnosti spresníme ďalším 

výskumom doplneným o ďalšie nezávislé premenné, ktoré nám pomôţu odhaliť vzťah 

vnímania spoločensky zodpovedných aktivít v závislosti od veku, pohlavia, vzdelanostnej 

štruktúry, národohospodárskeho odvetvia atď. 
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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. 
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Absztrakt 

Kutatásunk során azt vizsgáltuk és arra kerestük a választ, hogy miként vélekednek az 

emberek egyes, az üzleti élethez kapcsolódó morális kérdésekről. Ennek mérésére D. R. 

Forsyth által kifejlesztett Etikai Pozíció Kérdőív (EPQ) észt, finn, magyar, román, szerb és 

szlovák nyelvű változatát használtuk. Kutatásunkat hat országban (Észtország, Finnország, 

Magyarország, Szlovákia, Románia és Szerbia) hajtottuk végre. Vizsgálatunk sajátos vonása, 

hogy elemeztük az északi országok (Finnország és Észtország) és négy közép-kelet európai 

ország (Magyarország, Románia, Szerbia és Szlovákia), továbbá három, Magyarországgal 

szomszédos, országban az ott élő magyar kisebbség körében is alkalmaztuk a jelzett 

kérdőívünket. 

 

Kulcsszavak 

Üzleti etika. Etikai idealizmus. Etikai relativizmus. Közép-európai országok. 

 

 

Bevezetés 

 Az etika meghatározására több definíciót is találunk. Pojman (2002) szeint az etikára 

szükség van, mert: 

1. összetartja a társadalmat, 

2. türelmesebbé, kitartóbbá teszi az embereket, 

3. segíti az emberi “virágkor” elérését, 

4. feloldja igazságosan az érdekkonfliktusokat, 

5. meghatározza a jót és a rosszat, a jutalmat és büntetést és bűnösséget. 

Spence and Van Heekeren (2005) szerint az etika nem más, mint olyan meghatározó 

szabályok, elvek, értékek és tulajdonságok sora, melyek megmutatják és leírják az 

intraperszonális és interperszonális viselkedés jegyeit, az emberek közötti és magukkal 

szembeni magatartást 
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Ferrel és Fraedrich (1997) véleménye szerint az etikai kérdések olyan problémákat, 

szituációkat, vagy lehetőségeket jelentenek, melyek elvárják az embertől és szervezettől, hogy 

válasszon a néhány olyan cselekedet közül, melyek jónak vagy rossznak ítélnek. Gini (2004) 

az etikát az értékek mérésének és meghatározásának tekinti, mert a teljes élet értékekkel teli. 

Az egyéni etikai filozófiák a hagyományos orvosi, teleológiai, és más etikai 

kételkedések elméletein alapulnak. Ebben az összefüggésben az etikai filozófiákat úgy is 

definiálhatjuk, ha az egyének akár magasan akár alacsonyan ítélik az idealizmus és 

relativizmust. (Bass, et al., 1998). 

 

Anyagok és módszerek 

 Az etikai pozíció elmélet (EPT) szerint az egyének személyes és erkölcsi filozófiái 

befolyásolják ítéleteiket, cselekedeteiket és érzelmeiket erkölcsileg érintett helyzetekben 

(Forsyth et al., 2008). Ez az elmélet két dimenziót emel ki: az idealizmust és relativizmust. Az 

idealizmus és a relativizmus jelentős szerepet játszanak az etikai elmélet fejlesztésében, az 

etikai ideológia megmagyarázza a különbségeket az egyének morális ítéletében (Forsyth 

1980, 1992). Az idealista egyén az erkölcsi szabályok abszolút fontosságát hangsúlyozzák, 

ezzel szemben a relativisták megpróbálják elkerülni az egyetemes erkölcsi szabályokat. 

A legtöbb relativista egyén úgy gondolja, hogy az erkölcsi cselekedetek a szituációk 

jellegétől függenek (Forsyth, 1992). Az erősen relativista jegyeket hordozó egyének 

visszautasítják az egyetemes erkölcsi elveket, de az idealista egyének elfogadják azokat etikai 

döntéseik során. (Bass et al., 1998). 

Az idealisták úgy hiszik, hogy a jó eredmények mindenki számára elérhetőek 

morálisan helyes cselekvéseknek köszönhetően (Forsyth 1980). A nem idealisták szerint 

morálisan helyes cselekvések is vezethetnek negatív következményekkel járó eseményekhez. 

