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Grazyna Ancyparowicz
Narodowy Bank Polski, Rada Polityki Pieni¢inej
Gornoslgska Wyzsza Stkola Handlowa

Programy Interwencyjne
w Polityce Pieni¢znej Eurosystemu

INTERVENTION PROGRAMS IN THE MONETARY
POLICY OF THE EUROSYSTEM

Niniejszy artykul przedstawia uwarunkowania prawne i przestanki tzw. luzowania
ilosciowego (quantitative easing, QFE) w polityce pieni¢znej Eurosystemu. Omowiono glowne
programy interwencyjnych zakupow diuznych papierow wartosciowych, wzmiankujqc zwiqzane
z tymi programami ryzyka dla stabilnosci systemu finansowego, ktore mogq zmaterializowaé sie
w dalszej perspektywie. Podkreslono potrzebe statego monitorowania niestandardowych
instrumentow finansowych stosowanych w krajach Eurolandu, tak aby polskie centralne instytucje
finansowe rozporzqdzaly pefnym instrumentarium przeciwdzialania niekorzystnym zjawiskom
w sferze krajowych finansow i gospodarki, ktore moglyby zaistnie¢ i u nas w sytuacji kryzysowej
o globalnym zasiegu. W badaniu zastosowano metode analizy dokumentow Europejskiego Banku
Centralnego (EBC) oraz wewnetrznych materialow NBP dotyczqcych niestandardowych
instrumentow polityki pienieznej.

Stowa kluczowe: bank centralny, luzowanie ilosciowe, duzy program skupu aktywow
JEL Codes: G01, G21, G28, H12

Wstep

Tradycyjnie rozumiana polityka pienigzna polega na sygnalizowaniu pozadanej
wysoko$ci stopy procentowej i dostosowaniu bazy monetarnej do poziomu
odpowiadajacego tej wysokosci. Banki centralne, w ramach przyjetej przez siebie
strategii, pelnia misje stabilizacji sity nabywczej emitowanej przez siebie waluty,
korzystajac z szerokiego wachlarza instrumentéw. Do biezacego sterowania rynkiem
migdzybankowym stuzg zmiany krotkoterminowych stop procentowych oraz
podstawowe operacje otwartego rynku (rzadziej — operacje sterylizujace). Jednak
tradycyjne strategie oraz instrumenty stabilizacji systemu finansowego zawiodly, gdy
upadek wielkiego banku inwestycyjnego Lehman Brothers (15 wrzesnia 2008 r.)
podwazyt zaufanie do instytucji rynku finansowego. W odpowiedzi na drastyczne
ograniczenie akcji kredytowej (credit crunch), Europejski Bank Centralny (podobnie jak
wcze$niej Bank Japonii, Bank Anglii oraz FED) podjat dziatania zwigkszajace
ekspansywnos$¢ polityki pienig¢znej, stosujac zarowno klasyczne jak i niestandardowe
instrumenty polityki pienigzne;j.

W obliczu narastajacego ryzyka znacznego spowolnienia wzrostu gospodarczego
na $wiecie 1 dlugotrwalego utrzymywania si¢ inflacji ponizej celu uwazanego
za pozadany dla podtrzymania koniunktury (2% rt/r), polityka zasilania przez bank



centralny realnej sfery gospodarki narodowej przybrata charakter interwencyjny,
a po uspokojeniu sytuacji na rynkach finansowych - antycykliczny. Po tym,
jak wyczerpaly si¢ klasyczne narzedzia banku centralnego (bo podstawowe stopy
procentowe osiagnety warto$¢ zerowa lub ujemna), zastosowano instrumenty
bezposrednio zasilajace w plynnos¢ rynek papieréow dtuznych, a posrednio — realng sferg
gospodarki (Dudkiewicz B., 2016; Grosnal i in., 2016; Ancyparowicz, 2017, s. 11-20).

Celem niniejszego artykutu jest charakterystyka gtownych instrumentéw, ktore
ztozyly si¢ na polityke luzowania ilosciowego (quantitative easing — QE) realizowana
w Eurosystemie w latach 2012-2018. Tego rodzaju instrumenty polityki finansowe;j
najwczesniej zastosowano w Japonii, potem w USA, a nastgpnie w Unii Europejskie;j,
aby zwalczy¢ skutki kryzysu finansowego 2007-2009. Chociaz instrumenty te okazaty
si¢ niezwykle pomocne w walce o zachowanie stabilnosci globalnego systemu
finansowego 1 skutecznie pobudzily aktywno$¢ gospodarki w dobie pokryzysowe;j,
ich efektywno$¢ stopniowo maleje; sa to bowiem $rodki dorazne i nie zastapia
one koniecznej reformy globalnego systemu finansowego.

Doswiadczenia krajow Eurolandu moga by¢ wazna przestanka modyfikacji polityki
pienigznej] w Polsce, gdyby kiedykolwiek wystapita potrzeba interwencji polskiego
banku centralnego przy uzyciu niestandardowych narzedzi polityki finansowe;'.
Rowniez prywatne instytucje sektora finansowego, a takze korporacje dziatajace
w sferze gospodarki realnej, powiazane z rynkami finansowymi poprzez kredyty
czy emisje obligacji korporacyjnych, powinny by¢ na biezaco informowane o nowych,
niestandardowych rozwiazaniach, koncepcjach i trendach na gtéwnych rynkach
finansowych wspotczesnego §wiata. Temu stuzy komunikacja z rynkiem, dziatalno$é
wydawnicza i edukacyjna NBP.

Skup obligacji skarbowych w Eurosystemie

Traktat o funkcjonowaniu Unii Europejskiej w art. 123 stanowi: Zakazane jest udzielanie
przez Europejski Bank Centralny lub banki centralne Panstw Czlonkowskich, zwane
dalej , krajowymi bankami centralnymi”, pozyczek na pokrycie deficytu
lub jakichkolwiek  innych  kredytow  instytucjom, organom Ilub  jednostkom
organizacyjnym Unii, rzqdom centralnym, wladzom regionalnym, lokalnym lub innym
wladzom publicznym, innym instytucjom Ilub przedsiebiorstwom publicznym Panstw
Czlonkowskich, jak rowniez nabywanie bezposrednio od nich przez Europejski Bank
Centralny lub krajowe banki centralne ich papierow diuznych. Regulacja ta zostala
réwniez ujeta w art. 21 Statutu ESBC/EBC. Tym niemniej, art. 18 ust. 1., tego Statutu
okresla sytuacje, w ktorych norma ta nie obowiazuje: aby osiqgnqé¢ cele ESBC
i wykonywaé swe zadania, EBC i krajowe banki centralne mogq dokonywac operacji
na rynkach finansowych w formie kupna i sprzedazy bezwarunkowej (outright).

' W Polsce wystepuje wysoka nadplynnoéé systemu bankowego, wywolana gtownie silnym strumieniem
naptywu $rodkoéw pomocowych z Unii Europejskiej. W tej sytuacji nie wystapita dotychczas potrzeba podjgcia
przez Narodowy Bank Centralny dziatan antykryzysowych o charakterze antycyklicznym, polegajacych na
bezposrednim zasilaniu w plynnos¢ krajowego rynku bankowego i pobudzaniu akcji kredytowej na rzecz
sektora niefinansowego. Jednak, zgodnie z zatozeniami polityki pienigznej, NBP moze w okreslonych
warunkach przeprowadzi¢ emisj¢ obligacji, zakup oraz sprzedaz papierdw warto$ciowych na rynku wtérnym,
wiacznie z zakupem lub sprzedaza obligacji korporacyjnych (NBP, 2018, s. 8).



Sposrod dotychczas wykorzystywanych antycyklicznych instrumentow polityki
pienigznej, zastosowanych w reakcji na kryzys przez Europejski System Bankow
Centralnych (ESBC) mozna wymienié¢: zerowe i ujemne stopy procentowe, skup
obligacji skarbowych oraz zakupy (spetniajacych wysokie kryteria bezpieczenstwa)
obligacji korporacyjnych. Transakcje te przeprowadzane byty poczatkowo wytacznie
na rynku wtornym, ale pdzniej takze na rynku pierwotnym przez banki centralne
Eurosystemu (tabela 1). Kazdy z interwencyjnych programow skupu instrumentow
finansowych =zasilat w plynno$¢ realna sfer¢ gospodarki, cho¢ czynit to w
charakterystyczny dla siebie sposob.

Tabela 1. Uwarunkowania makroekonomiczne w momencie wprowadzenia skupu obligacji
skarbowych przez EBC i inne wybrane banki centralne

Wyszczegodlnienie

Japonia

Wielka
Brytania

Stany
Zjednoczone

Strefa euro

Szwecja

Data ogloszenia
skupu obligacji

2008-12-19

2009-03-05

2009-03-18

2015-01-22

2015-02-12

skarbowych

Referencyjna stopa
procentowa banku 0,10 0,50
centralnego

0,00-0,25 0,05 -0,10

Dynamika PKB
(realny przyrost
w stosunku do -3,7 -5,9 -3,5 1,8 3,6
poprzedniego roku,
w %)

Inflacja (zmiany cen
w stosunku do roku 0,4 2,9 -0,4 -0,6 0,1
poprzedniego, w %)

Zrédto: Niestandardowe dziatania w zakresie polityki pienigznej stosowane przez wybrane banki centralne,
materiaty wewngtrzne NBP, Warszawa, 2018.

Strategia Eurosystemu w reakcji na kryzys i uporczywa recesj¢ w krajach Eurolandu
byla realizowana w dwu etapach. Pierwszy etap rozpoczat si¢ 9 pazdziernika 2008 r., a
zamknat komunikatem po posiedzeniu Rady Prezesow 4 czerwca 2014 r.; drugi etap zostat
zainicjowany kilka tygodni p6zniej i trwat do konca 2018 r. Dziatalnos¢ EBC prowadzona w
latach 2008-2014 byta zorientowana przede wszystkim na zwigkszenie plynnosci w systemie
bankowym i stosowanie instrumentéw motywujacych banki do zwigkszenia akcji kredytowej
(Enhanced Credit Support Programme). W tym okresie, w ramach pomocy dla najbardziej
dotknigtych kryzysem krajow strefy euro, prowadzono na rynku wtérnym zakupy
zabezpieczonych obligacji rzadowych (CBPP3) 1 skup papierow wartosciowych
zabezpieczonych aktywami (ABSPP). W szczegdlnosci, z dniem 10 maja 2010 r. wdrozono
program Security Market Purchase (SMP), ktory doprowadzit to tak silnego wzrostu
plynnosci w Eurosystemie, ze EBC musiat uciec si¢ do operacji sterylizujacych®. Z dniem
6 wrzesnia 2012 r. ruszyl program — Outright Monetary Trasactions (OMT), formalnie
realizowany do lipca 2014 r., ktory okazat si¢ zbyt restrykcyjny, aby (pomimo znacznej

2 Ten wzrost ptynnosci utrzymywat si¢ w nastepnych latach i byt zwiazany gléwnie z nabywaniem papieroéw
warto$ciowych w ramach program skupu aktywow sektora publicznego (PSPP). Na dzien 13 lipca 2018 r.
wartos¢ obligacji skupionych w ramach SMP wyniosta 82 882 mln EUR (NBP, 2018a, s. 81-82).




obnizki rentownos$ci skarbowych papierow wartosciowych) moghl stymulowaé akcje
kredytowa. Rok wczesniej, EBC siggnat po inne niestandardowe narzgdzie okreslane
mianem forward guidance, kiedy to oficjalnie zobowiazat si¢ do utrzymywania przez dtuzszy
czas stop procentowych na rekordowo niskim poziomie (EBC, 2017, s. A 4 — A 6).

Dziataniami uzupetniajacymi w stosunku do interwencyjnego skupu papierow
rzadowych przez banki centralne staly si¢ programy czasowego pozyczania aktywow
(securities lending), ktére shuzyly poprawie ptynno$ci wybranych segmentéow rynku
papieréw warto$ciowych. Prekursorem tej formy interwencji na rynku finansowym byt
FED, ktory operacje o tym charakterze prowadzit juz w latach 60. ubieglego wieku.
Doswiadczenia z tego okresu wykorzystat pozniej dla odbudowy zaufania do rynku
finansowego po kryzysie subprime, tym skuteczniej, ze juz wczesniej prowadzil polityke
pienigzna oparta na przeprowadzaniu transakcji bezwarunkowego kupna aktywow
z wykorzystaniem papieré6w emitowanych przez rzad federalny. Operacje pozyczania
aktywow (securities lending) prowadzone sa rowniez przez ESBC, z zasady w formie
przetargow, a polegaja one na wymianie na termin O/N wybranych papieréw
warto$ciowych (m.in. bondw, obligacji oraz papierow wartosciowych indeksowanych
do wskaznika inflacji).

W warunkach uporczywie niskiej inflacji EBC dazyt do wywotania efektu
synergicznego w wyniku wspotdziatania polityki monetarnej, fiskalnej i strukturalne;j.
W szczegolnosdci, mozliwos¢ interwencyjnych zakupdéw duzych pakietow obligacji
skarbowych przez bank centralny ulatwiata zarzadzanie finansami panstwa, bowiem
mozna byto w ten sposob zwigksza¢ popyt na rzadowe papiery wartosciowe, co obnizato
rentownos¢ tych walorow 1 w efekcie prowadzito do stopniowego obnizania kosztow
obshugi dlugu publicznego. Tym samym zwigkszala si¢ zdolno$¢ ministra finansow
do pozyskania efektywnego kosztowo, rynkowego finansowania biezacego deficytu
budzetowego i obnizenia kosztéw splaty wymagalnych zobowiazan.

Banki sprzedajace EBC skarbowe papiery wartosciowe mogly wykorzystaé
wykreowany w ten sposob pieniadz do nabywania innych aktywow finansowych, a takze
do rozszerzenia akcji kredytowej na rzecz realnej sfery gospodarki. Ta polityka niesie
jednak ryzyko, jezeli bowiem skala skupu przez bank centralny obligacji emitowanych
przez ministra finansow przybiera zbyt duze rozmiary, to w koncu zniechgca
inwestoréw, obnizajac popyt na skarbowe papiery wartoSciowe. Dlatego tez EBC,
kontynuujac interwencyjny skup obligacji rzadowych, w 2016 r. siggnat rowniez po inne
niestandardowe instrumenty polityki pienigznej’.

Skup obligacji komercyjnych przez banki Eurosystemu

Na poczatku 2014 r. dynamika kurczenia si¢ akcji kredytowej w krajach strefy euro
zaczg¢la przekraczaé 2% miesigcznie, bowiem lokowanie $rodkéw w bankach
centralnych spowodowato, iz nadptynno$¢ w sektorze bankowym zostata zredukowana

> W grudniu 2018 r. Europejski Bank Centralny konczyt swoj program zakupu aktywow, a amerykanska
Rezerwa Federalna kontynuowata cykl podnoszenia stép procentowych, jednoczesnie zmniejszajac swoj
bilans. Wielu obserwatorom wydawato si¢ wowczas, ze rok 2019 uptynie pod znakiem dalszego zacie$niania
polityki pieni¢znej na $wiecie, ale w obliczu spowolnienia dynamiki PKB i grozby recesji, od listopada 2019 r.
EBC powrdcit na $ciezkg luzowania monetarnego. W $lad za nimi polityke pieni¢zna ztagodzito takze wiele
innych bankow centralnych na $wiecie.
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w ciagu dwu lat dziesigciokrotnie (do 80 mld EUR), a kurs EUR/USD zblizyt sig
do rekordowo wysokiego poziomu (1,40). W zwiazku z tym EBC od lipca 2014 r.
zaniechal operacji sterylizujacych, wprowadzil ujemng stopg procentowa od Srodkow
utrzymywanych przez banki na rachunku biezacym banku centralnego oraz w depozycie,
a takze uruchomit pozyczki (targeted longer-term refinancing operations — TLTRO)
zaprojektowane w taki sposob, aby stanowily one bodziec do zwigkszenia akcji
kredytowej dla sektora niefinansowego.

W  komunikacie z 21 kwietnia 2016 r. Rada EBC okreslita kryteria
kwalifikowalnosci aktywow bedacych przedmiotem skupu w ramach Corporate Sector
Purchase Programme — CSPP (Guideline EU 2015/510) oraz poinformowata,
ze skupione obligacje korporacyjne beda oferowane w ramach programu securities
lending”. W dniu 1 czerwca 2016 r. zapadta Decyzja (EBC/2016/26) w sprawie
uruchomienia programu zakupu komercyjnych papieré6w wartosciowych posiadajacych
rating kredytowy (réwniez na rynku pierwotnym, z wylaczeniem obligacji emitowanych
przez podmioty zaliczane do sektora publicznego)’. Decyzje te poprzedzito nastepujace
oswiadczenie: chociaz EBC podziela poglad, ze Swiadomos¢ problemow zwiqzanych ze
Srodowiskiem, wraz z zachowaniem etycznym i spolecznie odpowiedzialnym, jest wazna
dla spoleczenstwa, to jednak decydenci polityczni (w pierwszym rzedzie) muszq
uzgodni¢, zdefiniowaé i promowaé odpowiednie polityki isrodki. Nie jest jednak
mozliwe umieszczenie ich w programie skupu aktywow na duzq skale, ktory jest
realizowany jako tymczasowy srodek polityki pienigznej w stosunkowo krotkim czasie,
[bowiem] ograniczytoby to skutecznos¢ APP w jej wkiadzie w wypeinianie mandatu EBC
w zakresie utrzymania stabilnosci cen (EBC, 2017a).

Tydzien pdzniej program skupu obligacji korporacyjnych wszedt w fazg realizacji,
za posrednictwem bankoéw spelniajacych kryteria kwalifikacji Eurosystemu (tablica 2).

Tablica 2. Banki centralne Eurosystemu uczestniczace w CSPP

Krajowy bank centralny Kraj pochodzenie skupowanej obligacji korporacyjnej

Belgia, Cypr, Grecja, Holandia, Luksemburg, Malta, Portugalia,

Banque Nationale de Belgique Stowacja, Slowenia

Deutsche Bundesbank Niemcy, Holandia

Banco de Espana Hiszpania, Holandia

Suomen Pankki Austria, Estonia, Finlandia, Irlandia, Litwa, Lotwa
Banque de France Francja

Banco d’Italia Holandia, Wiochy

Zrodto: NBP, 2018 s. 89.

4 Warto przypomnieé, ze papiery emitowane przez sektor prywatny (gtéwnie obligacje) zostaty wiaczone do
katalogu instrumentow polityki pienigznej w strefie euro na podstawie art. 2 ust. 2 Decyzji Rady Prezesow
EBC nr 415/98 z 29 czerwca 1998 r. w sprawie konsultacji Europejskiego Banku Centralnego udzielanych
wiadzom krajowym w sprawie projektow przepisow prawnych (98/415/WE).

* Rada Prezesow EBC juz wczeéniej wyrdznita takie kryteria oceny emitenta i jego papierow dhuznych jak:
okres pozostajacy do zapadalnosci obligacji w momencie skupu od 6 miesigcy do 30 lat i 364 dni, waluta
emisji — EUR, , miejsce emisji obligacji — kraje strefy euro oraz rating kredytowy przyznany przynajmniej
przez jedna agencj¢ ratingowa na poziomie inwestycyjnym. Warto odnotowaé, ze rating kredytowy na
poziomie inwestycyjnym odnosi si¢ do emitenta/instrumentéw dtuznych; wedlug Fitch Ratings oraz S&P
poziom inwestycyjny okre$lany jest w skali od AAA do BBB- (lub odpowiedniej w przypadku innej agencji
ratingowej).
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Skup obligacji korporacyjnych moze by¢ realizowany przy wykorzystaniu
platformy elektronicznej lub bezposrednio w kontakcie banku centralnego
z kontrahentem, a jego beneficjentami sa — co do zasady — przedsigbiorstwa nie
korzystajace z finansowania na rynku kapitalowym. Przyjeto bowiem zalozenie,
ze tendencje wystepujace na rynkach kapitalowych maja przetozenie (spillover) takze
nato, co si¢ dzieje na rynkach kredytowych®. Ocena efektywnosci programu skupu
komercyjnych papieréw wartoSciowych dokonywana jest przez EBC na podstawie
nastepujacych kryteriow: wptywu na koszty finansowania korporacji, wptywu na emisje
nowych obligacji korporacyjnych oraz wplywu na strukturg¢ kapitalowa emitenta
1 korporacji nie objgtych programem (EBC, 2018).

Tabela 3. Struktura zakupionych przez Eurosystem obligacji korporacyjnych

S Obligacje spetniajace kryteria Obligacje skupione w ramach
Wyszczegolnienie CSPP CSPP
Rating AA 13% 11%
Rating A 44% 43%
Rating BBB 43% 46%
Kraj/region
Francja 31% 30%
Niemcy 25% 25%
Wiochy 12% 12%
Hiszpania 9% 10%
Holandia 5% 6%
Belgia 5% 5%
Szwajcaria 3% 4%
Inne kraje Eurolandu 6% 6%
Kraje spoza strefy euro 4% 3%
Sektor gospodarki
Dziatalno$¢ ustugowa 17% 15%
Infrastruktura i transport 13% 11%
Przemyst samochodowy 10% 9%
Telekomunikacja 8% 9%
Energia 7% 6%
Nieruchomosci 7% 6%
Budownictwo 5% 6%
Napoje 4% 6%
Technologia 5% 5%
Przemyst medyczny 5% 5%
Chemia 4% 5%
Zywno$é 3% 4%
Ubezpieczenia 3% 3%
Pozostate sektory 9% 9%

Zrodlo: NBP, 2018, s. 95-96.

Do 31 grudnia 2017 r. nominowane w EUR papiery warto$ciowe nabyte w ramach
wszystkich programow interwencyjnych osiagnety warto$¢ 228,4 mld EUR 1 stanowity
55% aktywow ogotem EBC (wykres 1). Wedlug publikowanych danych, dostepnych

® Luzowanie ilosciowe realizowane w ramach polityki pienigznej banku centralnego nie zwigksza majatku
bankow komercyjnych, a jedynie zmienia strukturg ich bilansu, zwigkszajac w nim udziat aktywow ptynnych
(Bernanke, 2016).
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w momencie pisania niniejszego artykutu, do 6 lipca 2018 r. Eurosystem nabyt (tacznie)
obligacje korporacyjne o rdéznych terminach zapadalnosci, pochodzace ze 1154 réznych
emisji (zagregowane informacje o ilosciowej strukturze tego portfela zawiera tabela 3).
W ujeciu ilosciowym, ponad potowa tego portfela przypadata na 46 spotek. Najwigcej,
bo az 30 skupionych serii obligacji korporacyjnych bylo wyemitowanych przez
niemiecki koncern Daimler, na drugim miejscu wystapito francusko-holenderskie
przedsigbiorstwo Unibail-Rodamco dziatajace na rynku nieruchomos$ci komercyjnych,
natomiast firmy o charakterze strategicznym (na przyktad Airbus Group Finance B. V.)
zajmowaly w tej statystyce odlegte pozycje (cho¢ z nieoficjalnych doniesien prasowych
wiadomo, ze w ujgciu wartosciowym byly to transakcje na wielka skalg). Wystapily
rowniez przypadki naglej sprzedazy korporacyjnych obligacji, ktore wczesniej nabyt
Eurosystem. Przyktadem sa tu m.in. obligacje wyemitowane przez brytyjski koncern
Glencore, poludniowo-afrykanski oddziat koncernu Steinhoff Europe AG, a takze
obligacje firm nie spetniajace warunkoéw programu (NBP, 2018, s. 92-96).

m Dewizowe aktywa rezerwowe I
@ Papiery wartosciowe na potrzeby polityki pienieznej

ONalezno$ci w ramach Eurosystermu

161

OPozostale aktywa

55
-
1
62
1
67
5
71
19
127
66
— %
—1 26

I v <+ v
o0 ol o0 I o1
i i |_|

2013 2014 2015 201

Wykres 1. Aktywa EBC, stan na 31. grudnia 2017, w mld EUR
Zrédto: EBC, 2017,5.5 A

[

2017

W zwiazku z uruchomieniem zakupdéw obligacji korporacyjnych w ramach
programu PSPP, w ostatnich dwu latach — stosunku do lat poprzednich — nastapita
wyrazna zmiana struktury portfela instrumentdw wykorzystywanych na potrzeby
polityki pienigznej (EBC 2017, s. A 6). Zmniejszyt si¢ bowiem udzial rzadowych
papierdw warto§ciowym na rzecz wzrostu udziatu obligacji korporacyjnych (wykres 2).
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Wykres 2. Papiery wartosciowe w portfelu EBC utrzymywane na potrzeby polityki pienigznej, w mld EUR
Zrédto:, EBC, 2017, s A 6.

EBC dokonujac ewaluacji polityki pienigznej pozytywnie ocenil ten program,
akcentujac istotne zmniejszenie spreadow migdzy rynkiem terminowym a kasowym,
atakze pozytywne tendencje w innych obszarach rynku finansowego. Zwigkszenie
emisji obligacji korporacyjnych (przede wszystkim we Francji i Holandii) wywotato
przesunigcie w strukturze finansowania dzialalnos$ci przedsigbiorstw niefinansowych,
polegajace na relatywnym spadku udzialu kredytdow zaciaganych w bankach
komercyjnych przez firmy dzialajace w sferze gospodarki realnej. Dokonato sig to, nie
tyle ze wzgledu na ograniczenia akcji kredytowej przez sektor bankowy, ile z uwagi na
wzrost emisji wlasnych obligacji przedsigbiorstw waznych dla gospodarki danego kraju,
a takze gospodarki calej Unii Europejskiej. Zaobserwowano takze, iz wzrost
zaangazowania rynku kapitalowego w finansowanie dziatalnos$ci wielkich korporacji,
zacheca banki komercyjne do finansowania malych i $rednich przedsigbiorstw,
co przejawia si¢ ulatwieniami dostgpu do kredytow dla tej grupy klientéw (EBC, 2018).

Rada Prezesow EBC nie okreslita docelowej wartosci wolumenu zakupow,
ajedynie w komunikacie z dnia 26 pazdziernika 2017 r. powiadomita, ze skup
komercyjnych papierow dtuznych bedzie prowadzony przynajmniej do konca wrzesnia
2018 r. Termin ten wlasnie mijat, gdy Rada Prezesow EBC os$wiadczyla, ze ,,bedzie
kontynuowa¢ zakupy netto w ramach programu skupu aktywéw (APP) na nowym
poziomie 15 mld euro miesigcznie do konca grudnia 2018 r. i przewiduje, iz jesli
sredniookresowe perspektywy inflacji znajda potwierdzenie w aktualnych danych,
zakupy zostana zakonczone” (EBC, 2018).

Deklaracja ta pojawila si¢ w czasie, gdy w opinii wigkszosci analitykow
koniunktura gospodarcza w Eurolandzie ulegata ochlodzeniu, a wskazniki
wyprzedzajace sugerowaly kontynuacje¢ trendu spadkowego (NBP, 2018b, s. 9-20).
Dlatego, juz rok temu, wigkszo§¢ obserwatoréw przewidywata, ze EBC
najprawdopodobniej tylko zmniejszy skalg interwencyjnego skupu aktywow, ale po raz
kolejny odroczy ostateczny termin zamknigcia programu APP i innych programow
interwencyjnych przynajmniej do konca roku. Tak sig stato. W $lad za tym nie nastapita
redukcja bilansu, bowiem EBC reinwestowal sptaty kapitatu po zakonczeniu QE,
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chociaz przez pierwsze dziesie¢ miesigcy 2019 r. nie prowadzit skupu aktywow na rynku
pierwotnym.

Interwencyjna polityka pieniezna EBC budzita kontrowersje wewnatrz Rady
Zarzadzajacej tego banku; bylo to nieuniknione. Strefa euro jest zbiorem gospodarek,
ktore znacznie réznia si¢ migdzy sobg nie tylko pod wzgledem biezacej sytuacji
koniunkturalnej, ale takze uwarunkowan strukturalnych, takich jak poziom PKB per
capita, poziom zadluzenia, sktonno$¢ do oszczedzania czy preferencje spoteczne co do
wysokosci stop procentowych. Pozostaje otwartym pytanie, kto najwigcej skorzysta na
reinwestycjach papieréw dtuznych, czy i jak zmienia si¢ udzialy poszczegdlnych panstw
Eurolandu w tzw. kluczu kapitalowym, wedtug ktérego dziata EBC skupujac aktywa.
Odejscie od dotychczasowych zasad preferowaloby kraje ekonomicznie i finansowo
mocniejsze, penalizujac stabsze (przede wszystkim Wiochy i Grecjg), a to z pewnoscia
nie pomoze tym gospodarkom, ktdre najbardziej potrzebuja wsparcia. Po ostatnim
globalnym kryzysie finansowym pozostal ,gorzki smak zawiedzionego zaufania i
zerwanego paktu migdzy finansami, gospodarka i spoteczenstwem. (...) Taka napigta
atmosfera skfania do wydawania uproszczonych ocen moralnych i etycznych”
(Dembinski P. 2017, s. 10).

W odpowiedzi na te psychospoleczne wyzwania, Europejski Bank Centralny
ponownie oglosit (we wrzesniu 2019 r.) caly pakiet dziatan zmierzajacych do
ztagodzenia warunkdéw monetarnych, w szczegbélno$ci: obnizyl stope depozytowa z
minus 0,4% do minus 0,5%, jednoczes$nie sygnalizujac utrzymywanie ujemnych stop w
dluzszym okresie, a nawet mozliwos¢ dalszych obnizek. Rownocze$nie wprowadzit
dwustopniowy system oprocentowania nadwyzkowych rezerw bankéw komercyjnych
(tzw. tiering), ktory ma ogranicza¢ negatywny wplyw ujemnej stopy depozytowej na
wyniki bankéw, a ostatecznie na akcje kredytowa. Wprowadzajac to rozwiazanie de
facto zwigkszono mozliwo$¢ dalszego obnizania stopy depozytowej w przysztosci.
Ponadto EBC wznowit program skupu aktywow (po 20 mld euro miesigcznie) i to bez
wyraznego nakreslania granicznego terminu jego realizacji, za$ Rada Prezeséw EBC
ztagodzita warunki dtugoterminowych operacji ptynnosciowych (TLTRO) polegajacych
na udzielaniu refinansowania bankom komercyjnym, pod warunkiem zwigkszenia przez
nie akcji kredytowe;.

Zakonczenie

Kazda decyzja w polityce pienigznej wiaze si¢ z mozliwoscia wystapienia efektow
ubocznych, ktore ex ante trudno przewidzie¢ i oceni¢. Jednakze, na podstawie
dotychczasowych danych statystycznych i prognoz, mozna sformutowaé wniosek, ze
niekonwencjonalna polityka pienigzna EBC realizowana w reakcji na kryzys lat 2007-
2009 dos¢ skutecznie neutralizowata negatywne skutki zalamania rynkow finansowych
w pierwszej fazie kryzysu i utatwita przetamanie recesji. Powrot gospodarki europejskie;j
na $ciezke zrbwnowazonego wzrostu okazat si¢ jednak nietrwaly, w gospodarce Niemiec
1 mniej zamoznych krajow strefy euro pojawiaja sig ostatnio tendencje stagnacyjne, ktore
moga mie¢ trwaly charakter, biorac pod uwage skalg i synchronizacj¢ globalnego
pogorszenia koniunktury. Ryzyko poglebienia lub utrwalenia stagnacji w warunkach
niskiej inflacji ocenia si¢ za powazne. W tej zlozonej sytuacji, gtowne banki centralne, w
tym EBC nie mialy innego wyjs$cia, niz powrdt na $ciezke luzowania ilosciowego, cho¢

15



— z oczywistych wzglegdow — w skali znacznie skromniejszej niz przez laty, z
wykorzystaniem zaré6wno pozytywnych jak i negatywnych doswiadczen z tamtego
trudnego okresu.

Obok doraznych i $redniookresowych korzysci, polityka luzowania iloSciowego
niesie dlugofalowe ryzyka, ktorym zapewne trzeba bedzie sprostac w blizej
nieokreslonej przysztosci. Zwracali na to uwage ekonomisci juz w pierwszych latach
stosowania niestandardowych instrumentow, ktore postuzyly do luzowania iloSciowego
w polityce pienigznej. W szczego6lnosci zwracano uwage na nastgpujace zagrozenia: po
pierwsze, niestandardowe instrumenty polityki pieni¢znej opozniaja reforme systemu
finanséw publicznych (Roubini i Mihm, 2010), po drugie — powoduja nicuzasadniona
aprecjacj¢ walut narodowych (Stiglitz 2012, s. 37-39), po trzecie — generuja gwattowny
przyrost agregatow pieni¢znych na globalnych rynkach finansowych (Taylor, 2012, s.
19, Bernanke, 2012; Goodhart i Ashworth, 2012, s. 640-670).

Eksperymenty w ramach Eurosystemu przeprowadzane w obszarze polityki
pieni¢znej byly i sa uwaznie obserwowane przez Narodowy Bank Polski. NBP jako
uczestnik Europejskiego Systemu Bankéw Centralnych, zwraca baczna uwage na to, by
agendy analityczne i gremia decyzyjne mialy pelna, aktualna wiedzg o $wiatowych
trendach w dziedzinie finanséw. W ,,Zalozeniach Polityki Pienigznej na rok 2020.”
przewidziano zastosowanie niekonwencjonalnych instrumentéw polityki pienigznej’,
jednak nic nie wskazuje na to, aby trzeba byto po nie sigga¢ w dajacej si¢ przewidzie¢
perspektywie czasowej (Glapinski, 2019).
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purchases of securities are discussed, and the risks of such policies for the long-term stability of
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non-standard instruments of financial policy.

Keywords: central bank, quantitative easing, large scale asset purchase programs
JEL Codes: GO1, G21, G28, H12

Informacja o autorze:

Prof. Dr hab. Grazyna Ancyparowicz
Narodowy Bank Polski, Rada Polityki Pienigznej
Gornoslaska Wyzsza Szkota Handlowa

im. Wojciecha Korfantego w Katowicach
e-mail: sekretariat.rpp@nbp.pl

ORCID: 0000-0003-0196-7873

17



** LE'S
Polityki Europejskie
* o . .
& Finanse i Marketing
* 4 *22(71) 2019 DOI 10.22630/PEFIM.2019.22.71.22

Agnieszka Biernat-Jarka
Warsaw University of Life Sciences - SGGW

ASSESSMENT OF GREENING IN THE CONTEXT
OF PROVIDING ENVIRONMENTAL PUBLIC GOODS
IN AGRICULTURE

The article discusses the concept of providing environmental public goods through
agriculture. The theoretical goal of the discussion was to present the concept of greening under
the EU's Common Agricultural Policy. This concept was developed on the basis of available
literature and from EU and Polish documents. The concrete goal is to assess greening instruments
in terms of their implementation and compliance by farmers. A review of the available literature
on the subject allows the assumption that the greening instrument implemented under the CAP has
contributed to an intensification of activities by farmers in the field of environmental protection.
The article was prepared based on source materials, monographs and scientific articles as well as
Eurostat data. The article also presents the results of Eurobarometer surveys that show the
expectations of EU citizens towards the European Union's CAP in the field of environmental and
climate protection. Results of surveys have shown that on the one hand, the European Union
should be responsible for ensuring healthy and safe food products for consumers, while on the
other hand the goal of the Common Agricultural Policy should be to ensure an appropriate
standard of living for farmers.

Key words: Common Agricultural Policy, public goods, greening, environmental protection,
Poland, European Union
JEL code: Q 14, Q18

Introduction

The current Common Agricultural Policy of the EU provides financial support for
farmers, encouraging them to carry out activities beneficial for the natural environment.
Currently, particular attention in the functioning of the Common Agricultural Policy is
attached to linking the financing possibilities of individual instruments, e.g. direct
payments or actions under rural development policy with the provision of environmental
public goods. Public goods are defined as those which are not supplied or insufficiently
supplied by the market. The use of these goods by one person does not limit or exclude
the use of others at the same time'. Public goods are available to everyone, including
those who have not paid for them. They consciously use these goods and avoid bearing
any costs arising from their use. Without the state's interference in the production and
supply of public goods, there could be a situation where, despite the high demand for a

! Stiglitz J., E.: Ekonomia sektora publicznego, PWN Warszawa 2004, p. 150; Samuelson P.,S., Nordhaus W.,
D.: Ekonomia, tom 2, PWN Warszawa 1996, p. 239; Acocella N.: Zasady polityki gospodarczej, PWN,
Warszawa 2002, p. 131; Altvater E. Public goods for human security,
http://revistas.ucm.es/index.php/PAPE/article/viewFile/PAPE0707220001A/25673, Papeles del Ester, 14
(2007), 1-19;
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given good, production would not take place’. Environmental goods supplied under the
EU's agricultural policy include’: biodiversity, agricultural landscape, soil conservation,
proper water relations. As part of the current Common Agricultural Policy, starting from
2013, payment of direct payments was made as well as the possibility of using specific
rural development programs with activities beneficial for the natural environment. First
of all, we should mention here the payment for greening, which depends on meeting the
requirements in the field of crop diversification, maintenance of permanent grassland
(TUZ) and the allocation of part of the farm area for ecological purposes®. An important
role in the payment system is also compliance by farmers with the so-called good
agricultural culture, which includes provisions for proper management of agricultural
land. In this way, the aim is to maintain biological biodiversity by protecting natural
habitats, animal and plant species in Natura 2000 areas. In addition to direct payments,
the system of measures proposed to farmers under the Rural Development Program’ is
very important in the delivery of public goods. The most important instruments that
matter in providing environmental public goods are: restoring and protecting as well as
enriching biodiversity in selected areas, improving water management and preventing
soil erosion. Extensive land use in less-favored areas or the construction of ecological
corridors and enclaves contribute to the preservation of landscape values and promote
the biodiversity of rural areas’.

The concept of ""greening' within the CAP

Greening payments were introduced as a result of the Common Agricultural Policy
(CAP) reform of 2013. The European Commission has stated that it is necessary to
support farms in exchange for their use of activities contributing to the achievement of
ecological goals in the field of improving environmental impact. Greening can be
described as a mechanism of positive agri-environmental public goods’. It is
implemented through the diversification of crops, maintaining permanent grassland,
including traditional orchards, which are slightly dense and cover the area of the
permanent grassland (TUZ), and maintaining pro-ecological areas on agricultural land.
The maintenance of permanent grassland greatly contributes to the preservation of
biodiversity, carbon absorption and soil protection. Diversification, in contrast, improves
soil quality, while establishing ecological focus areas also ensures protection and
enhancement of biodiversity, reduction of pollution flowing into surface waters and
improvement of soil resistance.

2 Wojtyna A.: Nowoczesne panstwo kapitalistyczne a gospodarka, Teoria i praktyka, PWN Warszawa 1990,
Stiglitz J., E.: Ekonomia sektora publicznego, PWN Warszawa 2004, p. 94

3 Cooper T., Kaley H., Baldock D.: Conceptual Framework on Public Goods Provided Through Agriculture in
the EU. Working Document of the Technical Working Group Public Goods, European Network for Rural
Development, 4/2009, p. 14-28.

4 System ptatnosci bezposrednich w latach 2015-2020, MRiRW, Warszawa maj 2015, p. 1-10.

3 Program Rozwoju Obszaréw Wiejskich na lata 2014-2020 (PROW 2014-2020), Warszawa, 12 grudnia 2014
¢ Biernat-Jarka A.: Dobra publiczne w rolnictwie w nowej perspektywie finansowej Unii Europejskiej,
Zagadnienia Ekonomiki Rolnej, IERiIGZ, Warszawa 1/2016, p. 144-154

7 Jaroszewska J.: Zazielenienie jako przyktad internacjonalizacji efektow zewnetrznych — agrosrodowiskowych
dobr publicznych, Z badan nad rolnictwem spotecznie zrownowazonym, Monografie Programu Wieloletniego,
IERIGZ, Warszawa 40/2017, p. 72.
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In Poland, farmers participating in the direct payments system must submit
applications for greening payment. Farms with an area of up to 10 ha of agricultural land
can use this system without being obliged to comply with greening requirements. These
requirements also do not apply to organic farms.

Crop diversification is based on the fact that when arable land covers 10-30 ha of
land on a farm, at least two plant species must be cultivated and the main crop must not
constitute more than 75% of the land. On a farm with over 30 ha of arable land, at least
three different crops must be cultivated, and the main crop must not constitute more than
75% of the area, and in total two crops may not cover more than 95% of this land. Farms
where cultivated grasses or other herbaceous plants and / or fallow land constitute more
than 75% of the arable land, and with additional land that does not constitute more than
30 ha, are exempt from diversification. In addition, diversification may be exempted for
farms in which 75% of arable land is permanent grassland and / or grass or other
herbaceous forage, with any additional arable land not to exceed 30 ha. The
diversification obligation also excludes farms where organic production is carried out on
part of the arable land, while the remaining arable land area is less than 10 ha. Farmers
with more than 15 ha of arable land must allocate 5% of their land for pro-ecological
purposes. These areas may consist of fallow land, buffer zones, wooded areas, agro-
forestry areas, but need also to use catch crops or winter green cover. The main goal of
maintaining ecological focus areas is to maintain and increase biodiversity®.

Another greening measure is to maintain permanent grassland, which also
contributes to the conservation of biodiversity. Therefore, a ban on the conversion of
permanent grassland into arable land was introduced in Natura 2000 areas. An
appropriate share of permanent grassland must be maintained in a nation’s total area of
agricultural land, and may not decrease by more than 5% from 2015 levels. If such a
situation occurs, Member States must oblige their farmers to restore their grassland to
permanent pasture’.

Regarding ecological focus areas, so-called “productive” and ‘“non-productive”
ecological areas can be defined. Productive ecological areas include catch crops, the use
of nitrogen-fixing crops, short rotation coppices or the so-called agroforestry system. On
the other hand, pro-ecological areas that do not include agricultural production are
fallow land, buffer zones, wooded areas, landscape elements, i.e. hedges and wooded
belts, ditches, ponds, coppice and mid-field balks'®.

SRegulation (EU) No 1307/2013 of the European Parliament and of the Council of 17 December 2013 laying
down provisions on direct payments to farmers under support schemes under the common agricultural policy
and repealing Council Regulation (EC) No 637/2008 and Council Regulation (EC) No. 73/2009, Official
Journal of the European Union, Article 44

http://g.ekspert.infor.pl/p/_dane/akty pdf/E0L/2013/347/608.pdf#zoom=90

° Tamze, Article 45

' Evaluation study of the payment for agricultural practices beneficial for the climate and the environment,
Alliance Environnementand the Thiinen Institute November —2017-ALLIANCE ENVIRONNEMENT,
European Union, 2017 https://ec.europa.eu/agriculture/sites/agriculture/files/fullrep_en.pdf, str. 1-5
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Figure 1. The new greening architecture of the CAP
Source: Commission Staff Working document, Review of greening after one year, Brussels, 22.6.2016 SWD
(2016) 218 final PART 1/6, European Commission.

In addition to the greening mechanism, it is important to remember that farmers, in
compliance with good agricultural standards, are required to comply with the basic
principles of environmental protection, climate change and animal welfare. If these
activities are not carried out, the payment will be reduced by 1 to 5%. Environmental
measures implemented under the CAP are shown in Figure 1. As shown in Figure 1,
cross compliance applies to all farmers benefiting from direct payments. Compliance
with these rules does not involve additional financial resources, they must be completed
by farmers as mandatory. Further greening activities (second level) are also mandatory,
applied according to the specific principles described in the article, for which farmers
receive payments, and the last highest level of additional support for environmental
practices that are implemented under the Rural Development Plan.

Material and methods

The theoretical goal of the discussion was to present the concept of greening under the
EU's Common Agricultural Policy. The concrete goal is to evaluate the greening
program implemented by farmers in individual EU countries. The EU budget for 2014-
2020 combined the receipt of financial support by farmers with compliance to specific
standards and regulations for the natural environment. A review of the available
literature on the subject indicated that the greening instrument implemented within the
CAP contributed to more intensive greening activities by farmers, which was shown by
an increase in the land area of crops consistent with greening (permanent grassland and
ecological focus areas). The article was prepared on the basis of source materials,
monographs and scientific articles as well as Eurostat data. The article also presents the
results of Eurobarometer surveys, which show the expectations of EU citizens regarding
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CAP activities for environmental and climate protection. The research was carried out in
December, 2016. It was based on approximately 28,000 direct questionnaire interviews,
including over 1,000 respondents in Poland.

Results and Discussion

Financing greening within the CAP

After the introduction of the greening payment, the total amount of financial resources
allocated to direct payments in the European Union did not change, only transfers
between individual types of payments were affected. Of the approximately EUR 40
billion allocated to direct payments, EUR 11.7 billion (around 30% of all direct
payments and almost 8% of the total EU budget) are green funding. Farmers in the EU
received, on average, around 80 euros per hectare per year in 2016 for greening
payments. In Poland in 2016, PLN 15 billion were allocated for direct payments, of
which more than 4 billion PLN were for greening. The greening payment per ha in 2016
was PLN 309.77, equivalent to EUR 71.34/ha. Responsibility for the use of greening in
the EU is based on shared management, i.e. the European Commission is responsible for
implementing the EU budget, and tasks related to the implementation of payments are
delegated to individual Member States. Agencies responsible for the direct payment
system are required to collect applications from farmers, conduct administrative checks
of beneficiaries, and calculate and pay the corresponding payments.

Assessment of greening as an instrument for achieving the objectives of the CAP
The greening payment was introduced in the current financial perspective as an
instrument intended to contribute to the introduction of production methods that have a
positive impact on the natural environment.

The justification for greening by the European Commission was to reward farmers
for providing public goods for which the market is unable to pay. However, the question
arises as to whether the introduction of greening has actually contributed to an increase
in the area of permanent grassland and ecological crops.

In order to verify the thesis, the author analyzed statistical data showing changes in
the area of permanent grassland and pro-ecological areas in all EU countries in 2016. EU
Member States, as part of the 2013 reform, were obliged to maintain an appropriate ratio
of permanent grassland area to overall agricultural area, which is referred to as the
reference index. The rate of permanent grassland in the EU is currently around 30%, an
increase of 1.5% compared to 2007-2014.

This increase, however, does not necessarily mean a real increase in the area of
permanent grassland; the decrease in the area of declared permanent grassland (counter)
(from 47 million ha in 2007-2014 to 44 million ha in 2016) occurred more slowly than
the decrease of the denominator, i.e. arable land (from 164 million ha in 2007-2014 to
145 million ha in 2016). As shown in Table 1, in most EU member states the reference
ratio of permanent grassland for 2015-2020 was at a lower level than the actual
percentage of permanent grassland in 2016. Only a slightly lower percentage of
permanent grassland compared to the reference indicator could be seen in nine member
countries, e.g. Great Britain, Estonia or Portugal, while the maximum differences were
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3pp. On average, for the entire EU, the actual percentage of permanent grassland area
was only 0.1% lower than the assumed reference indicator for 2015-2020.