Az idealizmus egy skálán azt méri, hogy egy cselekedet következménye mennyire fontos az 

egyén számára. (Hartikainen és Torstila, 2004). Az idealizmus és relativizmus 

metszéspontjánál 4 erkölcsi filozófiát határozhatunk meg. magas idealizmus / alacsony 

relativizmus (abszolútisták), magas idealizmus / magas relativizmus (helyzetfüggők), 

alacsony idealizmus / alacsony relativizmus (szubjektivisták) és alacsony idealizmus / magas 

relativizmus (kifogás kereseők) (Forsyth, 1980, Forsyth at al 2008). Annak ellenére, hogy az 

etikai ideológiák elkülönülnek a gyakorlati viselkedéstől néhány helyzetben mégis 

összekapcsolódnak. Az abszolútisták hajlamosak a legszigorúbb erkölcsi ítéletekkel és a 

legmagasabb etikai attitűdökkel rendelkezni, míg a szubjektivisták a legenyhébb erkölcsi 

ítéletekkel (Hartikainen és Torstila, 2004). 

 Kutatásunk során D. R. Forsyth által kifejlesztett Etikai Pozíció Kérdőív (EPQ) 

magyar, román és szerb nyelvű változatát használtuk. A kérdőív kitöltése során a 

válaszadóknak egy 1-5-ig terjedő skálán kellet értékelnie az egyes állításokkal kapcsolatos 

egyetértését. 

 

1 – egyáltalán nem értek egyet, 

2 – nem értek egyet, 

3 - semleges, közömbös, 

4 – egyet értek,  

5 – teljes mértékben egyet értek. 

 

A válaszadóknak összesen 20 állítással kapcsolatban kellett véleményt alkotniuk. Az első 10 

item (1-10) az idealizmus szintjét, míg a második 10 (11-20) a relativizmus szintjét méri. 

Minél inkább erősebb az egyetértés, azaz magasabb pontot ad a válaszadó annál inkább mutat 

idealista vagy realista jegyeket. 
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 Az elemzés során függő változónak tekintettük az idealizmus és realtivizmus 

skálákat. A két skála alfa értéke a belső megbízhatóság szempontjából az idealizmus esetében: 

0,77 a relativizmus esetében 0,76. A két érték viszonylag megbízhatónak tekinthető a felvett 

mintán. 

 Az elemzés lefolytatásához 7 független változót is fegyelembe vettünk: 

 Nem (férfi; nő) 

 Kor: (0-25; 26-45; 46-) 

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

 Munkatapasztalat helye (közszféra, magánszféra, mindkettő, egyik sem) 

 Nemzetiség (magyar, szlovák, szerb, román) 

 Állampolgárság (észt, finn.magyar, szlovák, szerb, román) [a kettős állampolgárságot 

a kutatás során nem vettük figyelembe] 

 Nemzetiség – Állampolgárság kombinációja (észtek, finnek, magyarországi 

magyarok, szlovákiai magyarok, szerbiai magyarok, romániai magyarok, szlovákiai 

szlovákok, szerbiai szerbek, romániai románok) 

 

A függő és független változók közötti kapcsolatot varianciaanalízis segítségével vizsgáltuk. A 

becslés biztonságát 95%-on a hibát 5%-on határoztuk meg. Vizsgáltuk továbbá a függő és 

független változók közötti kapcsolat erősségét az Eta értékek kiszámításával. Az elemzéseket 

az SPSS program segítségével végeztük. 

 

Kutatás és eredmények 

 Az adatgyűjtést Észtországban, Finnországban, Magyarországon, Szlovákiában, 

Romániában és Szerbián végeztük. A felvett minta megoszlását az alábbi táblázat szemlélteti:  

 

1. Táblázat. Válaszadók száma országok és nemzetiség szerint 

 
 

Forrás: saját szerkesztés 

 

Az 1. ábrát vizsgálva elmondhatjuk, hogy a vizsgált minta esetében a nők átlagosan 

idealistábbak mint a férfiak, viszont a relativizmus szempontjából az átlagok megegyeznek. A 

varianciaanalízis az idealizmus esetében szignifikáns eltérést (0,000) mutatott az átlagok 

között, a relativizmus esetében (0,972) ez az eltérés nem mutatható ki. A kapcsolatok 

erősségét tekintve mindkét skála kapcsolata a nemmel gyengének tekinthető (Eta: 0,176 és 