Table 1. Permanent grassland and ecological land area in EU countries, in 2016

Permanent grassland

Ecological focus areas

Required
Arable land ecol'og(l)cal ecological
Permanent | Reference Percentage covered by areas: 5% of Ecological focus areas
Countries grassland indicator of the obligation arable land focus declared
declared, for 2015- permalnegt in the area of cogfiredAby Fhe areas above the
in 2016 2020 girr?szsoairé environmental (:hel%:;f:;rfl declared required
protection . minimum
ecological
focus areas
Belgium 448 987 33,7% 34,2% 706 984 35349 53315 51%
Bulgaria 430730 11,7% 11,6% 2992 629 149 631 210 043 40%
Czech 568 829 18,4% 18,6% 2396918 119 846 178 209 49%
Republic
Denmark 187 406 7,7% 7,8% 2106 321 105316 108 850 3%
Germany 4225999 26,9% 26,7% 10 738 721 536936 681 520 27%
Estonia 191 413 28,0% 24,5% 399 630 19981 39807 99%
Ireland 4146 476 91,1% 92,3% 317777 15 889 39117 146%
Greece 1113762 34,3% 32,1% 672977 33 649 111797 232%
Spain 5188 284 26,4% 26,9% 9337789 466 889 1 497 885 221%
France 8 308 807 31,2% 31,4% none none none none
Croatia 128 516 12,8% 13,6% 523 344 26 167 73 255 180%
Italy 1352 638 15,7% 16,1% 3352576 167 629 307 295 83%
Cyprus 2622 2,3% 2,0% 1 862 3093 9123 195%
Latvia 320117 22,3% 22,8% 823 932 41347 81369 97%
Lithuania 695 077 21,5% 25,9% 2103 701 105 185 251038 139%
Luxembourg 61497 51,3% 53,0% 47818 2391 3 668 53%
Hungary 576847 12,6% 12,4% 3348 571 167 429 298 598 78%
Netherlands 690 270 40,6% 40,5% 582736 29 137 60 378 107%
Austria 904 038 43.4% 43.9% 305 859 15293 20 837 36%
Poland 1849 142 14,3% 15,5% 5791 052 289 553 408 652 41%
Portugal 893592 38,2% 37,7% 405779 20 289 38 882 92%
Romania 1 675 808 23,9 223 5103229 255161 383 267 50%
Slovenia 234513 56,1 56,8 70 803 3540 5705 61%
Slovakia 390 167 233 23,0% 1220 965 61048 89208 46%
Finland 134 006 6,4 6,6 413 588 20 679 27312 32%
Sweden 424 332 14,3 16,8 1379 908 68 995 118308 71%
United 8547962 64.,8% 61,9% 4795 556 239778 497274 107%
Kingdom

Total 41691838 30,2% 30,1% 60 004 114 3000206 | 5594727 86%

* The table does not include Malta, due to the lack of permanent grasslands, and in France there is no complete
data on ecological focus areas.

Source: author’s own elaboration based on Eurostat.

In turn, the area of ecological crops on average across the EU in 2016 accounted for
over 86% more than the required minimum of these areas. Notably, countries with much
higher areas of ecological focus than the assumed indicator were Greece and Spain, with

over 200%.

The European Court of Auditors has found that, following the introduction of
greening, changes in agricultural practices only occurred on around 5% of EU
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agricultural land. According to research by Louhichi et al.'', greening had no effect on
71% of farmers who also did not incur any costs associated with its implementation. Of
the nearly 30% of farmers affected by greening, only two-thirds incurred costs of EUR
25/ha due to farm adaptation to these requirements. Only the costs incurred by 2% of
farmers exceeded EUR 100/ha. This situation mainly concerned highly specialized
farms, e.g. in vegetable production. This research also showed a very slight increase of
1% in farmers' income due to price increases as a result of reduced production volumes.
As data from the European Commission show, in 2015, 24% of farms were covered by
at least one greening obligation, which was 73% of the arable land in the EU (110
million ha from 150 million ha throughout the EU). In 2016, the percentage of
households with at least one commitment resulting from greening increased to 77%. The
Commission considers this increase to be the result of actions taken'?,

According to the annual report of the Court of Auditors [S annual report on the
implementation of the budget for 2016, paragraph 7.56], the introduction of the greening
requirement resulted in 2016 that 1% of UAA in the EU required greater diversification
and about 1% of UAA required the introduction of additional ecological focus areas.
Louhichi et al. indicated that after the introduction of the greening obligation, this
requirement changed agricultural practices on 4.5% of UAA, including 1.8% due to crop
diversification, 2.4% due to ecological focus areas and 1.5% permanent agricultural land
in the EU (around 1.2% of arable land has overlapped with ecological focus and crop
diversification.)"

The European Commission data shows that in 2015, 76% of farms, including those
not covered by the payment system in the European Union, were not covered by the
greening obligation, which accounted for 27% of all UAAs. On the other hand, as
regards beneficiaries of greening payments, 65% of farms operating on 16% of UAA
were exempted.

Based on the analysis of statistical data, it can be concluded that the hypothesis that,
after the introduction of greening payments there would be an increase in the area of
permanent agricultural land and ecological focus areas, has not been confirmed. This
means that the introduction of greening has not resulted in the need to increase the area
of permanent grassland or of ecological plants in most EU member states. In turn, the
cited research also shows'* that after the introduction of the greening requirement, there
were no changes in agricultural holdings with agricultural practices used so far (farms
met the requirements for greening or were exempted from this obligation). There is also
a so-called “deadweight effect,” where public funds paid to farmers for the delivery of
public goods, in this case for agricultural practices beneficial for the environment, would
still be delivered without support, because they are the result of farmers’ normal activity
or are also required by legal provisions, in this case cross-compliance. The deadweight
effect within the Common Agricultural Policy exists because greening requirements

"' Louhichi, K., P. Ciaian, M. Espinosa, And. Perni and S. Gomez y Paloma, Economic impacts of CAP
greening: application of an EU-wide individual farm model for CAP analysis (IFM-CAP), European Review of
Agricultural Economics 45(2)/2018: 205-238

12 Zazielenienie - bardziej ztozony system wsparcia dochodéw, ktéry nie jest jeszcze skuteczny pod wzgledem
srodowiskowym, Sprawozdanie specjalne, Europejski Trybunat Obrachunkowy 2017 r., p. 26-28

'3 Louhichi, K., P. Ciaian, M. ... p. 205-238

' Tamze
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were met earlier and thus major changes in crop diversification or pro-ecological
activities were not required. As demonstrated by statistical data in Poland, the
requirements for greening were already met in 2014, with a surplus of about 30%. And
in other EU countries, on average, twice as much space as the required 5% was allocated
to ecological focus areas (Table 1). In addition, in 2016 there was an increase in the ratio
of permanent grassland to 30% compared to the reference period 2007-2014, which was
resulted from a decrease in the total area of arable land by 19 million ha. In addition,
pasture was included in the current definition of permanent grassland, and a new type of
arable land was identified: environmentally sensitive, which cover 16% of permanent
grassland in the EU. However, about 96% of environmentally sensitive permanent
grasslands are in the Natura 2000 area. Despite the fact that the separation of
environmentally sensitive permanent grassland (TUZ) in these areas has a positive
impact on biodiversity, attention should be directed more to areas located outside the
Natura 2000 area.

Of the ecological focus areas reported under greening, productive areas dominated.
In 2016, they constituted 58%, with nitrogen binding crops and catch crops
predominating.

Greening should add value beyond the basic requirements for receiving direct
payments. However, there are also situations of overlapping greening requirements and
cross-compliance, i.e. on the one hand certain pro-environmental practices are required
as part of good agricultural culture, while on the other they can be declared as ecological
focus areas. In some EU member states, including Poland, the requirements of good
agricultural culture overlapped with pro-ecological areas in regard to maintaining buffer
zones, ponds, ditches, coppices and catch crops.

The purpose of the article was also to show the level of public awareness in EU
countries regarding the use of CAP instruments and their justification in the context of
environmental protection. These opinions were based on the Eurobarometer opinion
poll”®, which was published in December 2017. These studies were conducted on a
sample of over 28,000 direct questionnaire interviews. Regarding the most important
obligations of farmers towards society, respondents emphasized providing healthy and
safe high quality food (55% in the EU, 48% in Poland), ensuring the welfare of farm
animals (28% in the EU and 14% in Poland), as well as protecting the environment and
fighting against climate change (25% in the EU and 15% in Poland). When asked
whether problems relating to agriculture and rural areas should be dealt with at the EU,
national or local level, very interesting answers were obtained. Namely, respondents
stated that ensuring healthy and safe food products as well as guaranteeing food supplies
should rest on the European Union (51% of EU respondents). Also, ensuring an adequate
standard of living for farmers should be part of the Common Agricultural Policy (44% of
EU respondents). When asked whether they had heard about the support that is given to
farmers within the CAP, 67% of respondents answered “yes” and 61% thought that the

Public opinion on the Common Agricultural Policy, Eurobarometer, https://ec.europa.eu/info/food-farming-
fisheries/key-policies/common-agricultural-policy/cap-glance/eurobarometer_en ( 3/15/2019)
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CAP benefits not only farmers but also all Europeans. In addition, 62% of respondents
said that the CAP contributes to mitigating the effects of climate change. When asked
whether farmers' support at 1% of the total public expenditure of 28 Member States and
almost 40% of the total EU budget is appropriate, 45% answered “yes” and 26% said
that it was too low. About 44% of respondents said that this support should be higher in
subsequent years, and 12% said that support should remain at the same level.

Summing up the results of the Eurobarometer research, it is necessary to emphasize
the great awareness of European society regarding the Common Agricultural Policy.
Over 60% of respondents are aware of the great importance of the CAP instruments
carried out to mitigate the negative effects of climate change. In addition, citizens and
therefore also consumers of food products are aware that proper agricultural policy
makes it possible to provide healthy and safe food.

Conclusions

The aim of the article was to show whether the introduction of payments for greening
within the CAP has contributed to an increase in the area of permanent agricultural land
and ecological crops, which have a positive impact on the natural environment. Research
has shown that the introduction of greening payments under the EU CAP has not
increased the area allocated to areas that are beneficial from the environmental and
climate point of view. The introduction of greening requirements meant that only 1% of
UAA in the EU required land diversification and around 1% of UAA required the
introduction of ecological focus areas. Does this mean that the European Commission
did not make sense? The author's task was to separate whether subsidies related to
environmental practices as part of direct payments resulted in greater awareness of
farmers themselves that their activities could have a positive impact on the environment.
Farmers know that as part of direct payments they receive funds for undertaking
practices that are friendly to environmental protection and climate. They also realize that
if they fail to meet these requirements, they will lower their levels of payments, which
can have a significant negative impact on their income. In addition, EU citizens, as
shown by Eurobarometer surveys, are highly aware of the importance of using pro-
environmental instruments under the CAP. This is a promising and extremely important
signal, because we know that our positive action begins with the awareness of the
significance of a given problem, while without awareness, our action either does not take
place or is very limited.
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PROACTIVE PURCHASE BEHAVIOUR AND THEIR
RELATIONS IN SIMPLE SATISFACTION MODEL

The purpose of the paper was to verify how proactive shopping behaviours, as declared by
the respondents, affect the relationship between expectations, perceived quality and customer
satisfaction within a simple satisfaction model. The subject of research was supermarket
customers. The authors of the article assumed ten proactive shopping behaviours and then built
and verified a satisfaction model in the groups of respondents declaring, or not declaring, the
given behaviour.

The main conclusions resulting from the analysis is that satisfaction with purchases is more
determined by the perceived quality in the case of customers who declare frequent purchases of
products that improve the standard of living, consistency in purchasing perceived products and
rapidity of purchasing decisions.

Keywords: consumer research, proactive consumer behaviour, satisfaction model, structural
equation modelling (SEM)
JEL Codes: M310, L810

Introduction

A buyer is not left alone in a purchase decision process. In addition to the influence of family
or friends, buyers are influenced by marketing communication which uses various
instruments to attract their attention. It depends on the buyer how much information s/he
receives, how much s/he absorbs from marketing communications or how much s/he engages
in the preparation of the offer (e.g. prosumption), before making a purchase decision.
Readiness to acquire the knowledge on a given topic, finding information,
taking active steps to adapt the environment to own needs are some examples of
proactive behaviours mentioned in the literature in the context of work or career (Ch. H.
Wu and S. K. Parker', M. L. Mallin et al.2, Ling at al.*, Ismail et al.*, Claes and Loo°). In
this respect, the buyer can also be proactive when s/he takes actions, such as: searching

' Ch. H. Wu and S. K. Parker: Thinking and acting in anticipation: A review of research on proactive behavior.
Advances in Psychological Science, 21(4)/2013, p. 679-700.

2 M. L. Mallin, Ch. B. Ragland and T. A. Finkle: The proactive behavior of younger salespeople: Antecedents
and outcomes. Journal of Marketing Channels, 21/2014, p. 268-278.

3 N-P. Ling, N. F. A. Bandar, F. A. Halim and A. L. Muda: Proactive behaviour as a mediator in the
relationship between quality of work life and career success. International Journal of Business and Society, 18
S4/2017, p. 701-709.

4 A. Ismail, W.A.W.M Nowalid and R.A. Bakar: Proactive behaviour as a mediator of the relationship between career
management and career satisfaction. Jurnal Pengurusan (UKM Journal of Management), 48/2016, p. 99-110.

> R. Claes and K. V. Loo: Relationships of proactive behaviour with job-related affective well-being and
anticipated retirement age: an exploration among older employees in Belgium. European Journal of Ageing,
8(4)/2011, p. 233-241.
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for offers, analysing technical data, comparing, checking rankings, testing products,
visiting various points of sale, etc. The scope of proactivity of the buyers may be
different, change in time and adapt to the certain circumstances.

Literature review

The decisions of clients and their behaviours are determined by numerous factors
described extensively in various publications by such authors as M. Miczynska-
Kowalska®, A. Falkowski and T. Tyszka7, A. Rybowskag, D. Mironska’, L. Rudnicki'®,
L. Piersiala''. These factors can be both objective and subjective in nature. The first
group includes the testing of products, the rankings created by reputable institutions, etc.,
while the second group contains, for example, habits and customs. Undoubtedly, the
decision involves some effort which is designed to meet a specific need and the
elimination of some kind of discomfort. At the end of this process, satisfaction should
appear, as a result of fulfilling the needs. For this reason, the client tries to do everything
worth the effort to achieve the goal.

Buyers behave differently when purchasing common goods (e.g. routine purchases), and
when buying a product worth a much larger part of their income. Regardless of what
products the decision concerns, it may entail different behaviours, i.e. the buyer can passively
accept the market offer, not devoting time to look for alternatives or he may actively seek the
best offer, ignoring or thoroughly analysing marketing information from different companies.
Such behaviours correspond to the idea of proactive personality proposed by Bateman and
Crant'?. In their opinion, the proactive personality is distinguished by: scanning the
environment and identifying the opportunities for constructive change, showing initiative and
taking action, and persevering until change is affected. In this context, attributes of such a
personality correspond to the various actions of the buyers, e.g. intentional and unintentional,
voluntary or compulsory behaviours'.

In addition, a closer look at the trends of behaviour described by K.
Liczmanska'*, demonstrates the features that predestine purchase proactiveness, e.g.:
e consciousness (the consumers know their needs and expectations),
e seeking information (with a distance to advertisements),

¢ M. Miczynska-Kowalska: Istota konsumpcji i zachowan konsumenckich — zarys problematyki. Annales
Universitatis Mariae Curie-Sklodowska Lublin — Polonia. VOL. XXVI, 9, Sectio I, Wydziat Filozofii i
Socjologii UMCS, 2001.

7 A. Falkowski, T. Tyszka: Psychologia zachowan konsumenckich. GWP, Gdansk 2002.

8 A. Rybowska: Zachowania zakupowe klientow sklepow internetowych. Zeszyty Naukowe Akademii
Morskiej w Gdyni, 65/2010.

° D. Mironska: Zachowania nabywcow na rynku - trendy i wpltyw na dzialanie przedsiebiorstw. International
Journal of Management and Economics, 27/2010, s. 114-132.

' L. Rudnicki: Zachowania konsumentéw na rynku. PWE, Warszawa 2012.

" L. Piersiala: Strategie zakupowe konsumentéw uwarunkowane picia. Zeszyty Naukowe Politechniki
Slaskiej. Seria: Organizacja i Zarzadzanie, Z. 68 Nr Kol. 1905/2014.

"’T. S. Bateman, J. M. Crant: The proactive component of organizational behavior: A measure and correlates.
Journal of Organizational Behavior, 14/1993, p. 103-118;

3 A. Rybowska: Zachowania zakupowe klientéw sklepow internetowych. Zeszyty Naukowe Akademii
Morskiej w Gdyni, 65/2010, s. 24.

' K. Liczmanska: Kluczowe czynniki determinujace zachowania konsumenckie na przyktadzie mieszkancow
wojewddztwa kujawsko-pomorskiego. Zeszyty Naukowe Uniwersytetu Szczecinskiego, nr 875 Problemy
Zarzadzania, Finanséw i Marketingu, 41(2)/2015, s. 115-116.
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e  expecting satisfaction (as the result of buying or using the product).

According to Bateman and Crant'” proactive people show certain behaviours. In our
opinion, these behaviours can also be related to shopping activities and scanning for change
opportunities — the buyers themselves search for information about products, consider various
options, estimate costs and choose the best and the conformable offer, and:

e set effective, change-oriented goals — proactive people are not guided only by
commonly available information, they are looking for knowledge from various
sources and confronting information, they go beyond the usual patterns, they
constantly cross boundaries from the perspective of their own perception and
other people'®,

e anticipate and prevent problems — searching for possibilities of changes, e.g. in
the case of unavailability of a product at a given point of sale, an alternative
place of purchase has been prepared,

e do different things or do things differently — search-oriented attitude, no
limitations, proactive people follow their own schemes, they are individualists,
e.g. they move around the sales space in a different way than proposed by
merchandising methods'”,

e take action — proactive people are active observers, they take matters into their
own hands,

e persevere — proactive people realize their goals, remain with their choices,
however they can change their minds if circumstances require it,

e achieve results — implementation of decisions once made, activation of other
people by influencing their attitudes, way of shopping, moving around the sales
space.

In the buyer’s mind, marketing messages shape the image of the product responding
to their needs, which frees the customer from the necessity to look for alternatives. For
some buyers, such messages are the most useful, desirable, saving time normally spent
on searching for another product. Others would rather engage themselves in the search
for alternative choices, devoting as much time to this activity as they consider necessary.
Such behaviour of buyers corresponds to two of the six selection strategies presented by
Falkowski and Tyszka'®, i.e.:

e strategy of dominance and pseudo-dominance — selection of the best alternative,

dominating over the other alternatives,

e and the strategy of the advantage of positive features — manifested in comparing
the positive features of the products and then selecting the one that has more
assumed features (there is no randomness, the choice is well-considered)

'* T. S. Bateman, J. M. Crant: Proactive behavior: meaning, impact, recommendations. Business Horizons,
42(3)/1999, p. 63-70.

' A. Banka: Intencjonalne konstruowanie przysziosci i wyprzedzajace realizowanie celéw: walidacja Skali
Proaktywnosci Ogolnej. Czasopismo Psychologiczne. Psychological Journal, 21(1), 2015, s. 10.

7 G. Biesok, J. Wyréd-Wrébel: Merchandising w tancuchu dostaw. Wybrane Zagadnienia Logistyki
Stosowanej,

Komitet Transportu Polskiej Akademii Nauk, 3/2006,s. 111-119.

'8 L. Piersiala: Strategie zakupowe konsumentéw uwarunkowane picia. Zeszyty Naukowe Politechniki
Slaskiej. Seria: Organizacja i Zarzadzanie, Z. 68 Nr Kol. 1905/2014, s. 95 za: A. Falkowski, T. Tyszka:
Psychologia zachowan konsumenckich. GWP, Gdansk 2002.
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Frequently such clients participate in the creation of marketing processes. For
example, introducing certain innovations in the product or service, to better fulfil the
needs and expectations of current and future customers'. A similar market activity is
also prosumption, which can also be classified as a proactive consumer behaviour.

A. Banka® points out that the proactive person takes causative action actively and
subjectively, takes the initiative in improving current circumstances or creating new
ones; involves challenging the status quo rather than passively adapting to present
conditions”'. The concept of proactivity is similarly defined by Bateman and Crant™.
According to the authors, being proactive means taking the initiative and changing
things in the intended direction, for the better.

Being a proactive consumer means searching for information, confronting the
knowledge coming from various sources, taking the initiative related to learning the
market offer, possessing a resistance to marketing activities such as advertising,
promotion at the point of sale, etc. This does not mean, however, that this kind of person
always behaves in the same way in every situation, or that his purchase behaviour might
sometimes show symptoms of proactivity and in other situations, might not. Regardless
of criteria guiding the buyer or how much he will be proactive in his actions, his
decisions have one goal — satisfaction with the choice. The proactivity in shopping
behaviour can only be a factor supporting the satisfaction, which does not mean that it
leads to satisfaction directly.

Research methodology and data collection

The main objective of the research was to verify whether proactive shopping behaviour
declared by respondents has an influence on the relationship between expectations,
perceived quality and customer satisfaction in a simple satisfaction model. The research
concerned supermarket customers, and the used methods were: surveys and structural
equations modelling methods (SEM).

The authors, based on a literature review, assumed ten behaviours which can
manifest a proactive shopping attitude (Table 1). In the survey questionnaire,
descriptions of these activities were formed as questions which respondents had to
answer, assessing their behaviour in the 5-point Likert scale from absolutely disagree (1)
to completely agree (5) with the neutral element: hard to say (3).

The first part of the questionnaire included assessment of purchasing behaviour and
the general profile of the customer. In the second part, the respondents were able to
evaluate 1, 2 or 3 selected supermarkets, specifying the frequency of shopping,
willingness to recommend this supermarket (according to the NPS methodology),
opinion about the supermarket in 35 aspects (similarly on the Likert scale, identical to
the one described above). One question was about the overall level of satisfaction
(Generally, I am satisfied with shopping at this supermarket).

' A. 1. Baruk: Prosumpcja jako wielowymiarowe zachowanie rynkowe. Zakres aktywnos$ci marketingowej
wspolczesnych nabywcoéw. PWE, Warszawa 2017, s. 23.

2 A. Banka, 2015, op. cit., s. 8.

21 J. M. Crant: Proactive behavior in organizations. Journal of Management, 26(3)/2000, s. 436.

2T, S. Bateman, J. M. Crant, op. cit., 1999, s. 63.
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Table 1. Descriptions of proactive shopping behaviours used in the study

Code  Description

A01 1 often buy products that improve my quality of life

A02 Consistently I try to buy products which I have imagined

A03 If I notice problems during shopping, I inform customer service

A04 I react to problems with the quality of goods (e.g. I make a complaint)

A05 If I need something or intend to buy something, I do it immediately

A06 I make purchase decisions quickly

A07 I always use the sales promotions/actions first

A08 Changes introduced in stores (e.g. changes in the location of goods) are not a problem for me

A09 1 try to track price bargains

Al10 1 consult significant purchases with family and friends

Source: Authors’ own research.

These statements were used as manifest variables in a simple satisfaction model.
The model assumed that customer expectations remain in relation to the perceived
quality and indirectly affect the satisfaction.

The selected model did not include the direct impact of expectations on satisfaction
because in our previous studies we stated that there was no significant, direct impact of
expectations on the satisfaction of supermarket customers>. The satisfaction model used
for this study is presented in Figure 1.

Expectations Perceived quality Satisfaction

Figure 1. Satisfaction model used in the study
Source: Authors’ own research.

We used structural equation modelling (SEM) methodology to verify the model.
Assumptions of the modelling are presented in Table 2.

Table 2. Assumptions of constructed models

Modelling method Structural equations modelling (SEM)
Partial least squares method (PLS)
Measuring manifest variables Survey research
S-point Likert scale
Latent variable blocks Reflective
Verification of the Cronbach’s a coefficient
measurement model Dillon-Goldstein’s p coefficient
Estimation Bootstrap (100 subsamples)
Intercept = 0 in inner model equations
Assessment of the moderation Modelling in groups
effect T-test on significance of the difference of the means in groups
Coefficient of moderating effect f*
Calculations PLSPM in R environment

Source: Authors’ own research.

2 G. Biesok, J. Wyrdéd-Wrébel: Relacje pomiedzy postrzegana jakoscia uslug i satysfakcja klientow
supermarketow. Problemy Jakosci 50(5)/2018, s. 27-32.
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Survey questionnaires were distributed in southern Poland, in the Silesian and Lesser
Poland voivodships, using a snowball method. After the formal and substantive control,
247 questionnaires were approved for further analysis. The basic characteristics of the
surveyed population are presented in Table 2.

Table 2. Sample characteristics

Feature Percent Supermarkets Percent

Gender female 72,5% Biedronka 34,0%
male 27,5% Lidl 17,4%

Age no data 1,7% Tesco 8,5%
less than 18 yr. 0,8% Kaufland 8,1%
18 -25 37,5% Lewiatan 6,5%
25-40 26,7% Dino 3,6%
40 — 65 30,8% Delikatesy Centrum 3,6%
65+ 2,5% Other 18,3%

Voivodship Silesian 85,8%
Lesser Poland 14,2%

Source: Authors’ own research.

Findings

In the first step, a satisfaction model was determined on data from the whole sample
(Figure 2). Assessment of the external (measurement) model gave satisfactory results —
all blocks of manifest variables showed sufficient internal consistency (Cronbach's o and
Dillon-Goldstein’s p coefficients were higher than 0.7 — Table 3).

Satisfaction
R?=0,513

Perceived quality
R*=0,399

Expectations

Figure 2. Satisfaction model determined on data from the whole sample
Source: Authors’ own research.

Table 3. Evaluation of the measurement model

Latent variable The number of Cronbach’s o Dillon-Goldstein’s
manifest variables p

Expectations 5 0.813 0.870

Perceived quality 8 0.864 0.894

Satisfaction 3 0.856 0.913

Source: Authors’ own research.

Next, the respondents were divided into two groups: those who positively
responded to proactive aspect (I agree, I completely agree) and the others. These groups
were named respectively: group T and group N. The structure of respondents due to this
division is shown in Figure 3.

We determined the model for each of these aspects and for each of these groups
separately and examined the differences between the coefficients of the corresponding
paths in the model. The significance of this difference was assessed using the t-test. The
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results are presented in Table 4. The significant differences were marked with an asterisk
(*) and with the value of significance threshold (p-values). The remaining differences
are statistically insignificant.

Lo . . | \
A10 I consult s1gn1ﬁcan? purchases with family and 56,7%
friends | | | |

|
A09 I try to track price bargains 50,0%
| \ \ | |
A08 Changes introduced in stores (e.g. changes in 3
the location of goods) are not a problem for me | S / | 3‘2’5 0
| \ \ |
A06 I make purchase decisions quickly 48,3%
| | \ |

A0S If I need somethl_ng or mt_end to buy something, 66.7%
I do it immediately | | | |

A07 I always use the sales promotions/actions first

A04 I react t((:: _Zr_olbrlgii 2/122 1;}:1 ;E;ti)hty of goods | 73"3% |
AO03IfI not1cIeiE;gzifrtI]1‘lse c;l;gricgethe shopping, | 49,2"‘6 |
A02 Consistenly 1 tr}; rtr?ag?rf; groducts which I have | 51’7%‘) |
A01 I often buy products1 itfl;at improve my quality of 56,7% |

| ] | |

T T T T T 1

0,0%  20,0% 40,0% 60,0% 80,0% 100,0%

® No and hard to say (group N) Rather yes and yes (group T)

Figure 3. The structure of the respondents due to the proactive behaviours
Source: Authors’ own research.

Table 4. Differences between the coefficients of the corresponding paths in the model

Aspect Expectations — Perceived quality Perceived quality — Satisfaction
(path coefficients) (path coefficients)
Group N Group T Significance of Group N Group T Significance of
the difference the difference

A01 0.6424 0.6433 0.4945 0.6428 0.7824 0.0399*

p<0.05
A02 0.5945 0.5945 0.1775 0.6072 0.8095 0.0065*

p<0.01
A03 0.6559 0.6198 0.2596 0.7815 0.6813 0.0928
A04 0.5968 0.6519 0.4035 0.7780 0.7008 0.1530
A05 0.7202 0.5849 0.0517 0.6327 0.7679 0.0281*

p<0.05
A06 0.6390 0.6189 0.3378 0.6704 0.7639 0.1088
A07 0.6401 0.6379 0.4714 0.6958 0.7794 0.1409
A08 0.6354 0.6516 0.4306 0.7008 0.7558 0.3064
A09 0.6171 0.6171 0.2798 0.6987 0.7541 0.1988
Al10 0.7331 0.5513 0.0181* 0.7791 0.6773 0.0834

p<0.05

Source: Authors’ own research.
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In four cases, proactive behaviour exerts a moderating influence on the relationship
between variables in the model. To assess the size of this moderation effect we used the
f* index calculated according to the formula:

R2 R2

fz _ with moderator — Mwithout moderator

N 1—RZ?

with moderator

Where R is the coefficient of determination of the latent variable in the model. An
absolute value f* above 0.15 means moderate, and above 0.35 — a significant moderation
effect. The results of calculations are presented in Table 5.

Table 5. Evaluation of moderating effects determined in the study

Aspect Latent R’ R? IS Effect
variable GroupN  Group T

Al I often buy products that improve my Satisfaction ~ 0.413 0.612 0.51 Significant

quality of life

A2 Consistently I try to buy products Satisfaction ~ 0.369 0.656 0.83 Significant

which I have imagined

A5 If I need something or intend to buy Satisfaction  0.400 0.590 0.46 Significant

something, I do it immediately

A10 I consult significant purchases with Perceived 0.537 0.459 -0.14  Moderate,

family and friends quality reverse

Source: Authors’ own research.

Summary and Conclusions

In the conducted research we tried to answer the question of how proactive purchasing
behaviour declared by the respondents influences the formation of customer satisfaction
models. We used SEM methodology and the modelling in groups approach.

Despite using a wide set of 10 factors describing proactive shopping behaviour,
only in four cases were significant differences detected. The satisfaction with purchases
is determined by the perceived quality to a greater extent, in the case of customers
declaring the following shopping behaviour:

e frequent buying of products that improve the standard of living,

e the consistency in purchasing perceived products,

e quickness (urgency) in purchasing decisions.

In addition, consultation of family or friends in important purchases has a reverse
moderating effect. In the group of people declaring such behaviour, the perceived quality
of supermarket services is less determined by customer expectations.

We can conclude that for customers demonstrating some proactive shopping
behaviour, perceived quality is the main factor of satisfaction with purchases that were
made.

An important problem of our modelling is the unsatisfactory model fit. We used the
GoF (goodness of fit) to assess model fit and in individual cases it reached values in the
range of 0.5-0.6 (when preferred values are at least above 0.7). This means that research
conclusions should be taken with caution, treated as preliminary and verified in future
studies.
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In future research it would be necessary to take into account other factors than those
described in the publication and to verify their impact on the relations between variables
in the model. One can also consider a quantitative description of some proactive factors
(e.g. using data on the frequency of purchases, time spent on purchases, etc.).

Further research on proactive shopping attitudes and their impact on customer
satisfaction, creating a profile of clients characterized by proactive shopping behaviour,
would also have practical implications — it would allow better matching of the product
offer, sales space including product displays and the offer of commercial services to the
needs of proactive people.
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Proaktywne zachowania zakupowe i ich relacje w prostym modelu
satysfakcji

Streszczenie

Celem przeprowadzonych badan byta ch¢é weryfikacji czy 1 w jakim stopniu deklarowane przez
respondentdw proaktywne zachowania zakupowe wplywaja na relacje migdzy oczekiwaniami,
postrzegana jakoscia a satysfakcja klientoéw w prostym modelu satysfakcji. Podmiotem badan byli
klienci supermarketow.

Autorzy artykuhu przyjeli dziesigé¢ zachowan, w ktorych moze demonstrowacé si¢ proaktywna
postawa zakupowa. Nastepnie ustalono modele satysfakcji w grupach respondentow deklarujacych
lub niedeklarujacych dane zachowanie. Glownymi wnioskami wynikajacym z analiz jest to, ze
satysfakcja z zakupéw w wigkszym stopniu zdeterminowana jest przez postrzegana jako$¢ w
przypadku klientéw deklarujacych czgste kupowanie produktow, ktore poprawiaja poziom zycia,
konsekwencj¢ w nabywaniu upatrzonych produktow oraz szybko$¢ (niezwloczno$é)
podejmowanych decyzji zakupowych.

Stowa kluczowe: badania konsumenckie, proaktywne zachowania zakupowe, model satysfakc;ji,
modelowanie rownan strukturalnych (SEM)
JEL Codes: M310, L810
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Przestanki dzialan odpowiedzialnych spolecznie
w kontekscie czynnikow kreacji wartosci przedsigbiorstwa:
wyniki badan

MOTIVES FOR SOCIALLY RESPONSIBLE ACTIVITIES IN
THE CONTEXT OF VALUE CREATION FACTORS:
RESEARCH RESULTS

Artykut prezentuje wyniki badan empirycznych, wpisujqcych sie w nurt dotyczqcy zwiqzku
pomiedzy aktywnosciq przedsiebiorstwa w obszarze dzialan spolecznie odpowiedzialnych,
a efektywnosciq dzialalnosci. Wiele z dotychczas przeprowadzonych badan empirycznych
koncentrowato sie na zaleznosciach zachodzqcych pomiedzy dziataniami CSR a miarami kreacji
wartosci przedsiebiorstwa. W niniejszych badaniach przyjeto natomiast inng optyke, pozwalajacq
na ocene zwiqzku pomiedzy dzialaniami CSR a czynnikami istotnymi dla kreacji wartosci
przedsigbiorstwa (w oparciu o wyniki badania ankietowego). Celem badan byla weryfikacja
hipotezy o wystepowaniu zaleznosci pomiedzy realizacjq dziatan CSR a rangq korzysci z tych
dziatan, identyfikowanych w aspektach i obszarach dziatalnosci o kluczowym znaczeniu
dla poprawy  zdolnosci  do  kreacji  wartosci  przedsigbiorstwa.  Badania  wykazaly,
ze przedsiebiorstwa, ktore wykazujq sie wyzszq aktywnosciq dziatan CSR oraz podejmujqce takie
dziatania regularnie, wyzej ocenity korzysci z tym zwiqzane, istotne dla poprawy zdolnosci
do kreacji wartosci.

Slowa Kkluczowe: odpowiedzialno$¢ spoteczna przedsigbiorstwa, czynnik kreacji wartosci
przedsigbiorstwa, teoria interesariuszy
JEL codes: G32, 016, M14

Wstep

Koncepcja spotecznej odpowiedzialnosci przedsigbiorstwa (CSR) jest definiowana w roézny
sposob, z uwzglednieniem réznych wymiaréw (ekonomicznego, S$rodowiskowego i
spotecznego), przejawow 1 kontekstow (relacje z interesariuszami, dobrowolnos¢)
podejmowanych dziatan'. Kluczowa kwestia sa oczekiwania spoleczne, na ktére
przedsigbiorstwo odpowiada poprzez swoje dziatania, w celu uzyskania akceptacji spoleczne;j,
zwiekszenia prestizu i budowy kapitatu zaufania’. Nawiazuje to do zasad dobroczynnosci i
powiernictwa, ktore tworza fundament spotecznej odpowiedzialnosci biznesu.

' A. Dahlsrud: How corporate social responsibility is defined: an analysis of 37 definitions, Corporate Social
Responsibility and Environmental Management 15/2008, s. 1-13.

2 AB. Carroll: A three-dimensional conceptual model of corporate social performance, Academy of
Management Review 4(4)/1979, s. 497-506; S.P. Sethi: Dimensions of corporate social responsibility,
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Zainteresowanie koncepcja CSR wzrasta pod wplywem popularyzacji koncepcji
Zrownowazonego rozwoju czy wzrostu $wiadomosci spoleczenstwa w zakresie kosztow
zewnetrznych dzialalno$ci przedsigbiorstw (problemy spoteczne, etyczne czy ekologiczne).
Spoteczenstwo oczekuje, ze przedsigbiorstwa beda podejmowac aktywne dziatania w celu
rozwiazania problemow, do powstania ktorych sie przyczyniaja’. Jednoczesnie poprawa
transparentnosci dziatania, pozwala interesariuszom oceni¢ czy przedsigbiorstwo odpowiada
na zglaszane przez nich oczekiwania’. Niniejszy artykul wpisuje si¢ natomiast w nurt
badawczy dotyczacy zwiazku pomigdzy aktywnoscia CSR aosiaganymi wynikami
finansowymi. Zwiazek ten jest przedmiotem wielu prac, brakuje jednak jednoznacznych
rozstrzygnig¢ w tym zakresie. W warstwie koncepcyjnej, prezentowane w niniejszym
opracowaniu badania odwoluja si¢ gtéwnie do hipotezy wplywu spotecznego, a takze do
teorii interesariuszy’. Podejécie to wiaze si¢ z koncepcja ,oéwieconego” kapitalizmu
menedzerskiego, zgodnie z ktorym maksymalizacja wartosci przedsigbiorstwa dla
akcjonariuszy nie moze odbywaé si¢ bez poszanowania intereséw pozostatych grup’, a
efektywne zarzadzanie relacjami z interesariuszami prowadzi do wzrostu warto$ci
przedsigbiorstwa’. Prezentowane w niniejszym opracowaniu badania empiryczne maja na
celu udzieli¢ odpowiedzi na pytanie, czy przedsigbiorstwa, ktore angazuja si¢ w dziatania
CSR, identyfikujg korzysci podjecia tych dziatan w odniesieniu do poprawy zdolnosci do
kreacji wartosci.

W czgscei pierwszej artykutu przedstawiono krotki przeglad dotychczasowych badan w
nurcie zwiazkow pomigdzy aktywnoscia CSR a wynikami dziatalno$ci przedsigbiorstwa. W
drugiej czgsci omowiono koncepcjg i metodyke przeprowadzonych badan empirycznych, a w
czescei trzeciej — wyniki 1 dyskusjg. Ostatnia czg$¢ zawiera podsumowanie.

Podstawy teoretyczne

Analiza potencjalnych zwiazkow pomigdzy dziatalno$cia CSR a wynikami finansowymi
przedsigbiorstwa zostala przedstawiona w pracy®. Zauwazono, ze zwiazek ten, jesli w
ogole wystepuje’, moze mieé charakter pozytywny (hipoteza wpltywu spotecznego) lub

California Management Review 23(3)/1981, s. 526-538; K.V. Lins, H. Servaes, A.Tamayo: Social capital,
trust, and firm performance: The value of corporate social responsibility during the financial crisis, Journal of
Finance 72/2017, 5.1785-1823.

3 1.D. Margolis, J.P. Walsh: People and Profits? The Search for a Link between a Company’s Social and
Financial Performance, Lawrence Erlbaum: Mahwah, New Jersey 2001.

4 R. Bénabou, J. Tirole: Individual and corporate social responsibility, Economica 77/2010, s. 1-19.

’ R.E. Freeman: Strategic Management. A Stakeholder Approach, Pitman Books Limited, Boston 1984;B. Cornell,
A.C. Shapiro: Corporate Stakeholders and Corporate Finance, Financial Management Spring 1987, s. 5-14.

¢ E. Brigham, J. Houston: Podstawy zarzadzania finansami, PWE, Warszawa 2005, s. 41; A. Cwynar, W.
Cwynar: Kreowanie wartosci spoiki poprzez dlugoterminowe decyzje finansowe, Polska Akademia
Rachunkowosci, Warszawa — Rzeszow 2007, s.13-14; A. Dos$: Warunki i strategie kreacji wartosci
przedsigbiorstwa w oparciu o odpowiedzialno$¢ spoteczna —ujecie syntetyczne, Finansowy Kwartalnik
Internetowy ,,e-Finanse, 7(3)/2011, s. 29-41.

" A.J. Hillman, G.D. Keim: Shareholder Value, Stakeholder Management and Social Issues: What’s the Bottom
Line? Strategic Management Journal 22/2001, s. 125-139.

8 L.E. Preston, D.P. O’Bannon: The corporate social-financial performance relationship: a typology and
analysis, Business & Society 36/1997, s. 419-429.

° Niektére badania wskazuja na brak zwiazku pomigdzy dziataniami CSR a wynikami finansowymi
przedsigbiorstwa np. M. Brine, R. Brown, G. Hackett: Corporate social responsibility and financial
performance in the Australian context, Economic Round-up, Autumn 2007, s. 47-58; R.K. Mittal, N. Sinha, A.
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negatywny (hipoteza substytucji). Dyskusyjny jest takze kierunek oddzialywania, a wigc
rozstrzygnigcie, czy poprawa sytuacji finansowej przedsigbiorstwa jest rezultatem
podejmowanych dziatan CSR (hipoteza wptywu spolecznego), czy tez moze to wyniki
finansowe warunkuja skale¢ zaangazowania przedsigbiorstwa w CSR (hipoteza
dostepnosci $rodkow na dziatalnosé CSR)'’. Przeprowadzone do tej pory liczne badania
empiryczne'' nie pozwalaja na sformutowanie jednoznacznych wnioskow'?.

Znaczna czg$¢ badan potwierdza hipotezg wpltywu spotecznego, wskazujac
na pozytywny, staby, ale istotny statystycznie zwiazek migdzy tymi wymiarami
dziatalnosci przedsiebiorstwa'>. Mozna oczekiwaé zatem, ze wiaczenie koncepcji CSR

Singh: An analysis of linkage between economic value added and corporate social responsibility, Management
Decision 46(9)/2008, s. 1437-1443; M. Sobczyk: W poszukiwaniu wpltywu dokonan CSR na wyniki
finansowe, Prace Naukowe Uniwersytetu Ekonomicznego We Wroctawiu 436/2016, s. 261-269.

1% Na potencjalne warianty zaleznosci zachodzacych miedzy aktywnoscia CSR a wynikami ekonomicznymi
przedsigbiorstwa wskazata takze M. Marcinkowska (2010), opisujac zalozenia tezy o harmonii i dysharmonii
celow ekonomicznych i dziatan CSR. Por. M. Marcinkowska: Spoteczna odpowiedzialno$¢ przedsigbiorstw a
ich wyniki ekonomiczne — aspekty teoretyczne, Przeglad Organizacji 10/2010, s. 7-10.

" Friede G. i inni (2015) opracowali studium ponad 2000 badan empirycznych dotyczacych zwiazkéw miedzy
wynikami finansowymi a dziatalnoscia CSR, potwierdzajace niejednoznacznos¢ wynikow. Por. G. Friede, T.
Busch, A. Bassen: ESG and financial performance: aggregated evidence from more than 2000 empirical
studies, Journal of Sustainable Finance & Investment 5/2015, s. 210-233.

12 Cze$é publikowanych badan potwierdza hipoteze substytucji o negatywnym zwiazku miedzy CSR a
wynikami finansowymi przedsigbiorstwa, odwotujaca si¢ do opinii Friedmana M. (1970) na temat powinnosci
przedsigbiorstwa. Wyzsza aktywno§¢ CSR prowadzi do wzrostu kosztéw i w rezultacie obnizenia wynikow
finansowych przedsigbiorstwa, w szczegdlnosci wydajnos¢ i wyniki finansowe przedsigbiorstwa spadaja, gdy
dziatania CSR sa niespdjne i prowadzone sporadycznie, bez potaczenia z globalng strategia rozwoju (Tang Z. i
inni, 2012). Inne badania potwierdzaja hipotezg dostgpnych srodkow wskazujaca na zalezno$¢ dziatan CSR od
wynikéw finansowych przedsigbiorstwa. Nawiazuje to do stanowiska P. Druckera (1992), zgodnie z ktorym
warunkiem podjgcia petniej odpowiedzialno$ci przez przedsigbiorstwo za swoich interesariuszy i za swoje
oddziatywanie na otoczenie jest osigganie odpowiednich wynikéw finansowych. Laczy sig¢ to z hipoteza
wolnych przeplywow pienigznych — przedsigbiorstwo wykorzystuje wewngtrzne zroédla finansowania do
dziatan CSR,  zmniejszajac zasob $rodkow finansowych pozostajacych w dyspozycji menedzeréw, co
ogranicza problem agencji i moze by¢ korzystne dla wszystkich interesariuszy (McGuire J.B. i inni, 1988;
Whelan T., Fink C., 2016). Podobna niejednoznaczno$¢ podkreslaja w swojej pracy (Chang D., Kuo L., 2008;
Friede G. i inni, 2015). Por. M. Friedman: The social responsibility of business is to increase its profits, New
York Times Magazine, September 13 1970, s. 32-33; Z. Tang, C.E. Hull, S. Rothenberg: How corporate social
responsibility engagement strategy moderates the CSR—financial performance relationship, Journal of
Management Studies 49(7)/2012, s. 1274-1303; P. Drucker: The new society of organizations, Harvard
Business Review September- October 1992, s. 95-104; J.B. McGuire, A. Sundgren, T. Schneeweis: Corporate
social responsibility and firm performance, Academy of Management Journal 31/1988, s. 854-872; T. Whelan,
C. Fink C.: The comprehensive business case for sustainability. Harvard Business Review 21/2016 (October),
s. 1-10; D. Chang, L. Kuo: The effects of sustainable development on Firms’ Financial performance — and
empirical approach, Sustainable development 16(7)/2008, s. 364-380; G. Friede, T. Busch, A. Bassen: ESG
and financial performance: aggregated evidence from more than 2000 empirical studies, Journal of Sustainable
Finance & Investment 5/2015, s. 210-233.

'3 Fernando C.S. i inni (2017) wykazali, ze wiasciwa polityka zarzadzania ryzykiem $rodowiskowym sprzyja kreacji
wartosci. Natomiast Waddock S. i Graves S. (1997) zauwazyli, ze zwiazki migdzy wynikami finansowymi a
dziatalnoscia CSR zalezne sa od sektora dziatalno$ci. Por. C.S. Fernando, M.P. Sharfiman, V.B. Uysal: Corporate
environmental policy and shareholder value: Following the smart money, Journal of Financial and Quantitative
Analysis 52/2017, s. 2013-2051; S. Waddock, S. Graves: Finding the link between stakeholder relations and quality of
management, Journal of Investing 6/1997, s. 20-24. Zob. réwniez prace: J.D. Margolis, J.P. Walsh: People and
Profits? The Search for a Link between a Company’s Social and Financial Performance, Lawrence Erlbaum:
Mahwah, New Jersey 2001; B. Bek-Gaik, B. Rymkiewicz: Spoleczna odpowiedzialno$¢ przedsigbiorstw a finansowe
miary dokonan, Zeszyty Naukowe Uniwersytetu Szczecinskiego, nr 804, Finanse, Rynki Finansowe, Ubezpieczenia
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do strategii przedsigbiorstwa powinno prowadzi¢ do poprawy jego relacji z
interesariuszami, umocnienia pozycji konkurencyjnej i zwigkszenia stopnia
innowacyjnosci'®, poprawy wynikow finansowych, a w dtugim horyzoncie - do wzrostu
wartoéci przedsigbiorstwa'>. Analiza potencjalnych korzyéci z zaangazowania w
dziatalno$§¢ CSR mozliwa jest na podstawie identyfikacji czynnikow determinujacych
zdolno$¢ przedsigbiorstwa do kreacji wartosci, ktore sa wypadkowa dziatan
przedsigbiorstwa, charakteru jego otoczenia oraz ich wzajemnych oddziatywan'.
Korzysci dziatan CSR istotne z punktu widzenia zdolnosci do kreacji wartosci mozna
pogrupowaé na ogdlnobiznesowe, operacyjne i finansowe oraz bezposrednio i posrednio
oddzialujace na warto$¢ przedsigbiorstwa'’. Projektujac badanie empiryczne
(przedstawione dalej) zatozono zatem pozytywny wptyw dziatan CSR na relacje z
interesariuszami, a w rezultacie na sytuacj¢ finansowa przedsigbiorstwa, w tym poprawe
jego zdolnosci do kreacji wartosci. W szczeg6lnosci odniesiono si¢ do czynnikow
kreacji warto$ci przedsigbiorstwa wskazanych przez Rappaporta'® oraz uwzglednionych
w modelu ekonomicznej wartosci dodanej EVA sformutowanym przez Stewarta'’,

Koncepcja i metodyka badan

Na przetomie 2018/2019 r. przeprowadzone zostalo badanie ankictowe
na ogodlnopolskiej probie 300 przedsigbiorstw (dobor losowy proby), dotyczace praktyk
spotecznej odpowiedzialnosci biznesu (CSR) i oceny ich efektow. O wypehienie
ankiety poproszone zostaly osoby, ktdre zajmuja w badanych przedsigbiorstwach
stanowiska menedzerskie, badz sa ich wiascicielami®. Charakterystyki badanych
podmiotéw, zwiazane z ich wielkoscia i skala dzialania, wskazuja ze wigkszos¢
respondentow to przedsigbiorstwa mate i $rednie”'.