0,001) 

 

Országok 

(Countries) 

magyarok 

(HU) 

románok 

(RO) 

szerbek 

(SB) 

szlovákok 

(SK) 

finnek 

(FIN) 

észtek 

(EST) 
Összesen 

(Total) 

Magyarország (HU) 268      268 

Románia (RO) 96 25     121 

Szerbia (SB) 66  119    185 

Szlovákia (SK) 220   297   517 

Finnország (FIN)     200  200 

Észtország (EST)      326 326 

Összesen (Total) 650 25 119 297 200 326 1617 
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1. Ábra. Az idealizmus és a relativizmus értékek alakulása a nem függvényében 

Forrás: saját szerkesztés 

 

A 2. ábra az idealizmus és a relativizmus értékek alakulását mutatja a kor 

függvényében. Az ábra alapján elmondható, hogy az idősebbek idealistábbak, mint a 

fiatalabbak. A fiatalabbak pedig relativistábbak, mint az idősebbek. A kor előrehaladtával az 

idealizmus szintje növekszik, a relativizmus szintje pedig valamelyest csökken. Az átlagok 

eltérése szignifikáns (0,000 és 0,001) mindkét skála esetében. Azonban a kor kapcsolata, a 

szóráshányados értékek alapján az idealizmus (0,269) és a relativizmus (0,091) változóval 

gyengének tekinthető. 

 
2. Ábra. Az idealizmus és a relativizmus értékek alakulása a kor függvényében 

Forrás: saját szerkesztés 

 

 A 3. ábra az idealizmus és a relativizmus értékek alakulását szemlélteti a 

munkatapasztalat ideje függvényében. Az ábrát vizsgálva a felvett mintára vonatkozóan azt a 

megállapítást tehetjük, hogy a tapasztaltak idealistábbak, mint a kevésbé tapasztaltak. A 

kevésbé tapasztaltak relativistábbak, mint a tapasztaltak. Az átlagok közti eltérés mindkét 

skála esetében (0,000 és 0,001) szignifikáns. A függő és független változó közötti kapcsolat 

gyengének (0,241 és 0,036) tekinthető. Fontos azonban hangsúlyoznunk, hogy véleményünk 

szerint ez az összefüggés a korcsoportoknál megfigyelhető jelenségre vezethető vissza, vagyis 

akinek több munkatapasztalata van, az valószínűleg idősebb is. 

 

3,44

3,729

3,439

3,937

IDEAL RELAT

Férfi Nő

3,709
3,493

3,987

3,386

4,073

3,395

IDEAL RELAT

0-25 26-35 46-
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3. Ábra. Az idealizmus és a relativizmus értékek alakulása a munkatapasztalat ideje 

függvényében 

Forrás: saját szerkesztés 

 

 Az idealizmus és a relativizmus értékek alakulását a munkatapasztalat helye 

függvényében a 4. ábra mutatja. Az ábrát vizsgálva, a mintára vonatkozóan megállapíthatjuk, 

hogy akik csak a közszférában szereztek munkatapasztalatot idealistábbak, mint akik csak a 

magánszférában. Akik csak a közszférában szereztek munkatapasztalatot relativistábbak, mint 

akik csak a magánszférában. Akik mindkét szférában szereztek munkatapasztalatot kevésbé 

idealistábbak és kevésbé relativistábbak, mint akik csak a köz vagy a magánszférában 

szereztek munkatapasztalatot. A legkevésbé idealisták, akiknek nincs munkatapasztalata. A 

leginkább relativisták, akiknek nincs munkatapasztalata. Az utóbbi összefüggést szintén 

visszavezethetjük a kornál tapasztaltakra, hiszen azoknak, akiknek nincs munkatapasztalat 

főként fiatalok. Az átlagok közti eltérés az idealizmus skála esetében szignifikáns, a 

relativizmus esetében viszont nem szignifikáns (0,000 és 0,273), a független változóval való 

kapcsolatuk gyenge (0,246 és 0,054). 