W niniejszym opracowaniu prezentowane sa czastkowe wyniki tych badan,
pozwalajace oceni¢ zalezno$ci zachodzace pomigdzy podejmowaniem dziatan z zakresu

67/2014, s.137-151; J.D. Margolis, J.P. Walsh: People and Profits? The Search for a Link between a Company’s
Social and Financial Performance, Lawrence Erlbaum: Mahwah, New Jersey 2001.

!4 M. Porter, M. Kramer: Strategy and society: The link between competitive advantage and corporate social
responsibility, Harvard Business Review, December 2006, s. 78-92.

' M. Orlitzky, F.L. Schmidt, S.L. Rynes: Corporate social and financial performance: A meta-analysis,
Organization studies 24(3)/2003, s. 403-441; P.L. Baird, P.C. Geylani, J.A. Roberts: Corporate social and
financial performance re-examined: industry effects in a linear mixed model analysis, Journal of Business
Ethics 109/2012, s. 367-388.

' A. Doé: Warunki i strategie kreacji wartosci przedsigbiorstwa w oparciu o odpowiedzialno$¢ spoteczna —
ujgcie syntetyczne, Finansowy Kwartalnik Internetowy ,,e-Finanse, 7(3)/2011, s. 29-41.

' M. Marcinkowska: Spoleczna odpowiedzialnos¢ przedsigbiorstw a ich wyniki ekonomiczne — aspekty
teoretyczne, Przeglad Organizacji 10/2010, s. 7-10.

' A. Rappaport: Linking competitive strategy and shareholder value analysis, Journal of Business Strategy
7(4)/1987, s. 58-67.

' G.B. Il Stewart: The quest for value: The EVA™ management guide, Harper Business, New York 1991.

% Struktura respondentow: 41% - menedzerowie $redniego szczebla, 37% - menedzerowie wyzszego
szczebla, 22% - wlasciciele.

21 W badaniu zadano pytanie o warto$é aktywow, wartoéé przychoddéw oraz poziom zatrudnienia (wg danych
za ostatni rok obrotowy). W kazdym z przekrojéw dominowaty podmioty zaliczane do sektora MSP. Struktura
przedsigbiorstw: - wg wartosci przychodow: do 220 min zt — 68%; od 220 mln zt — 32%; wg wielkosci
zatrudnienia: do 250 pracownikow - 65%; od 250 pracownikow - 35%; wg wartosci aktywow: do 180 mln zt —
60%; od 180 min zt — 40%.
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CSR, a czynnikami, ktore przyczyniaja si¢ do kreacji warto$ci przedsigbiorstwa.
W szczegolnosei, badanie ukierunkowano na weryfikacj¢ nastepujacej hipotezy:

HI. Przedsiebiorstwa czesciej realizujqce dzialania z zakresu spolecznej

odpowiedzialnosci biznesu, nadajq wyzszq range korzysciom plynqcym z tych

dziatan w aspektach i obszarach dziatalnosci o kluczowym znaczeniu dla poprawy

zdolnosci do kreacji wartosci przedsiebiorstwa.

W ankiecie ocen¢ podejmowanych przez przedsigbiorstwo (respondenta) dziatan
z zakresu CSR zbadano w dwoch ujgciach. Pierwsze opieralo si¢ na identyfikacji
aktywnych dziatan przedsigbiorstw w obszarze CSR (praktyk CSR), popartych
posiadaniem okre§lonych certyfikatow, dokumentow wewngtrznych badz tez
ujmowaniem spotki w indeksach i rankingach CSR. Propozycjg listy praktyk CSR
zawarta w kwestionariuszu ankiety, obejmujaca 6 kategorii, przygotowano na podstawie
szczegOlowej analizy regulacji z zakresu odpowiedzialno$ci spotecznej oraz rozwiazan
stosowanych w praktyce gospodarczej przedsigbiorstw (tab. 1). Przedsigbiorstwa mogtly
udzieli¢ w ankiecie odpowiedzi ,tak” lub ,nie”, zatem uzyskane dane to zmienne
dychotomiczne (1 — dla odpowiedzi pozytywnej, 0 — dla odpowiedzi negatywnej).

Tabela 1. Zmienne uwzglgdnione w badaniu ankietowym w odniesieniu do przejawow
aktywnos$ci CSR i czynnikow kreacji warto$ci

Przejaw aktywnosci CSR Czynniki kreacji wartosci

Czy przedsigbiostwo: CSR pozwala:

(1) uzyskato certyfikat z zakresu odpowiedzialnosci (1) uzyskaé akceptacjg spoteczna dla
spotecznej (np. ISO 26000, AA1000, SA 8000, dziatalnosci przedsigbiorstwa (akceptacja
model LBG lub inne) lub/i jest sygnatariuszem spoleczna)

Global Compact (certyfikat CSR) (2) poprawic reputacjg przedsigbiorstwa

(2) uzyskalo certyfikat z zakresu systemow (reputacja)
zarzadzania ochrona Srodowiska (certyfikat (3) poprawi¢ motywacjg pracownikow
ochrona srodowiska) (motywacja pracownikow),

(3) uzyskato certyfikat z zakresu BHP (certyfikat (4) poprawi¢ wspoétpracg z podmiotami
BHP) tworzacymi tancuch dostaw (wspdipraca w

(4) stosuje Kodeks Etyki (Kodeks Etyki) tancuchu dostaw)

(5) realizuje Strategi¢ Spotecznej Odpowiedzialnosci | (5) zwigkszy¢ poziom innowacyjnosci
Biznesu lub Strategi¢ Zrownowazonego przedsigbiorstwa (innowacyjnosc)
Rozwoju lub rownowazne (strategia CSR) (6) zwigkszy¢ przychody ze sprzedazy,

(6) zostato uwzglednione na liScie rankingu przyciagajac klientow, dla ktorych wazne sa
spotecznej odpowiedzialnoséci Forum kwestie zrownowazonego rozwoju (wzrost
Odpowiedzialnego Biznesu do 3 lat wstecz i/lub przychodow)
otrzymato Listek Polityki (do 3 lat wstecz) lub (7)  obnizy¢ koszty dziatalnosci operacyjnej m.in.
jest notowane w ramach RESPECT Index do 3 poprzez lepsze wykorzystanie zasobow czy
lat wstecz (ranking CSR) ograniczenie odpadow (obnizenie kosztow)

(8)  poprawi¢ dostep do kapitatu ze zrodet
zewngtrznych przyciagajac kapitalodawcow, dla
ktorych wazne sa kwestie zrcOwnowazonego
rozwoju (poprawa dostepu do kapitatu)

(9) obnizy¢ koszt kapitatu, w zwiazku z
obnizeniem poziomu ryzyka w ocenie
inwestorow (nizszy koszt kapitatu)

(10) obnizy¢ efektywna stopg opodatkowania
(efektywnosé opodatkowania)

(11) zaobserwowac¢ korzysci w dluzszej
perspektywie czasowej (korzysci
diugookresowe)

Zrédto: opracowanie whasne.
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Drugie ujecie opierato si¢ na deklaracji respondentow dotyczacej czgstotliwosci
zaangazowania przedsigbiorstwa w realizacj¢ inicjatyw z zakresu CSR. Respondenci
proszeni zostali o wskazanie, czy dziatania z zakresu CSR s3 podejmowane w ich
przedsigbiorstwie: (1) regularnie (jako cykliczne aktywnos$ci wpisane na state w strategig
dziatania), (2) okazjonalnie (jednorazowe akcje zwiazane z okre§lonymi potrzebami),
czy tez (3) w ogdle nie sa realizowane.

Czynniki sprzyjajace kreacji wartosci oparto natomiast w ankiecie na ujgciu
A. Rappaporta i G. Stewarta”’. Respondenci poproszeni zostali o wskazanie, w jakim stopniu
prawdziwe sa okreslone stwierdzenia, odnoszace si¢ do korzysci wynikajacych z dziatan
odpowiedzialnych spolecznie. Pytanie zawieralo instrukcj¢, by odpowiedZz na pytanie
udzielona zostala z perspektywy sytuacji badanego przedsigbiorstwa (w celu
wyeliminowania subiektywnej oceny respondenta). Ocena stopnia zgodno$ci z ujgtymi
w pytaniu stwierdzeniami (zwiazanymi z czynnikami kreacji wartoSci przedsigbiorstwa)
dokonywana byla na siedmiostopniowej skali Likerta. W kwestionariuszu ankiety
zaproponowano liste 11 kategorii korzysci ptynacych z dziatan CSR, obejmujaca zaréwno
bezposrednie, jak i posrednie czynniki kreacji wartosci przedsigbiorstwa oraz uwzgledniajace
relacje przedsigbiorstwa z réznymi grupami interesariuszy tj. pracownikami, dostawcami,
klientami, inwestorami, wiascicielami i spoteczenstwem (tab. 1).

Wyniki badan i dyskusja

Wigkszos¢ sposrod badanych przedsigbiorstw wykazywata sig aktywnoscia
w podejmowaniu dzialan z zakresu CSR, potwierdzona posiadaniem stosownych
certyfikatow, regulacji wewngetrznych, badz ocena zewngtrzna (rys. 1, Panel A).
W badanej grupie najwigksza grupa przedsigbiorstw posiadala certyfikat z zakresu BHP
(ok. 82% badanych), certyfikat z zakresu ochrony srodowiska (ok. 67% badanych) oraz
Kodeks Etyki (ok. 61% badanych). Nalezy podkresli¢, iz prawie potowa badanych
podmiotéw (ponad 48%) potwierdzita posiadanie strategii spotecznej odpowiedzialnosci
biznesu lub strategii zrownowazonego rozwoju.

Panel A. Praktyki CSR Panel B. Czestotliwos¢

dzialan CSR

Ranking CSR I 17.3% regul nigd
- y
o arnie

Certytikat CSR [ 31,7% 3.7 N 1;4/,3
Strategia CSR  [JIIE 48,3% % °
Kodeks Etyki [N 60,7% okazj
Certyfikat ochrona.. - 67,0% \ onaln
1€

Certyfikat BHP [ 81,8% 53.0

%

Rysunek 1. Wyznaczniki aktywnosci dziatan CSR w badanych przedsigbiorstwach (odsetek przedsigbiorstw
wg kategorii praktyk CSR i ich czgstotliwosci)
Zrodlo: opracowanie wiasne.

2 G.B. 1II Stewart: The quest for value: The EVA™ management guide, Harper Business, New York 1991; A.
Rappaport: Linking competitive strategy and shareholder value analysis, Journal of Business Strategy
7(4)/1987, 5. 58-67
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Kierujac si¢ wskazaniami respondentéw co do wyznacznikow praktyk CSR
(certyfikatow, dokumentow wewngtrznych czy zwiazanych z ocena zewngtrzng),
ustalono pogladowy wskaznik agregatowy aktywnos$ci CSR. Wskaznik obliczono dla
kazdego przedsigbiorstwa jako sumg zmiennych dychotomicznych (0-1 dla kazdej z
kategorii praktyk CSR), przez co przyjmowat wartosci z przedziatu 0 — 6. Zaznaczy¢
nalezy, ze w badanej probie znalazto si¢ 10% (30) podmiotow, ktére nie wskazaly
zadnej z praktyk CSR uwzglednionej w pytaniu ankietowym (rys. 2). Nie wyklucza to
jednak aktywnosci dziatan CSR w tych przedsigbiorstwach, gdyz moga si¢ one
manifestowa¢ w inny sposob (nie ujety w ankiecie). Sposrdd badanych podmiotow,
blisko 33% zadeklarowalo, iz regularnie realizuje dziatania z zakresu CSR, a 53% -
okazjonalnie (rys. 1, Panel B). Okoto 14% badanych przyznalo natomiast, ze ich
przedsigbiorstwo nigdy nie angazowato si¢ w dziatania CSR*. Badania wykazaty, ze
deklarowana przez badane przedsigbiorstwa czgstotliwo§¢ dziatan CSR jest zwigzana z
uwzglednionymi w badaniu kategoriami praktyk CSR, w tym roéwniez poziomem
wskaznika agregatowego. Zaleznosci te potwierdzajq istotne statystycznie wyniki testu
niezaleznosci chi-kwadrat 1 wspotczynnikow kontyngencji (tab. 2).

20,3%
16,7% 0
13,7% 15.7%
10,0% 11,0%

A B B B B B
0 1 2 3 4 5 6

Rysunek 2. Wskaznik agregatowy aktywnosci CSR dla badanych przedsigbiorstw (rozktad wynikow)
Zrédto: opracowanie wiasne.

12,7%

Tabela 2. Wyniki testu niezalezno$ci chi-kwadrat oraz warto$ci wspotczynnikéw kontyngencji
(V-Kramera) dla badanych kategorii praktyk CSR i czestotliwosci dziatanh CSR

Dane Certyfikat C:gltligrll(:t Certyfikat Kodeks Stragegia  Ranking Wskaznik
CSR . . BHP Etyki CSR CSR agregatowy
srodowiska
Chi 2 70,605 37,129™ 18,767 67,327 167,425 71,742 162,972
v 0,485 0,352 0,250" 0,474 0,747 0,489™ 0,521
Kramera

anaczenia: " dla o0 <0,001
Zrédto: Opracowanie wiasne.

» Nalezy zauwazy¢, iz na podstawie analizy odpowiedzi dla praktyk CSR zidentyfikowano grupe 10%
przedsigbiorstw, dla ktérych wskaznik agregatowy wynidst 0, co oznacza brak wskazan dla ktérejkolwiek z
kategorii praktyk CSR. Jednoczesnie az 14% przedsigbiorstw w ocenie czgstotliwosci swoich dziatan CSR
wybrato odpowiedz (3) — nigdy nie podejmuj¢ dziatan z zakresu CSR. Brak spdjnosci w tych odpowiedziach
moze wskazywac na to, iz istnieje pewna grupa przedsigbiorstw, w przypadku ktorych posiadanie okreslonych
certyfikatow np. z zakresu BHP nie jest utozsamiane z aktywnoscia CSR.

44




Analiza korespondencji wykazata®™, ze przedsigbiorstwa deklarujace brak
podejmowania dzialan na rzecz CSR mialy najcze$ciej zerowy wskaznik agregatowy
aktywnosci CSR, za$ przedsigbiorstwa deklarujace regularnos$é¢ takich dziatan miaty
przewaznie wskaznik agregatowy aktywnosci CSR na poziomie 5 lub 6. Ze wzgledu
na pozytywnie zweryfikowane zaleznosci, w dalszej analizie przyjeto, ze
wyznacznikiem aktywno$ci CSR jest deklarowana regularno$¢ podejmowania takich
dziatan.

Na rys. 3. zaprezentowano S$rednia warto§¢ wskazan respondentow (wg skali
Likerta) na poszczegolne kategorie korzysci wynikajacych z podejmowania dziatan CSR
w ich przedsigbiorstwach. Wyraznie zauwazalne jest, iz respondenci wyzsza rangg
nadali korzySciom posrednio zwiazanym z kreacja wartoSci przedsigbiorstwa, w
szczegblnosci mozliwosci poprawy reputacji i wzrostu akceptacji spotecznej. KorzysSci
bezposrednio zwiazane z warto$cia przedsigbiorstwa (takie jak: poprawa dostepu do
kapitatu, nizszy koszt kapitalu, wzrost przychodéw czy obnizenie kosztéw) otrzymaty
nieco nizsza range (ok. 4,9). Poddane analizie korzysci ptynace z dziatan CSR mozna
rowniez przeanalizowaé przez pryzmat relacji przedsigbiorstwa z poszczegdlnymi
grupami interesariuszy. Na podstawie czgstosci odpowiedzi potwierdzajacych zgodno$é
opinii przedsigbiorstw z przedstawionymi w kwestionariuszu korzy$ciami, mozna
zauwazy¢ ich najwigcej przedsigbiorstw wskazuje na efekty odnoszace si¢ do relacji ze
spoteczenstwem (76%  przedsigbiorstw), nastgpnie — z dostawcami (74%
przedsigbiorstw) oraz klientami (66% przedsigbiorstw). Korzysci odnoszace si¢ do
relacji przedsigbiorstwa z pozostalymi interesariuszami: pracownikami, inwestorami i
wlascicielami sg wskazywane przez ok. 64-63% badanych przedsigbiorstw. Wyniki te sa
zatem spdjne z przedstawionym na rys. 3 rankingiem korzysci.

reputacja [N 5,240
akceptacja spoteczna [N 5,147
wspolpraca w tanicuchu dostaw [N 5,100
innowacyjnos¢ [N 4,987
korzysci dtugookresowe [T 4,973
poprawa dostepu do kapitatu [T 4,957
nizszy koszt kapitatu [T 4,923
wazrost przychodow [T 4913
obnizenie kosztow [N 4,910
motywacja pracownikow [N 4,830
efektywnos¢ opodatkowania [ 4,663

Rysunek 3. Srednie rangi dla korzysci wynikajacych z podejmowania dziatan CSR w badanych
przedsiqbiorstwach
Zrodto: Opracowanie wiasne.

* Whioski te wynikaja z analizy mapy percepcji (jako graficznej prezentacji wynikéw analizy korespondencji),
ktora nie zostala tu zaprezentowana z uwagi na ograniczenie objgtosci opracowania.
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Dane zaprezentowane w tabeli 3 pozwalaja stwierdzié, ze czgstotliwos¢ dziatan
CSR jest zwiazana z dostrzeganiem wymiernych korzysci tych dziatan, co potwierdzaja
istotne statystycznie wyniki testu niezaleznos$ci chi-kwadrat. Wartosci wspolczynnikow
kontyngencji wskazuja, ze zaleznosci te sa stabe lub umiarkowane, ale rowniez istotne
statystycznie.

Tabela 3. Wyniki testu niezaleznosci chi-kwadrat oraz wartosci wspotczynnikoéw kontyngencji
(V-Kramera) dla czgstotliwosci dziatan CSR i oceny wynikajacych z nich korzysci

Korzysci posrednio zwigzane ze zdolnoscia do kreacji wartosci

. Akceptacja Wsp(?1p raca s Korzysci Motywacja
Dane Reputacja w lanicuchu  Innowacyjnosé o
spofeczna dlugookresowe  pracownikow
dostaw
Chi 2 74,587 41,559™ 56,915 43,546 31,638 64,612"
V Kramera | 0,282" 0,263 0,308" 0,269 0,230 0,328"
Kruskal-=1 0 10r 34630 49,483™ 39,086 25,690 52,650
Wallis
Korzysci bezpo$rednio zwigzne ze zdolnos$cia do kreacji wartosci
Dane Poprawa dostgpu do  Nizszy koszt Wzrost Obnizenie Efektywnosé
kapitatu kapitalu przychodoéw kosztow opodatkowania
Chi 2 34,304 33,317 72,320 75,600 36,816
V Kramera 0,239 0,236 0,347" 0,355 0,248"
Kruskal- 32,322" 30,328" 64,634 70,981" 273717
Wallis

Oznaczenia: *~ dla 0. <0,001; " dla o <0,05;
Zrédto: Opracowanie whasne.
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O czestotliwos¢ podejmowania dziatari CSR
® ranga dla korzysci CSR (mediana)
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Wymiar 1
Rysunek 4. Mapa percepcji dla mediany rang korzysci z dziatan CSR i czgstotliwosci podejmowania takich
dziatan
Zrodto: Opracowanie wlasne.
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Przeprowadzono roéwniez analizg pozwalajaca stwierdzi¢, czy rangi nadane przez
respondentéw poszczegdlnym korzys$ciom istotnie réznity si¢ w grupach przedsigbiorstw
o réznym stopniu czgstotliwosci dziatan CSR. W tym celu przeprowadzong
nieparametryczna analiz¢ wariancji (zastosowano test Kruskala-Wallisa), dla
poréwnania wynikow migdzy grupami przedsigbiorstw: (1) nigdy, (2) okazjonalnie i (3)
regularnie podejmujacych dziatania CSR. Wyniki testu potwierdzajg istotno$¢ roznic
(tab. 3). Analiza rang testu pozwala stwierdzi¢, ze przedsigbiorstwa regularnie
podejmujace dziatania CSR nadawaly poszczegélnym korzysciom wyzsze rangi, niz
przedsigbiorstwa, ktore podejmuja takie dziatania okazjonalnie lub nie podejmuja ich
wcale. Wnioski te potwierdza réwniez wizualizacja zalezno$ci przy pomocy mapy
percepcji (rys. 4), naktorej uwzglgdniono mediang z ocen przyznanych przez
respondenta dla korzysci dziatanh CSR oraz deklarowana czgstotliwos¢ podejmowania
takich dziatan.

Podsumowanie

W artykule podj¢to problematyke dotyczaca zwiazku dziatalno$ci CSR przedsigbiorstwa
z postrzeganiem korzysSci ptynacych z tych dziatan, istotnych dla zdolno$ci do kreacji
wartosci. Przeprowadzone dotychczas badania empiryczne dostarczaly czgsto réznych
(nieraz sprzecznych) wnioskéw dotyczacych zwiazku pomigdzy zaangazowaniem
przedsigbiorstw w dziatania spolecznie odpowiedzialne, a poprawa mozliwosci kreacji
warto$ci. Zaprezentowane tu wyniki przeprowadzonego badania ankietowego pozwolily
jednak potwierdzi¢ postawiona na wstepie hipoteze badawcza o wystgpowaniu zwiazku
pomiedzy realizacja dziatan z zakresu CSR a ranga dostrzeganych korzysci ptynacych z
tych dziatan w tych aspektach i obszarach dziatalno$ci, ktore maja kluczowe znaczenie
dla poprawy zdolnosci do kreacji wartosci przedsigbiorstwa. Wiele z dotychczas
przeprowadzonych badan empirycznych koncentrowato si¢ na badaniu zaleznosci
zachodzacych pomigdzy dzialaniami CSR a miarami kreacji warto$ci. W niniejszych
badaniach przyjeto natomiast inna optyke, pozwalajaca na empiryczna weryfikacje
wplywu dziatan CSR na czynniki istotne dla poprawy kreacji warto$ci przedsigbiorstwa.
Rezultaty badan wskazuja, ze podmioty charakteryzujace si¢ wigkszym
zaangazowaniem w dziatania z zakresu CSR, w wigkszym stopniu dostrzegaja korzysci
pltynace z aktywnos$ci CSR, wplywajace na zdolno$¢ przedsigbiorstwa do kreacji
warto§ci. Podejmowanie dzialan CSR, prowadzacych do poprawy relacji z
interesariuszami, pozwala na osiagni¢cie korzysci, ktdre bezposrednio i posrednio
wplywaja na warto$¢ przedsigbiorstwa. Zatem wlasciwa analiza potencjalnych
konsekwencji dziatan CSR dla sytuacji przedsigbiorstwa, w tym w odniesieniu do
zmiany czynnikow kreacji warto$ci przedsigbiorstwa, moze stanowi¢ podstawe dla
podejmowania uzasadnionych decyzji o zaangazowaniu przedsigbiorstwa w tego typu
dziatania. Mozna réwniez oczekiwal, iz przedsigbiorstwa o niskim poziomie
zaangazowania w aktywnosci CSR, moga zwigkszy¢ czgstotliwosé 1 skale
podejmowanych dzialan w wyniku podniesienia poziomu wiedzy na temat ich
potencjalnych, pozytywnych konsekwencji dla zdolnosci do kreacji wartosci.
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Summary

The paper presents the results of an empirical study on the relationship between a company’s CSR
activities and its performance. Most previous empirical investigations were focused on the
interdependencies between CSR activity and metrics of value creation. However, this study
adopted a different approach to the problem. Using the data obtained in the questionnaire, the
study examined the relationship between CSR activity (its frequency) and the relevance of the
benefits of responsible activities that directly or indirectly influence the value creation process.
The main purpose was to verify the hypothesis that there are statistically significant
interdependencies between companies’ CSR activities and the given benefits of responsible
activities as value drivers. The result has shown that companies which are more involved in CSR
activities (more regularly) tend to rank higher the benefits of CSR activities that are relevant value
drivers.
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Wykorzystanie stron internetowych w komunikowaniu
polityki spolecznej odpowiedzialnosci przez spotki
publiczne notowane na GPW w Warszawie

THE ROLE OF WEBSITES IN COMMUNICATING CSR
POLICY BY PUBLIC COMPANIES LISTED ON THE
WARSAW STOCK EXCHANGE

Przedsiebiorstwa, angazujqc sie w dzialania z zakresu CSR, mogq generowac korzystne dla
siebie zachowania interesariuszy i budowal reputacje. Z drugiej stromy niska swiadomosc
interesariuszy dotyczqca tych dzialan i ich nieufnos¢ stanowiq glowne przeszkody
w maksymalizowaniu korzySci dla przedsiebiorstw. Rodzi to potrzebe skutecznej komunikacji,
ktora zwiekszataby te swiadomosc i niwelowata nieufnosc. Celem badan przedstawionych w tym
artykule bylo okreslenie, w jaki sposob spotki notowane na Gieldzie Papierow Wartosciowych
w Warszawie wykorzystujq swoje strony internetowe do komunikowania dziatan z zakresu CSR.
Badania oparto na analizie stron internetowych i zamieszczonych na nich dokumentow. Glowne
wyniki wskazujq, ze najwazniejszym czynnikiem rozZnicujqcym wykorzystanie stron internetowych
w komunikacji CSR byta wielkos¢ przedsiebiorstwa.

Stowa kluczowe: spoteczna odpowiedzialno$¢ biznesu, komunikacja, Internet, spotki publiczne,
interesariusze
JEL Codes: M14, M39, D83

Wstep

Komunikowanie polityki spolecznej odpowiedzialnosci stanowi dla przedsigbiorstw
szczegblne wyzwanie. Zwiazane jest ono ze zrdznicowaniem odbiorcoéw komunikatéw
dotyczacych tej sfery, roznorodnoscia odnoszacych si¢ do niej tresci oraz mnogoscia
kanalow komunikacji, ktérymi przekaz moze dociera¢ do odbiorcy. Wyzwanie
to wynika takze z wyjéciowej postawy wielu odbiorcow nastawionych sceptycznie
do tego typu komunikacji, taczacych ja ze zjawiskiem wybielania (greenwashing), czy
niewielkiego zainteresowania czg$ci interesariuszy sfera spotecznej odpowiedzialnosci
biznesu i ich generalnie niskiego poziomu wiedzy w tym zakresie. Dodatkowo,
przedsigbiorstwa zajmuja si¢ komunikowaniem polityki CSR od stosunkowo niedawna
imaja na tym polu znacznie mniej doswiadczen, niz w komunikacji zwigzanej
z budowaniem skojarzen dotyczacych ich zdolnosci do dzialania i realizowania zadan
charakterystycznych dla jednostki gospodarczej. Proby wykorzystywania wiedzy

*Artykul powstal w ramach badan statutowych dotyczacych Zarzadzania respektujacego wartoci w koncepcji
rozwoju integralnego (humanistycznego), realizowanych pod kierunkiem dr hab. Magdaleny Mikotajek-
Gocejny, prof. SGH (nr badania KNOP/S17/02/17).
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i umiejetnoscei zdobytych w jednym obszarze do rozwijania komunikacji odnoszacej si¢
do zupehie innych zagadnien w wielu przypadkach koncza si¢ niepowodzeniem.

Komunikacja zwiazana ze spolteczna odpowiedzialno$cia biznesu stanowi materi¢
nowa nie tylko dla przedsigbiorstw, ale rowniez dla badaczy. Zwraca si¢ uwage
na fragmentacj¢ badan z tego zakresu 1 roznorodno$¢ perspektyw, z ktorych
problematyka ta jest analizowana, a jednocze$nie na rosnace zainteresowanie, jakim sig
ona cieszy'. Dokonujac przegladu literatury przedmiotu Golob i in.” zidentyfikowali
gldwne obszary tematyczne badan obejmujace: ujawnianie informacji (strategie,
narzedzia komunikacji, media, oczekiwania interesariuszy), proces komunikacji oraz jej
skutki z punktu widzenia przedsigbiorstw i konsumentoéw. Badania, ktoérych wyniki
przedstawiono w artykule mieszcza si¢ w pierwszym z wymienionych obszarow. Maja
zarowno walor praktyczny, odnoszac si¢ do kwestii stanowiacych istotne wyzwanie dla
przedsigbiorstw, jak i poznawczy, wzbogacajac wiedz¢ dotyczaca wykorzystania przez
podmioty gospodarcze wlasnych stron internetowych w komunikowaniu swojej polityki
spotecznej odpowiedzialnosci.

Znaczenie polityki spolecznej odpowiedzialnosci i jej komunikowanie

Spoteczna odpowiedzialno§¢ biznesu moze by¢ rozpatrywana z roznych perspektyw.
Poczawszy od lat 90. XX w. w literaturze i badaniach z tego zakresu silnie obecny
jest nurt akcentujacy perspektywe ekonomiczna. W obrgbie tego nurtu rozpatrywane sg
réznego typu korzysci, jakie niesie dla przedsigbiorstw odpowiednio zaprojektowana
polityka spolecznej odpowiedzialnosci oraz analizowane sa zwiazki migdzy
prowadzeniem tej polityki a wynikami finansowymi’. Wéréd korzysci zwraca si¢ uwage
zarOwno na te, ktore maja charakter endogeniczny, jak i na takie, ktore odnosza si¢ do
sfery relacji organizacji z otoczeniem. Do korzysci wewngtrznych mozna zaliczyé
wzrost identyfikacji pracownikéw z przedsigbiorstwem®oraz zmniejszenie ryzyka
naduzy¢ wynikajace ze zwigkszenia roli etyki w ksztalttowaniu kultury organizacyjnej’.
Korzysci zewngtrzne obejmuja za$ wzrost atrakcyjnosci podmiotu wsrod potencjalnych
pracownikow’, poprawe oceny przedsigbiorstwa i jego produktow’oraz zwigkszenie
(w pewnych warunkach) ich atrakcyjnosci dla klientow®, a takze silniejsze

'Golob U., Verk N., Ellerup-Nielsen A., Thomsen C., Elving W.J.L., Podnar K., The communicative stance of
CSR: reflections on the value of CSR communication, ,,Corporate Communications: An International Journal”
2017, Vol. 22, No. 2.

Golob U., Podnar K., Elving W.J., Ellerup Nielsen A., Thomsen C., Schultz F., CSR communication: quo
vadis?, ,,Corporate Communications: An International Journal” 2013, Vol. 18, No. 2.

* Carroll A.B., Shabana K.M., The Business Case for Corporate Social Responsibility: A Review of Concepts,
Research and Practice, ,,International Journal of Management Reviews” 2010, Vol. 12, No. 1.

“Peloza J., Papania L., The Missing Link Between Corporate Social Responsibility and Financial Performance:
Stakeholder Salience and Identification. ,,Corporate Reputation Review” 2008, Vol. 11, No. 2.

*Treviio L.K., Weaver G.R., Gibson D.G., Toffler B.L., Managing ethics and legal compliance: What works
and what hurts, “California Management Review” 1999, Vol. 41, No. 2.

¢ Turban D.B., Greening D.W., Corporate social performance and organizational attractiveness to prospective
employees, “Academy of Management Journal” 1997, Vol. 40, No. 3.

" Brown T.J., Dacin P.A., The Company and the Product: Corporate Associations and Consumer Product
Responses, ,,Journal of Marketing” 1997, Vol. 61, No. 1.

8 Sen S., Bhattacharya C.B., Does Doing Good Always Lead to Doing Better? Consumer Reactions to
Corporate Social Responsibility, ,,Journal of Marketing Research” 2001, Vol. 38, No. 2.
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zaangazowanie emocjonalne konsumentéw prowadzace w konsekwencji do intencji
zakupu’, wzrost poczucia satysfakcji u klientow'® i podwyzszenie si¢ poziomu ich
zaufania''. Dodatkowo, podnosi si¢ kwestie wplywu spolecznej odpowiedzialnosci
na przewage konkurencyjna'?oraz na reputacje przedsiebiorstwa'’.

Szerokie spektrum korzysci zwiazanych z polityka spotecznej odpowiedzialnosci,
jakie sg udziatem prowadzacych ja przedsigbiorstw znajduje swoje odzwierciedlenie
w osigganych przez te podmioty wynikach finansowych. Potwierdzaja to zarowno
rezultaty badan przegladowych, obejmujacych metaanaliz¢ licznych uzyskanych
wezesniej wynikow'?, jak i studia empiryczne dotyczace wystepowania zwiazkow
migdzy polityka CSR, jej elementami lub ocena a sytuacja finansowa przedsigbiorstw
rozpatrywana w ujgciu ksiggowym badz rynkowym. Przedmiotem analizy byly migdzy
innymi relacje migdzy dziataniami w zakresie ochrony $rodowiska naturalnego
i aktywnoscia prospoteczna a zmianami warto$ci rynkowej przedsigbiorstwa'®, miedzy
poziomem wydatkéw na dobroczynnoséé¢ a przysztymi przychodami'®, miedzy tego typu
wydatkami a rynkowa stopa zwrotu skorygowana o ryzyko'’, miedzy zmiana oceny
polityki spotecznej odpowiedzialnosci podmiotu, skutkujaca jego wlaczeniem
do indeksu etycznego Iub wykluczeniem go z niego a réznymi zmiennymi
ksztaltujacymi warto$¢ rynkowa przedsigbiorstwa'®.

Przedstawione dotychczas rozwazania dowodza duzego znaczenia polityki
spotecznej odpowiedzialnosci, ktéora gdy jest odpowiednio zaprojektowana stanowi
dla przedsigbiorstwa zrodto korzysci rynkowych, reputacyjnych i finansowych. Rodzi
si¢ pytanie, czy podobnie istotna jest komunikacja zwiazana z ta polityka. Jest to pytanie

? Pérez R.C., Effects of Perceived Identity Based on Corporate Social Responsibility: The Role of Consumer
Identification with the Company, ,,Corporate Reputation Review” 2009, Vol. 12, No. 2.
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o tyle znaczace, ze komunikacja tego typu wcale nie musi by¢ pozytywnie postrzegana.
Jak juz bowiem sygnalizowano, przynajmniej czgs¢ odbiorcow ma do niej stosunek
negatywny, traktujac ja jako przejaw manipulacji nastawionej na wybielanie,
czy upigkszanie obrazu przedsigbiorstwa (window dressing). Poszukujac odpowiedzi
na pytanie o znaczenie komunikacji odnoszacej si¢ do polityki CSR podmiotu warto
rozpatrzy¢ je na trzech ptaszczyznach. Pierwsza obejmuje komunikacje jako element
samej polityki spotecznej odpowiedzialnosci. W przypadku takich sktadowych tej
polityki, jak programy etyczne, majace stuzy¢ ksztattowaniu bardziej wrazliwej etycznie
kultury organizacyjnej, dialog z interesariuszami, spoteczne kampanie informacyjne, czy
projekty z zakresu cause-related marketingu, komunikacja stanowi immanentng czgs¢
dziatan zwiazanych z danym elementem polityki CSR i bez niej polityka w tym obszarze
nie mogtaby by¢ realizowana.

Druga ptaszczyzna dotyczy komunikacji majacej na celu przekazywanie informacji
o inicjatywach z zakresu spolecznej odpowiedzialnosci podejmowanych przez
przedsigbiorstwo i ich rezultatach. Prezentowany jest poglad, ze ,bez komunikacji
niewazne, jakiego rodzaju i ile inicjatyw podejmuja przedsigbiorstwa, wptyw CSR
naich postrzeganie przez interesariuszy bedzie zerowy, badz nawet negatywny”'”.
Wskazuje si¢ rowniez, ze komunikacja dotyczaca sfery CSR wplywa na wizerunek,
reputacje i wiarygodno$¢ podmiotu®. Komunikacji przypada istotna rola informacyjna
i edukacyjna polegajaca nie tylko na upowszechnianiu wiedzy na temat dziatan
idokonan podmiotu, ale takze wyjasnianiu motywow oraz tlumaczeniu znaczenia
realizowanych inicjatyw i ich wptywu na sytuacj¢ réoznych grup interesariuszy. Dzigki
temu sa mozliwe wiasciwa ocena tych inicjatyw przez interesariuszy i redukowanie
poziomu ich nieufnosci wobec dziatan prowadzonych przez przedsigbiorstwo w ramach
jego polityki CSR.

Trzecia plaszczyzna zwigzana jest natomiast z rola komunikacji jako
autonomicznego sygnatu wskazujacego na podejscie podmiotu do polityki spotecznej
odpowiedzialnosci i jej komunikowania oraz stopien zaangazowania, jakie w obydwu
tych sferach przejawia organizacja. Przedsigbiorstwa do$¢ czgsto traktuja spotecznag
odpowiedzialno$¢ biznesu 1 zwigzana z nia komunikacj¢ jako obszary dziatan
symbolicznych, czyli takich ktore ,,zmierzaja do osiagnigcia celu bez angazowania
znaczacych zasobow™?'. Dziatania te nalezy odrézni¢ od dzialan substancjalnych, ktore
sa wymierne i wymagaja ,,widocznego wydatkowania zasobow”>. O ile te pierwsze w
sferze komunikacji maja ograniczone znaczenie, o tyle te drugie sa istotne, bowiem
sygnalizuja wysoki poziom zaangazowania i stanowia podstawg oceny przedsigbiorstwa
wplywajacej na zachowania interesariuszy. Dobrym przykladem w tym zakresie moga

! Pérez A., Corporate reputation and CSR reporting to stakeholders: Gaps in the literature and future lines of
research, ,,Corporate Communications: An International Journal” 2015, Vol. 20, No. 1, s. 16.
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,.Business and Society” 2002, Vol. 41, No. 4, s. 419.

2Galbreath J., How does corporate social responsibility benefit firms? Evidence from Australia, ,,European
Business Review” 2010, Vol. 22, No. 4, s. 417.
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by¢ wyniki badan wskazujace na wplyw takich dzialan komunikacyjnych, jak
publikowanie raportéw spolecznej odpowiedzialnosci na warto$é¢ podmiotu™.

Biorac pod uwage wszystkie trzy przedstawione plaszczyzny mozna przyjac,
ze komunikacja dotyczaca polityki CSR przedsigbiorstwa ma nie mniejsze znaczenie niz
sama polityka, jaka w tej sferze prowadzi organizacja.

Proliferacja przekazu dotyczacego polityki spolecznej
odpowiedzialnosci przedsi¢biorstwa

Przedsigbiorstwa nieustannie komunikuja si¢ z réznymi grupami interesariuszy starajac
si¢ ksztaltowac swoj pozytywny obraz. Gros tej komunikacji zawiera przekaz dotyczacy
zdolnosci do  dziatania, a tylko niewielka czg§¢ ukierunkowana  jest
na rozpowszechnianie przestania zwiazanego ze sfera spotecznej odpowiedzialnosci.
Grono odbiorcow tych dwoch przekazow pokrywa si¢ jedynie czgsciowo, a wyjsciowa
postawa w stosunku do kazdego z nich jest inna — w przypadku przekazu odnoszacego
si¢ do polityki CSR znacznie bardziej sceptyczna. Wszystko to sprawia, ze proliferacja
przekazu zwiazanego z polityka spotecznej odpowiedzialnosci przedsigbiorstwa odbywa
si¢ w inny sposob, z wykorzystaniem bardziej réznorodnych kanatléw komunikacji.

Kanaty komunikacji stuzace rozpowszechnianiu przekazu dotyczacego polityki
CSR podmiotu mozna podzieli¢ na niepowiazane i powiazane z przedsigbiorstwem,
asamg komunikacj¢ na jednostopniowa lub dwustopniowa. Glownym kanatem
komunikacji niepowiazanym z przedsigbiorstwem sa massmedia. W zaleznos$ci od formy
wspolpracy z nimi podmiot gospodarczy zachowuje wigksza lub mniejsza kontrolg nad
przekazem — wigksza (w zasadzie petna) wystgpuje w odniesieniu do reklamy, mniejsza
w przypadku dziatan z zakresu PR. Innym kanalem, najczgsciej niepowiazanym
z przedsigbiorstwem, sa punkty sprzedazy. Moga by¢ one wykorzystywane jako miejsce
rozpowszechniania informacji na temat proekologicznej lub prospotecznej aktywnosci
podmiotu zwiazanej z prowadzonymi kampaniami spotecznymi lub realizowanymi
programami cause-related marketingu. Ten ostatni instrument marketingu spotecznego
daje zreszta szczegélnie szerokie mozliwosci komunikacyjne obejmujace taczenie
dziatan przedsigbiorstwa (reklamy w massmediach, aktywnosci z zakresu PR,
umieszczania materialtow w punktach sprzedazy, oznakowywania produktow,
aktywnosci na wilasnych stronach internetowych, czy w portalach spotecznosciowych)
z dziataniami partneréw wilaczanych do wspotpracy w ramach programu (najczgsciej sa
to organizacje pozarzadowe) i beneficjentow, na rzecz ktorych gromadzone sa
fundusze™.

Do kanalow komunikacji zaleznych od przedsigbiorstwa najpowszechniej
uzywanych w proliferacji przekazu dotyczacego polityki spotecznej odpowiedzialnosci
naleza wlasne strony internetowe podmiotu oraz raporty CSR (okreslane tez nickiedy
mianem raportdw zréwnowazonego rozwoju). Wsréd najwigkszych przedsigbiorstw

BCarnevale C., Mazzuca M., Sustainability Report and Bank Valuation: Evidence from European Stock
Markets, ,,Business Ethics: A European Review” 2014, Vol. 23, No. 1.
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globalnych ponad 95% wykorzystuje pierwszy z tych kanatow™i ponad 90% drugi’.
Kanaly te maja caty szereg zalet decydujacych o ich popularno$ci — nie generuja bardzo
wysokich kosztow, pozwalaja przedsigbiorstwu zachowaé catkowita kontrolg
nad przekazem, umozliwiaja dotarcie z nim do réznych grup interesariuszy i utatwiajg
dostarczenie im waznych informacji dotyczacych zaangazowania podmiotu,
wywieranego przez niego pozytywnego wplywu, motywacji kryjacych si¢ za
prospotecznymi, czy proekologicznymi dziataniami oraz obrazujacych zgodno$¢ tych
dziatan z profilem przedsigbiorstwa. Skutkiem przekazywania informacji tego typu jest
zmniejszanie  si¢  sceptycyzmu  interesariuszy =~ wobec  polityki  spotecznej
odpowiedzialnoéci podmiotu*’. Dodatkowo, wiasne strony internetowe i raporty daja
mozliwo$¢ w miar¢ swobodnego ksztaltowania prezentowanych tre$ci, nie ograniczajac
ich zakresu, co pozwala na przedstawianie faktow i danych zwigkszajacych konkretnosé
i szczegotowos¢ przekazu. Te cechy przekazu odnoszacego si¢ do dziatan ze sfery CSR
zwigkszaja sile¢ jego oddzialywania i podnosza efektywno$¢ w budowaniu reputacji
przedsigbiorstwa®®.

Obok wiasnych stron internetowych i raportow waznymi kanatami komunikowania
polityki  spotecznej odpowiedzialno$ci podmiotu sa media spotecznosciowe
i pracownicy. W przypadku mediow spotecznosciowych, takich jak Facebook, wigksze
znaczenie maja strony korporacyjne, niz strony poswigcone konkretnym inicjatywom
realizowanym wramach tej polityki, bowiem przekaz zawarty na stronach
korporacyjnych mocniej wplywa na reputacje w zakresie CSR, jaka cieszy si¢ podmiot®.
Z kolei pracownicy odgrywaja wazng rolg ze wzgledu na swoj status wiarygodnego
zrodta informacji. Jako kanat komunikacji powinni by¢ jednak rozpatrywani w szerszym
kontekscie . Z jednej strony bowiem sa oni odbiorcami przekazu dotyczacego polityki
spotecznej odpowiedzialnosci przedsigbiorstwa trafiajacego do nich w ramach
komunikacji wewngetrznej z drugiej za$ stanowia nadawcow tego przekazu w odniesieniu
do interesariuszy zewnetrznych®. Dodatkowo pracownicy moga byé réwniez
instrumentem polityki CSR chociazby poprzez swoje zaangazowanie w wolontariat
pracowniczy. Oprocz medidw spolecznosciowych i pracownikéw niekiedy jako kanat
komunikowania wybranych elementéw polityki prospotecznej badz prosrodowiskowe;j
przedsigbiorstwa wykorzystywane sa opakowania jego produktéw. Jest to najczescie)
zwigzane z postugiwaniem si¢ przez dany podmiot takimi instrumentami, jak
wspominany juz cause-related marketing.

Zrédtem przekazu dotyczacego polityki CSR przedsigbiorstwa moze by¢ ono samo
lub podmioty przez niego inspirowane, ale moga tez nim by¢ organizacje i osoby nie
pozostajace pod wplywem dzialan komunikacyjnych danej jednostki gospodarczej.
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Taki catkowicie niezalezny przekaz bywa zwiazany z ocena polityki spotecznej
odpowiedzialnoéci poszczegélnych podmiotéw dokonywana przez instytucjonalnych
mandatariuszy, jakimi sg agencje zajmujace si¢ migdzy innymi screeningiem etycznym
na potrzeby inwestoréw, organizacje pozarzadowe, czy media lub z rozprzestrzenianiem
informacji przez trudne do zidentyfikowania zrodta. W pierwszym przypadku komunikat
moze mie¢ charakter syntetyczny i by¢ zawarty w ratingu (np. wilaczeniu spotki
do indeksu etycznego, badz wykluczenie jej z niego) albo w rankingu, moze tez przybraé
bardziej rozbudowana posta¢ analizy zamieszczonej w raporcie, reportazu lub innej
formie wypowiedzi medialnej, w drugim za$ z reguly zwiazany jest z pogtoska (word of
mouth).