 

 
4. Ábra. Az idealizmus és a relativizmus értékek alakulása a munkatapasztalat helye 

függvényében 

Forrás: saját szerkesztés 

  

3,764
3,452

3,960
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5. Ábra. Az idealizmus és a relativizmus értékek alakulása a nemzetiség függvényében 

Forrás: saját szerkesztés 

 

 Az 5. ábra szemlélteti a nemzetiség kapcsolatát az idealizmus és a relativizmus 

skálákkal. A mintára vonatkozóan levonható, hogy a legidealistábbak a szlovák 

nemzetiségűek, őket követik a szerbek, finnek, magyarok, észtek és legvégül a románok. A 

legrelativistábbak a román nemzetiségűek, őket követik a szlovákok, észtek, magyarok, 

finnek és a szerbek. Mindkét skála esetében a varianciaanalízis szignifikáns (0,000 és 0,000) 

eltérést mutatott az átlagok között, azonban a változók kapcsolata gyengének tekinthető 

(0,171 és 0,121) 

 

 
6. Ábra. Az idealizmus és a relativizmus értékek alakulása az állampolgárság 

függvényében  

Forrás: saját szerkesztés 

 

 A 6. ábra mutatja az állampolgárság kapcsolatát az idealizmus és a relativizmus 

skálákkal. A felvett mintára a következő megállapításokat tehetjük. A legidealistábbak a 

magyar állampolgárságúak, őket követik a szlovákok, finnek, észtek, szerbek, románok. A 

legrelativistábbak a szlovák állampolgárságúak, őket követik a románok, észtek, finnek, 

szerbek, magyarok. A varianciaanalízis eredménye alapján az idealizmus (0,000) és a 

4,173

3,257

3,883

3,551
3,752

3,379
3,472 3,499

3,842

3,411

3,790

3,444
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relativizmus (0,000) skálák esetében szignifikánsnak tekinthetőek. A kapcsolat erőssége az 

idealizmus és relativizmus esetében is gyenge (0,307 és 0,177) a függő és a független 

változók közt. 

 

 
7. Ábra. Az idealizmus és a relativizmus értékek alakulása a nemzetiség/állampolgárság 

függvényében 

Forrás: saját szerkesztés 

 

 Az idealizmus és a relativizmus értékek alakulását a nemzetiség/állampolgárság 

függvényében a 7. ábra szemlélteti. A diagram alapján a felvett mintára vonatkozóan a 

következő megállapításokat tehetjük. A legidealistábbak a magyarországi magyarok, őket 

követik a szlovákiai szlovákok, szerbiai szerbek, a finnek, az észtek, majd a romániai 

románok, szlovákiai magyarok, romániai magyarok, szerbiai magyarok következnek. A 

legrelativistábbak a romániai románok, őket követik a szlovákiai magyarok, szlovákiai 

szlovákok, szerbiai magyarok, észtek, romániai magyarok, finnek, szerbiai szerbek, 

magyarországi magyarok. Az átlagok közti eltéréseket a varianciaanalízis alapján 

szignifikánsnak tekinthetjük mindkét skála esetében (0,000 és 0,000). A változók közti 

kapcsolat az idealizmus esetében gyengén közepes (0,404), relativizmus esetében gyenge 

(0,188). 

 
8. Ábra. Az idealizmus és a relativizmus értékek alakulása a kisebbségben élés és 

államalkotó nemzethez való tartozás függvényében 

Forrás: saját szerkesztés 
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A kisebbségben élés és az államalkotó nemzet tagjaként élés függvényében az 

idealizmus-relativizmus átlagértékeket a 8. ábra mutatja. A kisebbségben élők kevésbé 

idealisták, de relativistábbak az államalkotó nemzet tagjaként élő személyeknél. Az átlagok 

közti eltéréseket a varianciaanalízis alapján szignifikánsnak tekinthetjük mindkét skála 

esetében (0,000 és 0,003). A változók közti kapcsolat az idealizmus esetében és a relativizmus 

esetében is gyenge (0,306 és 0,075). 

 

Klaszterelemzés 

A nagy minta miatt egy nem hierarchikus módszerrel, a K-közép módszerrel 

klaszterelemzést végeztünk (melyet megelőzött egy hierarchikus módszer lefuttatása is a 

klaszterszámok megállapításának céljából), hogy be tudjuk sorolni a minta elemeit olyan 

csoportokba, melyek az idealizmus és a relativizmus esetében is szignifikáns eltéréseket 

mutatnak az átlagok tekintetében és erős kapcsolatot is lehet mérni a varianciaanalízis során 

klaszterekbe tartozó elemek és az idealizmus és relativizmus átlagok közt. 

Az elemzés során három klaszter alakult ki. A klaszterek a 9. ábrán látható módon 

ábrázolhatóak a térben, az ábra melletti táblázatban az elemszám és a klaszterátlagok kerültek 

ismertetésre az individualizmus és relativizmus tekintetében. 