Zakres wykorzystania korporacyjnych stron internetowych
w komunikowaniu polityki spolecznej odpowiedzialnosci przez spotki
publiczne w Polsce — metodyka i wyniki badan

Badania  dotyczace  wykorzystania  korporacyjnych  stron  internetowych
w komunikowaniu réznych elementow polityki spotecznej odpowiedzialnosci
przedsigbiorstwa byly juz realizowane, zaréwno na $wiecie®', jak i w Polsce’. Celem
badan prezentowanych ponizej byto okreslenie zakresu i sposobu wykorzystywania
korporacyjnych stron internetowych w komunikowaniu polityki CSR przez spoétki
publiczne, ktorych akcje notowane sa na rynku regulowanym GPW w Warszawie.
W badaniach skoncentrowano si¢ na trzech grupach podmiotow: spotkach z indeksu
WIG20 (sktad indeksu na dzien 21.03.2018 r.), spotkach z indeksu mWIG40 (sktad
indeksu na dzien 23.03.2018 r.) i spotkach z indeksu sWIG80 (sktad indeksu na dzien
23.03.2018 r.). Wybor spotek publicznych podyktowany byl takimi ich cechami jak
szerokie grono interesariuszy, czy konieczno$¢ sprostania wyzszym standardom
w zakresie poziomu transparentnosci. Poza tym zwraca si¢ takze uwage na wigksze
zainteresowanie dziatalno$cia takich podmiotow przejawiane przez media i opinig
publiczna. Wszystkie te czynniki sprzyjaja przywiazywaniu przez spotki publiczne
wigkszej wagi do sfery spotecznej odpowiedzialnosci biznesu i komunikowania swojej
polityki w tym zakresie oraz rosnacemu zainteresowaniu ta polityka ze strony otoczenia.
Podstawowe pytania badawcze, na ktore starano si¢ uzyska¢ odpowiedzi dotyczyly
popularnoséci wykorzystywania korporacyjnych stron internetowych w komunikowaniu
polityki spotecznej odpowiedzialno$ci oraz elementow tej polityki obecnych
w przekazie. Badanie nie dotyczylo natomiast rzeczywistych dziatan prowadzonych
przez przedsigbiorstwa — nie obejmowalo weryfikacji informacji prezentowanych przez
spotki.

Badaniami objgto tacznie 140 podmiotow. Analizie poddano ich korporacyjne
strony internetowe oraz zawarte na nich dokumenty (kodeksy, raporty, opisy strategii
itd.). Analiza ta miala na celu uzyskanie odpowiedzi na dwa pytania: czy spoétka
wykorzystuje swoja strong¢ internetowa w komunikowaniu polityki spotecznej
odpowiedzialnoéci przedsigbiorstwa oraz jaki jest zakres komunikowania tej polityki.

3! Smith K.T., Alexander J., op. cit.
32 Krzemien M., Piekalski G., Najwicksze polskie firmy a spoleczna odpowiedzialno$é biznesu, Raport z
badania, Screening Centrum CSR.PL, 2012.
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Zakres ten mierzony byt obecno$cia na stronie informacji odnoszacych si¢ ogolnie
do sfery CSR lub bardziej szczegbétowo do réznych elementdéw konstytuujacych polityke
w tej sferze. Zestaw miernikow obejmowal wigc:

e obecnos¢ w serwisie korporacyjnym sekcji, w ktorej publikowane byly informacje
poswigcone spotecznej odpowiedzialnosci przedsigbiorstw lub dowolnemu
elementowi polityki w tym zakresie,

e obecno$¢ na stronie internetowej opisu sformalizowanej, przyjetej przez wiadze
spotki strategii CSR, dokumentu, ktory taka strategi¢ zawieral, badZz informacji,
Ze taka strategia zostala przyjeta,

e obecno$¢ na stronie internetowej informacji dotyczacej istnienia w strukturze
organizacyjnej przedsigbiorstwa jednostki zajmujacej si¢ CSR 1 kanalu
komunikacji umozliwiajacego bezposredni kontakt z konkretnym, wskazanym
pracownikiem tej jednostki,

e obecno$¢ na stronie kodeksu etycznego (zbioru zasad, kodeksu dobrych praktyk,
kodeksu compliance, badz innego odpowiadajacego im dokumentu) lub jego opisu,

e obecnosc¢ na stronie raportu spotecznej odpowiedzialnosci lub odnosnika do niego,

e obecnos¢ na stronie lub w innych zamieszczonych na niej dokumentach informacji
o sporzadzeniu raportu wedtug wytycznych GRI,

e obecnosc¢ na stronie lub w innych zamieszczonych na niej dokumentach informacji
dotyczacej dialogu z interesariuszami,

e obecno$¢ na stronie opisu polityki wobec dostawcow, uwzgledniajacej kryteria
CSR lub dokumentu (np. kodeksu), ktory by taka polityke zawieral, badz byt jej
Swiadectwem,

e obecnos$¢ na stronie internetowej lub w zamieszczonych na niej dokumentach opisu
polityki badz dziatan prowadzonych wobec spotecznosci lokalnej,

e obecnos¢ na stronie internetowej lub w zamieszczonych na niej dokumentach
informacji dotyczacych polityki srodowiskowej badz dziatan podejmowanych w
tym zakresie,

e obecnos¢ na stronie internetowej lub w zamieszczonych na niej dokumentach opisu
polityki dobroczynnoéci badZ dziatan prowadzonych w tej sferze,

e obecno$¢ na stronie internetowej lub w zamieszczonych na niej dokumentach
informacji na temat wolontariatu pracowniczego.

Badane spotki roznily si¢ pod wzgledem swojego podejscia do wykorzystania
korporacyjnych stron internetowych w komunikowaniu polityki spotecznej
odpowiedzialnoséci. Podstawowym czynnikiem réznicujacym to podejscie okazaly sig
rozmiary przedsigbiorstwa. Jest to widoczne migdzy innymi w postaci odsetka spotek
z poszczegblnych indeksow, ktore postugiwaly si¢ swoimi stronami internetowymi
w komunikowaniu tego typu polityki. W przypadku podmiotéw najwigkszych,
nalezacych do indeksu WIG20 obecnos¢ w serwisie korporacyjnym najpowszechniej
wystepujacego elementu, czyli sekcji w ktorej publikowane byly informacje poswigcone
spotecznej odpowiedzialno$ci przedsigbiorstwa, zaobserwowano w 90% spoélek.
W segmencie spotek $rednich z indeksu mWIG40 odsetek ten spadal do nieco ponad
62%, a w grupie spotek matych nalezacych do indeksu sWIG80 malat jeszcze bardziej,
wynoszac 31%. Zjawisko to mozna wyjasni¢ wskazujac, ze wykazywanie
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zaangazowania w sferze CSR przez duze podmioty gospodarcze ma wigkszy wplyw
na ich reputacje, niz wykazywanie takiego zaangazowania przez podmioty mniejsze.

Biorac pod uwage ogdt badanych spotek wykorzystujacych korporacyjne strony
internetowe w komunikowaniu swojej polityki spolecznej odpowiedzialnosci,
elementem najpowszechniej wystgpujacym w serwisie byla, jak juz zauwazono, sekcja
z informacjami pos$wigconymi tej polityce — zaobserwowano ja w okoto 48%
przypadkéw. Nieco mniej popularne bylo publikowanie informacji poswigconych
polityce $rodowiskowej, ktore znalazty si¢ w 42% serwiséw korporacyjnych oraz
danych odnoszacych si¢ do polityki dobroczynnosci, pojawiajacych si¢ na 40% stron
tego typu. Kolejnymi, pod wzgledem czgstosci wystgpowania, byly informacje
dotyczace kodekséw etycznych, raportowania i posiadania sformalizowanej strategii
CSR. Kodeksy etyczne zamieScito na swojej stronie internetowej 26% spoétek, a raporty
20% (ale tylko w 17% spotek byty to raporty opracowane zgodnie z wytycznymi GRI).
Podobny odsetek (20% podmiotow) komunikowal swoja strategi¢ CSR. Badane
przedsigbiorstwa przywiazywaly natomiast mniejsza wage do przekazu odnoszacego sig
do takich sktadowych polityki spotecznej odpowiedzialnosci, jak wolontariat
pracowniczy, dialog z interesariuszami, polityka wobec spotecznosci lokalnych czy
uwzglednianie kryteriow CSR we wspolpracy z dostawcami. Informacje na temat
pierwszego z tych elementéw obecne byly w serwisach korporacyjnych 14% spotek,
a dane odnoszace si¢ do kazdego z pozostatych trzech tylko w nieco nizszym odsetku
przypadkow (13,5%). Najrzadziej spotki komunikowaty istnienie w przedsigbiorstwie
struktur odpowiedzialnych za sfer¢ CSR — tego typu dane znalazly si¢ na stronach
internetowych jedynie 8% podmiotow.
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Wykres 1. Komunikowanie polityki CSR przez spotki z indeksu WIG20 na tle ogétu podmiotow
komunikujacych tg polityke za pomoca korporacyjnej strony internetowej
Zrédto: opracowanie wlasne.

*Brammer S., Pavelin S., op. cit.
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Po dokonaniu analizy pozwalajacej na rozpoznanie cato§ciowego obrazu
wykorzystywania przez badane spolki korporacyjnych serwiséw internetowych
w komunikowaniu ich polityki spotecznej odpowiedzialnosci, podobna analizg
przeprowadzono oddzielnie w odniesieniu do spotek nalezacych do kazdego z indeksow.
Porownanie wynikow otrzymanych w calej populacji z wynikami uzyskanymi
w spotkach duzych, $rednich i matych, umozliwitlo lepsze zrozumienie specyfiki
zachowan podmiotow wchodzacych w sktad kazdej z tych grup. W przypadku spotek
zindeksu WIG20 najwazniejsza cecha wyrdzniajaca okazalo si¢ ich wigksze
zaangazowanie w komunikowanie kazdego z uwzglednionych w pomiarze elementow
konstytuujacych polityke CSR. Jest to dobrze widoczne na wykresie 1.

Obok tego najbardziej zauwazalnego wyrdznika mozna w przypadku spotek duzych
wskaza¢ takze na inne ich cechy charakterystyczne. Podmioty te przywiazywaty nieco
wigksza wage do komunikowania polityki dobroczynnosci niz polityki srodowiskowe;.
Przypisywaly tez wigksze znaczenie posiadaniu sformalizowanej strategii CSR i jej
prezentowaniu na stronie internetowej oraz informowaniu o swojej polityce wobec
spotecznosci lokalnych. Za mniej istotne uznawaty natomiast komunikowanie dotyczace
kodeksu etycznego i wolontariatu pracowniczego.

Spotki $rednie wyrdzniat z kolei silniejszy nacisk kladziony na propagowanie
przekazu odnoszacego si¢ do ich zaangazowania w wolontariat pracowniczy.
Dodatkowo, podmioty te intensywniej wykorzystywaty korporacyjne strony internetowe
do informowania o swoich kodeksach etycznych i inicjatywach zwiazanych z troska
o $srodowisko naturalne, natomiast w mniejszym stopniu niz ogét badanych
przedsigbiorstw komunikowaly uwzglednianie kryteriow CSR w zarzadzaniu tancuchem
dostaw. Obrazuja to dane przedstawione na wykresie 2.
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WyKkres 2. Komunikowanie polityki CSR przez spotki z indeksu mWIG40 na tle ogétu podmiotow
komunikujacych tg polityke za pomoca korporacyjnej strony internetowej
Zrédto: opracowanie wiasne.
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Cecha charakterystyczna spotek z indeksu sWIG80 byto najmniejsze
zaangazowanie w komunikowanie branych pod uwagg w pomiarze elementow
sktadowych polityki spotecznej odpowiedzialno$ci przedsigbiorstwa. Ponadto spotki
te przypisywaly mniejsze znaczenie informowaniu o swojej polityce wobec spoteczno$ci
lokalnych oraz prezentowaniu inicjatyw w zakresie wolontariatu pracowniczego.
Relatywnie lepiej natomiast radzity sobie z wykorzystywaniem korporacyjnych stron
internetowych do propagowania przekazu dotyczacego dialogu prowadzonego
z interesariuszami 1 uwzgledniania kryteriow CSR w doborze partnerow w tancuchu
dostaw. Specyfike t¢ obrazuja dane widoczne na wykresie 3.

Przedstawione zréznicowanie spotek publicznych pod wzgledem ich podejscia do
wykorzystania korporacyjnych stron internetowych w komunikowaniu ré6znych
przejawow polityki spotecznej odpowiedzialnosci tych podmiotow mozna uzasadnic
w wieloraki sposob. Po pierwsze, wigksza widoczno$¢ spotek duzych, z ktorych czesé
funkcjonuje we wrazliwych reputacyjnie sektorach (energetyka, wydobycie
i przetworstwo surowcow, bankowo$¢) wymusza na nich bardziej znaczace
zaangazowanie srodowiskowe i spoteczne sprawiajac, ze prowadza one szerszy wachlarz
dziatan w tym zakresie i komunikuja to. Po drugie, wigksza aktywno$¢ spotek duzych
moze wynika¢ z nacisku konkurencyjnego®*. W przypadku tego typu podmiotow
realizowanie polityki CSR obejmujacej cate spektrum inicjatyw, instrumentow
i adresatow stanowi bowiem element migdzynarodowego standardu.

N e .
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Wykres 3. Komunikowanie polityki CSR przez spotki z indeksu sWIG80 na tle ogétu podmiotow
komunikujacych tg polityke za pomoca korporacyjnej strony internetowej
Zrédto: opracowanie wlasne.

Konformizm nakazuje wigc dopasowac si¢ do tego standardu, co pozwala uniknac
grozby delegitymizacji, utraty spolecznego przyzwolenia na dziatanie (social licence
to operate) 1 znalezienia si¢ pod prggierzem opinii publicznej. Po trzecie, jak juz

*Bertels S., Peloza J., Running Just to Stand Still? Managing CSR Reputation in an Era of Ratcheting
Expectations, ,,Corporate Reputation Review”, 2008, Vol. 11, No. 1.
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sygnalizowano, spotki duze odnosza z dziatan w sferze CSR wigksze korzysSci
reputacyjne. Moze stanowi¢ to dodatkowa motywacje dla tych podmiotow
do prowadzenia bardziej widocznej polityki spotecznej odpowiedzialnosci. Po czwarte,
duze spotki ze wzgledu na swoje rozmiary maja szersze grono interesariuszy i wywieraja
silniejszy wplyw na ich sytuacje. Rodzi to uzasadnione, dalej idace oczekiwanie ze
strony interesariuszy, odpowiedzia na ktore jest bardziej rozbudowana polityka CSR
przedsigbiorstwa 1 dotyczaca jej komunikacja. Po piate wreszcie, duze spotki dysponuja
wigkszymi zasobami. Daje to nie tylko wigksze mozliwosci w zakresie prowadzenia
polityki spotecznej odpowiedzialnosci, ale takze wymusza szersze i bardziej intensywne
przekazywanie informacji na jej temat. Poswigcanie na komunikacj¢ zbyt matych
zasobow sygnalizowaloby bowiem, ze sfera CSR traktowana jest przez przedsigbiorstwo
jako obszar dziatan jedynie symbolicznych, odzwierciedlajac niski poziom
zaangazowania podmiotu w inicjatywy prospoteczne i pro§rodowiskowe.

W przypadku spotek s$redniej wielkosci i matych, komunikowanie polityki CSR
moze by¢ mniej intensywne, poniewaz podmioty te nie podlegaja tak silnej presji
zewnetrznej, ani tez nie musza angazowacé tak duzych zasobow, aby sygnalizowaé
odpowiedni poziom aktywnosci spotecznej. Dlatego tez ich korporacyjne strony
internetowe  rzadziej zawieraja przekaz poswigcony  polityce  spotecznej
odpowiedzialnosci, a zakres prezentowanych na nich informacji jest zazwyczaj wgzszy.

Podsumowanie

Kwestia spotecznej odpowiedzialno$ci przedsigbiorstw moze by¢ rozpatrywana
zroznych perspektyw: etycznej, spotecznej, czy politycznej. W artykule przyjeto
perspektywe ekonomiczna i zarzadcza, koncentrujac si¢ na korzysciach ptynacych
z prowadzenia polityki CSR oraz znaczeniu jej komunikowania. Biorac pod uwagg,
ze korporacyjne strony internetowe stanowia jeden z gtéwnych kanatdéw tej komunikacji
zbadano, w jaki sposob kanat ten jest wykorzystywany przez spotki publiczne notowane
na GPW w Warszawie. Uzyskane wyniki wskazuja, ze spotki te rdznia si¢ pod
wzgledem stopnia wykorzystania korporacyjnych stron internetowych w proliferacji
przekazu dotyczacego ich polityki CSR. Podstawowym czynnikiem roznicujacym
okazaty si¢ rozmiary podmiotu — najczgsciej i w najszerszym zakresie polityka ta byla
komunikowana przez spotki duze, nalezace do indeksu WIG20, a najrzadziej
informowaty i niej spotki mate, nalezace do indeksu sWIGS0.

Przeprowadzone badania koncentrowaly si¢ na identyfikacji wystgpowania
w serwisach internetowych spotek informacji na temat r6znych elementow polityki CSR,
nie obejmowaty natomiast bardziej szczegblowego rozpoznania sposobu prezentowania
tych informacji. Dalsze badania moglyby wigc dotyczy¢ analizy tresci pozwalajacej
ustali¢ dlugo$¢ zamieszczanych na stronach komunikatow, okreslic ich zawarto$é
semantyczna, czy zidentyfikowa¢ stosowane w nich techniki impression management.
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Summary

Companies, by engaging in Corporate Social Responsibility (CSR) activities, can generate
favorable stakeholder behaviors and build up their corporate reputations. On the other hand,
stakeholders’ low awareness of these activities, and their lack of confidence in corporations, create
major obstacles in gaining maximum benefits for these companies. This gives rise to a need for
effective CSR communication. The purpose of the research presented in this paper was to identify
how companies listed on the Warsaw Stock Exchange use their websites to communicate CSR
activities. The research was based on the analysis of company documents. The main results show
that company size was the most important factor differentiating CSR communication.
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PRACTICAL CONSIDERATIONS FOR THE
IMPLEMENTATION OF MARKETING AUDIT
AS STRATEGIC CONTROL

The article discusses the problems of marketing control, understood as a function which tops
the management cycle. The immediate aim of this article is to present the results of research on the
use of marketing audit as a form of strategic marketing control, in particular, the indicated factors
that affect the limitation of its use.

Considerations on the theoretical aspect, as well as the analysis of empirical material of a
secondary and primary nature, were conducted using the literature studies method and qualitative
research methods. I presented the results of several studies directly devoted to the problems of
implementing marketing audit against the background of analyzing the place of audit in the
structure of marketing control. The research, although conducted at different times, in different
markets and using different methods, undertook similar research topics, which allows, to some
extent, a qualitative comparative analysis of their results.

The presented results show that the degree of the use of marketing audit in economic practice
still should be assessed as weak. Limiting factors for the use of marketing audit in enterprises
include, first and foremost: restricting access to information necessary in the process of auditing,
unawareness of the benefits resulting from the implementation of marketing audit, the unclear
nature of marketing activities undertaken, and the fear of excessive organizational and financial
burden.

Key words: marketing management, strategic marketing control, marketing audit
JEL Code: M31, M42

Introduction

Marketing management concerns one of the many functions of an enterprise, and is, in
certain circumstances, a leading function. It can be regarded as a bundle of decision-making
and control processes, woven into the entire cycle of an organization’s activity. These
functions are implemented at the strategic and operational levels, taking into account the full
range of typical management, from analysis and planning, organizing, and motivating to
implementation and controls. An efficient control system guarantees the profitability of
activities undertaken as part of the marketing function of the company. Different levels of
control indicate areas of marketing with varying degrees of use, thus making it possible to
allocate resources, link distinguished areas of activity and define the scope of expenditures on
top of operational and strategic effects. Ultimately, controls make marketing management
more efficient and effective. The adoption of such a position encourages reflection on the
practice of control activities as a determinant of the efficiency of marketing management.

As a result of the author’s research interests, oriented towards marketing controls,
and in particular marketing audit, attention is paid to the difficulties and limitations of
implementing control functions in marketing practice. The purpose of the publication is
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to indicate the conditions that, in the opinions of the surveyed enterprises, limit the use
of marketing audit as a marketing strategic control tool. These conditions are defined
based on a review of some literature which has presented results of several studies on the
implementation of direct marketing audit, generally discussed and examined in the
broader context of the overall control of marketing, and even enterprise control.
Considerations on the theoretical aspect, as well as the analysis of empirical material of a
secondary and primary nature, were conducted using the literature studies method and
qualitative research methods, such as: description, explanation, interpretation and critical
analysis of source content.

Audit in the marketing control structure

Relatively little space is devoted in the literature to the issue of control, as the literature
tends to contemplate the whole category of marketing or marketing management, which
is a consequence of a long period (in principle, until the 1970s), when it was believed
that measuring the effectiveness of marketing performance is very difficult, if not
impossible.! Only R. Buzzell challenged the thesis of the absolute immateriality of
marketing effects, and thus its non-measurability.” This started a discussion on the
possibility of marketing controls and proposing structured solutions thereof. The
difficulty of measuring marketing activities, thus control thereof, may be due to the fact
that many individual actions initiated in the area of marketing and the resulting effects
(often measurable ones, e.g. sales) are eventually absorbed in an organization by the
implemented production processes or operating customer services. These complications
also arise due to the fact that despite the general theoretical knowledge of the audit
methodology, as well as marketing, this control is proving very difficult to define.
Marketing is a social science, where many causes and effects are complex and difficult
to extract. Not everything can be expressed in quantitative measures, and many issues
can only be described in qualitative terms. The studied phenomena are often difficult to
grasp, incidental, or dynamic, and the methods of control are imperfect (declarative,
intuitive). All this makes it difficult to determine the theoretical basis of marketing
control, which directly affects the problems of its practical implementation.

Marketing control is treated as the final stage of the management process and at the
same time as the preparatory stage of planning. In the classical approach, it is divided
into operational and strategic control. Operational control is usually understood as an
evaluation of the obtained results in relation to the formulated goals (cybernetic
approach — feedback, ex-post control),’ and less frequently as an evaluation of
implementation (follow-up control, ongoing control),* or an evaluation of the variability
of the environment allowing for the correction of planned values (anticipatory control).’
In principle, in such approaches, operational control almost always relates to the

"J. N. Sheth, R. S. Sisodia: Marketing productivity. Issues and analysis, “Journal of Business Research”
55/2002, p. 350.

2 R. D. Buzzell: Marketing productivity, Ohio State University, Columbus 1958.

? Ph. Kotler, G. Armstrong, J. Saunders, V. Wong: Marketing. Podrecznik europejski, PWE, Warszawa 2002, p. 152.
4 P. D. Bennett: Marketing, McGraw-Hill Book Company, New York 1988, pp. 631-632.

M. D. Hutt, T. W. Speh: Zarzadzanie marketingiem. Strategia rynku débr i uslug przemystowych,
Wydawnictwo Naukowe PWN, Warszawa 1997, p. 599.
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business plan (short-term, usually annual) for marketing activities, and thus to the
assessment of the performance of the activities over time, according to specific
guidelines to achieve the stated objectives. Control understood in this way has diagnostic
(what is the situation? what has been achieved and what has not, and why not?) and
forecasting functions (what happens next in such a situation? how to proceed? should we
change our actions and in what direction?).

Systematic operational control of marketing should be followed by strategic
control, which should refer on the one hand to assumptions of strategic nature
(directions, strategies, forecasts, assumed policies of marketing activities), and on the
other hand, provide a basis for the correction or development of a new marketing
strategy of the company. The need for strategic control and correction was noticed in the
theory and practice of marketing many years ago, as evidenced by, among others, the
formulation of strategic marketing,® and ultimately, the creation of its new market
concept. As proposed by Ph. Kotler, strategic control includes a hierarchy of marketing
effectiveness, marketing audit, evaluation of marketing excellence, and review of ethical
and social responsibility within the structure of marketing control.”