 

  
 

 

 

 

 

 

 

 

 

 

 

 

 

9. Ábra. Klaszterátlagok és klaszterenkénti elemszám, a klaszterek a térben ábrázolva 

Forrás: saját szerkesztés 

 

Látható, hogy az 1. klaszter a legkevésbé, átlagon aluli idealista (3,244) és az átlag 

feletti relativista (3,512) elemeket tartalmazza. A 2. klaszter az átlagosan a legmagasabb 

idealizmus (4,219) és a legmagasabb relativizmus (3,861) értékekkel rendelkező elemeket 

tartalmazza. A 3. klaszter egy átlagban relatíve individualistának (4,121), viszont átlagban a 

legkevésbé relativistának (2,822) tekinthető elemek csoportját tartalmazza. 

Az 1. csoportot az „inkább relativista”, a 2. csoportot az „individualista-relativista”, a 3 

csoportot pedig az „inkább individualista” megnevezésekkel illethetjük. 

 

A lefuttatott varianciaanalízis során a mind az individualizmus, mind a relativizmus skálák 

esetében szignifikánsnak tekinthetjük az átlagok eltéréseit (0,000). A változók közti kapcsolat 

mindkét skálával az eddigiekhez mérten erősnek mutatkozik (Eta: 0,779 és 0,738). 

 A klaszterek a vizsgálatba bekerült csoportosító változókkal (a chi-négyzet próbák 

megerőséítése alapján) az alábbiak szerint jellemezhetőek: 
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1) Inkább relativista: felerészben magyarok alkotják ezt a klasztert és a mintában szereplő 

magyar nemzetiségűek nagy hányada ide tartozik (40,1%), viszont elmondható, hogy a 

kisebbségben élő magyarok jelentős része tartozik ebbe a klaszterbe (57,6%), nem pedig a 

magyarországi magyarok. A klasztert főképp a 0-25 évig terjedő korcsoportba tartozók 

alkotják (65,5%), 0-5 év munkatapasztalattal rendelkezők (71%). 

2) Idealista-relativista: ide tartozik a szlovák nemzetiségűek fele (51,7%), jelentős részben 

államalkotó nemzet tagjai alkotják (82,5%), inkább az idősebb és több munkatapasztalattal 

rendelkező személyek 

3) Inkább idealista: ide tartozik a szerbek jelentős hányada (42%), jelentős részben 

államalkotó nemzet tagjai alkotják (87,8%), kisebbségiek alig tartoznak ebbe a csoportba, 

például a magyarországi magyarok közel fele, inkább az idősebb és több munkatapasztalattal 

rendelkező személyek tartoznak ide. 

 

Befejezés  

Zárásul hangsúlyozni szeretnénk, hogy a tanulmánynak nem célja, hogy az egyes 

morális beállítottságok között értékítéletet alkosson. Ahogyan a témával foglalkozó 

szakirodalom (Forsyth et al., 2008) is kifejti nincs jobb vagy rosszabb szemlélet. Továbbá 

igaz az is, hogy a kezelt minta sem reprezentatív. A mintára vonatkozóan levonhatóak 

bizonyos állítások és az elvégzett klaszterelemzés eredményeként három klasztert sikerült is 

kialakítani, melyek elemeinek átlagai szignifikáns eltéréseket mutatnak az idealizmus és 

relativizmus skálák átlagértékeihez mérten és a változók közti kapcsolat is erősnek mondhat. 

A klaszterek az inkább relativista, individualista, inkább relativista megnevezéseket kapták. 

Elsősorban a nemzetiség, a kisebbségi lét – államalkotás, életkor és a vele szoros 

kapcsolatban álló munkatapasztalat hossza alapján jellemezhetőek a klaszterek. 

Valószínűsíthetően más magyarázó tényezők is befolyással lehetnek még (pl. iskolai 

végzettség, jövedelemszint stb). Ebből kifolyólag nem tehetünk általános megállapítást 

valamennyi csoportra vonatkozóan. A kérdőívet kitöltők valamennyi minta esetében döntően 

a fiatalabb korosztályból kerültek ki. Elgondolkodtató az a kérdés, hogy a kor előrehaladtával 

az idealista-relativista szemlélet valóban átalakuláson, átrendeződésen megy végbe vagy 

pedig egy már egy tartós generációs eltérésnek lehetünk szemtanúi? 
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