Another proposal for a marketing control structure as a criterion for distinguishing
its components assumes not the level of control activities but the subject of control.® This
proposal immediately defines the scope of control activities, which in Kotler’s proposal
is indicated as the third level of detail, after defining the level of control (operational,
strategic) and the method or area that control is used in. Another proposal for a structure
of control activities distinguishes six elements (levels) of control and evaluation of
marketing.’ In the approach to the control of marketing activities related to the concept
of value marketing, it is assumed that “the ultimate test of an investment in marketing
(...) is whether it creates value for shareholders”.!” This natural business perspective
aims to break the limitations of linking financial results with marketing activities. This
approach resulted in the development of a three-tiered model for monitoring the
effectiveness of marketing activities (comprehensive evaluation of marketing, evaluation
of the impact on the market, evaluation of the marketing tool), which in fact reflects
three levels of control: strategic, tactical and operational.'’

Kotler’s cited proposal for a control structure of strategic marketing included
marketing audit as one for of such control.'” Agreeing with the view that there is a

¢ H.Meffert: Marketing. Grundlagen der Abzatzpolitik, Gabler, Wiesbaden 1986, p. 31.

” Ph. Kotler: Marketing. Analiza, planowanie, wdrazanie i kontrola, Gebethner i Ska, Warszawa 1994, p. 683.

8 Control: the macro environment, scheduled tasks, marketing strategy, marketing organization, marketing systems,
profitability, and marketing function. Cf: H. Mruk: Kontrola marketingowa [in:] H. Mruk, B. Pilarczyk, B. Sojkin, H.
Szulce: Podstawy marketingu, Wydawnictwo Akademii Ekonomicznej w Poznaniu, Poznan 1999, pp. 268-270.

® Control of: 1) comprehensive marketing plan and marketing strategy, 2) profit centers and strategic business
units, 3) marketing programs, 4) marketing tactics, 5) personnel responsible for development and
implementation of programs and tactics, 6) market environment entities (competitive). Cf. e.g.: R. W. Haas:
Industrial marketing management, PWS-Kent Publishing Company, Boston 1986, pp. 381-412; B. Baruk:
Nowoczesna strategia marketingowa. Aspekty strukturalne iprocesowe, Wydawnictwo Naukowe PWN,
Warszawa 2002, pp. 204-205.

' M. McDonald, H. Wilson: Plany marketingowe, Oficyna a Wolters Kluwer business, Warszawa 2012, p. 655
'' M. McDonald, H. Wilson: Plany marketingowe, op. cit., p. 662-680.

2 Some authors have a different view, placing audit in the area of marketing analysis. Cf, e.g.: N. Piercy:
Marketing. Strategiczna reaorientacja firmy, Wydawnictwo Felberg SJA, Warszawa 2003, pp. 227-235; M.
McDonald, H. Wilson: Plany marketingowe, op. cit., p. 133-282.
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possibility to use audit as a tool for strategic control, regardless of its concept, type,
structure or function, one can assume its direct and widespread use in the marketing
control of market operators. Despite the interest in marketing audit since the 1950s,
empirical research devoted to this issue was rarely undertaken. In the literature devoted
to marketing audit, the authors rather focused on giving advice about the theoretically
well-established but not empirically confirmed usefulness of marketing audit." Tt was
only in the last dozen or so years that several interesting publications presenting the
results of empirical research appeared. They, however, do not confirm the optimistic
thesis that this form of strategic control of marketing should be used universally and
without problems. Therefore, it is worth noting the conditions that limit the use of
marketing audit, which are signaled in this study.

The conditions for using marketing audit. A review of the research
results

The only studies carried out at an early stage of using audit as a marketing control tool
show that it was used by a small group of companies, just over a quarter."* The authors
found that the most common problem in the implementation of auditing activities was
the lack of data expected by the auditor and misunderstandings between auditors and
employees of the audited company.

A quarter of a century later, in a study on the practice of marketing audit in
enterprises operating in the Australian market, nearly half of the respondents indicated
that their companies used different forms of marketing audit (i.e., regarding different
problems with different levels of control depth), mostly in the form of self-control (three
quarters), special auditing teams or external audit (approx. one third, respectively)."> The
main identified problems encountered in enterprises in connection with marketing audit
include the lack or unavailability of data and a lack of standards for comparing activities,
and the difficulty of benchmarking in the area of marketing. The results of the survey
indicated that the vast majority of demographic variables of enterprises do not influence

13 Cf: J. Naylor, A. Wood: Practical Marketing Audits: A Guide to Increased Profitability, John Wiley & Sons,
New York 1978; E. N. Berkowitz, W. A. Flexner: The Marketing Audit: A Tool for Health Service
Organizations, “Health Care Management Review” 3/1978, pp. 51-57; M. Wilson: The Management of
Marketing, Gowe Publishing, Westmead 1980; N. D. Kling: The Marketing Audit: An Extension of the
Marketing Control Process, "Managerial Finance” 1/1985, vol. 11, pp. 23-26; E. S. Lurin: Audit
Determines the Weak Link in Marketing Chain, "Marketing News” 20/1986, pp. 35-37, M. Mokwa: The
strategic marketing audit: An adoption / utilization perspective, “Journal of Business Strategy” 1986 vol. 6,
Spring; A. Payne: Marketing ustug, PWE, Warszawa 1997; T. Yaegel: FIERRA Spawns Need for New
Marketing Strategies, "Bankers Magazine” 173(5)/1990, pp. 78-82; D. McGlinche: Doing your own Marketing
Audit, "Marketing Computers” 16/1996,pp. 26-28.

" L. M. Capella, W. S. Sekely: The Marketing Audit: Methods, Problems and Perspectives, ”Akron Business
and Economic Review” 3/1978, vol. 9, pp. 37-41. Study using a sample of 134 managers representing market
operators in the United States of America.

'* M. Taghian, R.N. Shaw: The Marketing Audit and Business Performance: An Empirical Study of Large
Australian Companies, Australia and New Zealand Marketing Academy Conference (ANZMAC) Proceedings
2002, pp. 3151- 3157. The population studied was a set of 22,000 companies from which the sample was taken
by deliberate choice, selecting the largest manufacturing and service companies, in terms of revenue generated.
Such a sample selection resulted from the assumption that in larger companies there is a greater probability of
“practicing professional marketing”. Only 216 responses were acquired from the 1,441 organizations to which
the questionnaires were sent.
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the decision to use (or not use) marketing audit, except for the age of the organization
and the level of education of its marketing manager. It turned out that the marketing
audit was more often used by entities that had been operating on the market for longer
periods of time and by those in which marketing managers had higher education.'

The results of a survey conducted in 2007 on a sample of 199 large and medium-
sized enterprises in Poland’s Pomeranian Province'’ indicated that nearly three-fifths of
medium-sized companies and more than two-thirds of large companies performed
strategic marketing control (mostly in combination with operational control). The
entities that did not achieve this level of control indicated a lack of adequate funding,
high costs (both financial and organizational), or insignificance of the level of control of
the business as the reasons for it. At the same time, it was found that the relevant
management decisions are not always matched by adequate control activities. For
example, among the companies declaring to formulate strategic plans, there were some
that did not carry out strategic control. Among the entities declaring to conduct strategic
marketing control, about half of medium sized enterprises and over two fifths of large
enterprises declared the use of marketing audit, most often including the effectiveness
rank. Thus, only less than one third of all medium sized and large enterprises surveyed
declared the use of audit as a strategic marketing control tool. This result indicates a
fairly low prevalence of this kind of control tool among entities located in this region of
Poland.'®

In the market research devoted to the recognition of the state of knowledge and
skills of companies operating on the Polish market to use business audit tools, including
marketing audit, the conditions for the introduction of the audit and barriers to their use
were assessed.'” Only one-third of the surveyed companies declared regular or
occasional use of marketing audit. The result indicates a low uptake of marketing audit
as a strategic control tool; especially as not all companies treated it as a control tool
(some used it at the analysis stage in the marketing management process). Over half of
the companies implemented audit independently (internal audit), and the remaining used
external audit. The survey shows that none of the included descriptor variables of

' The relation between the age of the surveyed organizations and the degree of using the audit was explained
by the fact that younger companies (established after 1971) were less willing to use the audit due to their
greater efficiency in gaining easier access to wider and richer resources of external marketing information,
which weakened the need to use audit. On the other hand, better education of marketing managers in
organizations using marketing audit was most probably due to the fact that the audit issues were included or
more comprehensively commented on in educational programs offered only by higher education institutions.

7' W. Dryl: Audyt marketingowy, CeDeWu, Warszawa 2010, pp. 207-2016. The survey of medium and large
enterprises was conducted on a population 423 entities. 199 statements of the surveyed companies (98 large
and 101 medium) were collected.

'8 The published results arouse concern whether the operators really understood the conceptual category of
marketing audit as a tool for strategic control properly. This doubt comes from the declared audit frequency
that provides a more operational nature and its treatment as synonymous with control. The responses suggest
that the results concerning the use of marketing audit (in the proper sense of the term) should be interpreted as
too optimistic.

' K. Bachnik: Audyt marketingowy w matych i $rednich przedsigbiorstwach [in:] Audyt biznesowy
w dzialalno$ci matych i $rednich przedsigbiorstw, ed. A. Skowronek-Mielczarek, Oficyna Wydawnicza SGH,
Warszawa 2018, pp. 109-138. The aim of an extensive study conducted in 2017 was to diagnose the use of
audit practice tools in the business management of small and medium-sized enterprises in Poland. The survey
was conducted by telephone interview method (CATI) on a deliberately selected sample of 200 small and
medium sized enterprises operating in Poland, which initially declared use of audit activities.
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enterprises (industry, ownership form, ownership capital, market coverage, number of
employees) has a significant statistical impact on the need for use, manner (regular,
irregular), or form of marketing audit. The most important barriers to the use of
marketing audit were the lack of appropriate tools, human and financial resources, lack
of time for such a systematic (structured) study, and difficulties in estimating its direct
benefits.

The research undertaken by the author concerning the use of marketing audit (case
study method) by selected, well-developing enterprises operating on the Polish market
showed that it is used very rarely.” In those entities where it is actually implemented, it
is implemented as a component of the internal audit in the organization. The factors
diagnosed in the course of the study, which condition taking action to control marketing
in general, in the form of an audit in particular, are: market situation, size and stability of
the company, the scope of its marketing activity,” the adopted model of managing the
organization, the will of owners and managers, formulation of a marketing strategy,
achieved operational results (their dynamics), on top of organizational and formal (legal)
conditions. Entrepreneurs do not see the need to conduct formal, structured marketing
control in a situation of competitive stabilization (not perceiving threats), conducting
business according to an intuitive management model (spontaneous, emotional action
better than rational), achieving a well-established and stable market position (sense of
security), achieving ever higher sales values on the market (sales are growing = good),
involvement in new technological, organizational and market projects (there is no time
to look back), lack of formal requirements (no need = we do not do it). In fact, in none of
the cases in which no marketing control was implemented, was the argument of financial
or organizational constraints actually raised. The resources and potential of the surveyed
companies certainly enabled them to carry out (independent or external) control, while
the emerging organizational conditions were related to the fear of disorganization of
work in the areas subject to control.

Interesting aspects related to the practice of marketing audit were the subject of a
study aimed at determining the significance of conditions for successful implementation
of marketing audit in marketing management.”> Considering the variables affecting the

» The study was conducted by the author to verify previously presented research results in the literature that
were dedicated to the implementation of the audit as a marketing control tool. The studied population consisted
of well-developing enterprises (based on the presented ranking lists) classified into groups of large or medium-
sized enterprises whose parent offices are located in the southern part of Poland. At the same time, efforts were
made to conduct the survey in selected foreign enterprises. The main problem of the conducted research turned
out to be the limited openness of representatives of enterprises to undergoing the examination and providing
access to materials illustrating the tools of marketing control used, primarily marketing audit. Finally, 8
business cases were investigated, including one company from each of the countries: Czech Republic, Slovakia
and Ukraine. The conducted case studies noted problems related not only to audit or marketing control, but in a
broader sense, with the actual consolidation of the marketing orientation of enterprises.A wider discussion of
the results of the study will be presented in a forthcoming monograph on marketing auditing.

2l This factor, in fact, reflects serious connotations on the actual orientation of business marketing and
understanding the essence of marketing.

22 D. Lipnicka, J. Dad’o: Marketing Audit and Factors Influencing Its Use in Practice of Companies (From an
Expert Point of View), ”Journal of Competitiveness” 4/2013, vol. 5, pp. 26-42. Using the Delphi method,
opinions were collected on the conditions of audit from 16 experts - theorists (scientists) and practitioners
(marketing managers) — and analyzed. Based on the established list of factors (including the barriers) that
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implementation and results of marketing audit, the experts listed most frequently: a
factor defined as auditor proficiency (understood as the professional approach of the
auditor to the audited company, and their ability to select appropriate methods);
knowledge of the current situation of a company’s marketing activities exercised by its
managers (knowledge about the company and its marketing processes); acceptance of
the audit and its results by all employees of the audited entity (awareness of the need for
implementation and purposes of the marketing audit from the company’s employees);
regularity of the auditing; availability of information (providing real data on the audited
company, as well as readiness to provide all information necessary for the performance
of the audit by an external company); the independence of the audit; effort for
continuous improvement (the willingness to make changes and apply the marketing audit
recommendations); consensus between the auditor and the company audited (agreement
between the audit procedure and the audited entity and between the two parties); and
sufficient time to carry out the audit (not only in the context of the implementation of the
marketing audit, but also in terms of training and preparation of the employees). Few
experts pointed to such factors determining the use of the marketing audit as its scope
(determining the degree of complexity), the period of audited marketing activities (most
often periods in which specific problems were observed), and the availability of financial
resources to carry out the audit.

The experts perceived the following primary barriers that prevent companies from
implementing marketing audit: the lack of proper knowledge of marketing audit, lack of
authentic marketing orientation of the companies, the lack of awareness that the audit
can result in knowledge and recommendations that will contribute to the increase in
revenue of the company exceeding the cost of implementing the marketing audit by an
external organization, and the fear of the possible effects of the audit. They also pointed
out the reluctance of the controlled company to provide information to independent
external entities and the lack of specialized auditors and managers who have perfectly
mastered the implementation of marketing audit as significant problems in the case of
external audit. In the case of small and medium-sized enterprises, financial constraints
related to marketing audit were seen as a potential barrier.

The experts clearly attributed the greatest importance to the availability of
information for the auditors. The key factors are also the experience of the marketing
auditor, the independence of the marketing audit process, and approval of the audit
objectives by employees of the audited company. Factors such as the complexity of the
marketing audit, knowledge of the situation in the studied marketing company, sufficient
time to carry out the audit, effort to continuously improve the business, the availability
of funds, and the correct implementation of the audit have been identified by experts as
significantly affecting the implementation and results of the auditing. The least impact
was attributed to the consensus between the controlled company and the audit firm, on
top of focus on the marketing audit in a short period of time. The experts have attributed
significant importance to most of the factors identified as barriers that prevent or hinder
the implementation of the marketing audit, and indicated the key position to the
companies’ reluctance to make changes, to communicate information to third parties on

affect the implementation and results of the audit of marketing activities determined in the first phase of the
study, in the second phase, their importance was evaluated.
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the one hand, and ignorance of marketing audit from both theoretical and practical points
of view on the other.

The list of marketing audit implementation restrictions indicated in the results of the
research is presented in Table 1.

Table 1. Marketing audit implementation restrictions indicated in the results of the research

The research concerning the use
of marketing audit (authors of the publication)
The conditions limiting the use é&" > g x — *E‘ g ) o
of marketing audit 82| §= o = 5 =g
= O %D 175} a < < o0
ow | £ /a T 3
the lack or unavailability of data expected by the X X X
auditor
misunderstandings between auditors and employees X
of the audited company
the lack of standards for comparing activities, and the X
difficulty of benchmarking in the area of marketing
the lack of adequate funding X X X
high costs of auditing (both financial and < <
organizational)
insignificance of strategic control of the business X
the lack of appropriate tools X
the lack of human resources X
the lack of time for such a systematic (structured) .
study
difficulties in estimating direct benefits of the audit X X
situation of competitive stabilization (failure to .
perceive threats)
conducting business by an intuitive management X
model
achieving a well-established and stable market .
position (sense of security)
achieving ever higher sales values on the market X
involvement in new technological, organizational and X
market projects (there is no time to look back)
the lack of formal requirements X
the fear of disorganization of work in the areas . <
subject to control (of the possible effects of the audit)
the lack of proper knowledge of marketing audit X
the lack of authentic marketing orientation of the «
companies
the lack of specialized auditors and managers X

Source: Author’s own elaboration.
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The valuable results of other studies, whose objectives and research problems did
not directly address the issue of conditions for the use of audit, are also presented in the
literature. In the survey conducted among companies perceiving the evaluation of
strategic directions of marketing activities as at least an important aspect of marketing
management, marketing audit were used by about two fifths of these entities.” Although
the research did not directly consider the issue of factors influencing the level of audit
use, the diagnosed weak interest of managers responsible for marketing in elementary
issues related to the scope of the marketing audit may be treated as a condition for the
level of audit use in the examined entities.

A continuation of this project was the research done in 2011.** During the
interviews, the following measurements were made: perception of the importance of
various marketing control tasks and control tools (methods), such as: sales analysis,
market share analysis, cost (expenses) analysis, buyer satisfaction survey (customer
satisfaction observation), profitability analysis, marketing effectiveness analysis, and
marketing audit. The results of the study indicated that the lowest score was given to the
only strategic control tool, which is the marketing audit. Its low importance translated
into a low level of the use of audit by the surveyed companies.”> Such low ratings for
marketing audit undermine the essence of the marketing control system, as they indicate
the low importance of problems related to the evaluation of marketing activities at the
strategic level. In another study, on sustainable use of marketing audit, half of the
surveyed managers felt that the audit is a very important marketing tool for marketing
management in their enterprise.”®

Conclusions

Empirical material contained in all the above-mentioned studies was obtained thanks to
incomplete, unrepresentative research, therefore the cognitive value of these results
should be perceived as a simplified, approximate picture of the use of marketing audit,
and in a broader context, control in the practice of marketing management. The
presented results show that the degree of the use of marketing audit in economic practice

2 W. Kowal:Audyt marketingowy jako narzedzie kontroli marketingowej w §wietle wynikéw badan polskich
przedsigbiorstw, “Nauki o zarzadzaniu. Management sciences” 9/2011, pp. 107-130. The research was
conducted using the CATI method at the turn of 2006, on a nationwide sample of 251 directors and marketing
managers, sales managers or trade department managers of manufacturers operating on consumer markets and
employing more than 250 people. After verifying the questionnaires, 231 interviews were used to analyze the
results of the survey.

* W. Kowal:System kontroli marketingowej w §wietle wynikoéw badan polskich przedsigbiorstw, “Marketing
i Rynek” 3/2013, pp. 17-24. The research was conducted using the standardized interview, CATI method, on a
sample of 140 directors and marketing managers, sales managers or trade department managers of medium-
sized enterprises operating on consumer markets and employing more than 50 people. The study had national
coverage.

BUnfortunately, the author did not present detailed information on the number of surveyed entities using
marketing audit as a tool to control marketing activities.

% D. Serbanicd, V. Radulescu, A.F. Cruceru: The Role of Marketing Audit in Evaluation Sustainable
Marketing Performance in Romanian Organizations, ”Amfiteatru Economic” 17(40)/2015, pp. 1011-1021.
Using the interview method (categorized, structured) the opinions of the top management of 30 Romanian
service companies operating in the transport (railway), telecommunications, banking, real estate, IT and
promotional services sectors, in different markets (local, national, international and global), thus generating
very different volumes of turnover, were collected.
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still should be assessed as weak. The level of implementation of this form of marketing
control, as can be seen, is independent of the time when the research was conducted, the
market that was the subject of the research, the type of entities surveyed, or the
methodology of the research. The noticed and described differences do not prove
different attitudes towards audit and its importance among the separated groups of
enterprises of the studied populations. In the case of results concerning conditions
limiting the use of marketing audit, recurring indications concern mainly:

— lack of availability of information necessary for the audit process as a result of
limiting this access by managers, marketing services or employees of the audited
entity, which is a result of fear of a possible unfavorable assessment and resulting
consequences;

— unawareness of benefits resulting from the implementation of marketing audit,
which results from a wider problem of ignorance of the essence and functions of
this (and other) control tools; still, control is perceived negatively as a supervision,
power and repression tool, and not as a positive tool supporting the management
process;

— the "fuzzy” character of marketing activity of enterprises, which is manifested in
the extreme case of lack of factual marketing orientation, and more often as
incorrect understanding of the essence and scope of marketing activities, a lack of
proper organization (planning) of marketing, a lack of clear strategic indications,
and a careless model of marketing management;

— fear of excessive organizational and financial loads, which in fact do not seem
justified, and from a psychological point of view are important brakes to
implementing new solutions.

The presented results of the few empirical studies on strategic control of marketing
activities, on the one hand, indicate the research potential related to the deepening of
knowledge on the practice of marketing behavior of enterprises. On the other hand, they
determine the direction of the tasks associated with the need to broaden and deepen
knowledge on control (including audit) among practitioners. The research outcomes
show that the limited utilization of this management function is in fact largely the result
of misunderstanding its nature, role and importance, which should stimulate better and
more precise explanation of the assumptions and practical solutions in the area of
marketing control.
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Praktyczne uwarunkowania implementacji strategicznej kontroli
marketingu w formie audytu

Streszczenie

Artykut poswigcony jest problematyce kontroli marketingu rozumianej jako funkcja wienczaca
cykl procesu zarzadzania. Bezposrednim celem artykutu jest zaprezentowanie wynikéw badan
dotyczacych wykorzystywania audytu marketingu jako formy strategicznej kontroli marketingu, a
w szczegolnosci wskazywanych czynnikow, ktore wptywaja na ograniczenie jego wykorzystania.

Rozwazania w czgsci teoretycznej, jak i analizie materialu empirycznego o charakterze
wtornym 1 pierwotnym, prowadzone byly z wykorzystaniem metody studiow literaturowych oraz
metod badan jakosciowych.Na tle rozwazan poswigconych usytuowaniu audytu w strukturze
kontroli marketingu, dokonano prezentacji wynikéw kilku badan, poswigconych bezposrednio
problemom implementacji audytu marketingu. Badania, cho¢ prowadzone w odmiennym czasie,
na roznych rynkach i ré6znymi metodami, podejmowaty podobne zagadnienia badawcze, co
umozliwia w pewnym zakresie dokonanie jako$ciowej analizy porownawczej ich wynikow.

Z zaprezentowanych wynikow wynika, ze stopien wykorzystywania audytu marketingu w
praktyce gospodarczej, niezmiennie nalezy oceni¢ jako staby. Za czynniki ograniczajace
wykorzystanie audytu marketingu w przedsigbiorstwach, nalezy uzna¢ przede wszystkim
ograniczenie dostgpu do informacji niezbgdnych w procesie realizacji audytu, nieswiadomosé
korzysci wynikajacych z realizacji audytu marketingu, nieklarowny charakter podejmowanych
dziatan marketingowych oraz obawy przed nadmiernymi obcigzeniami natury organizacyjnej
i finansowe;j.
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BANK EFFICIENCY AND CONCENTRATION OF THE
BANKING SECTOR IN THE CEE COUNTRIES

Abstract: The relationship between the structure of the banking market and efficiency of banks
has been a subject of many studies for several decades. There is no uniform opinion on the
correlation between these variables. The goal of the research is to investigate this relationship for
96 banks operating in eleven CEE countries in the years of 2005-2017. Bank efficiency scores are
assessed with the SFA method and regressed with bank and macroeconomic characteristics. The
results show that the efficiency of banks is positively affected by the concentration of the market
on which they operate, as well as by the size of individual banks. This relationship is valid for all
examined countries. Additionally, bank efficiency is positively impacted by improving the banking
system. On the other hand, the GDP per capita, inflation rate and bank capital ratio are not
conducive to bank efficiency.

Key words: CEE countries, bank, efficiency, market concentration
JEL codes: G10, G15, G21

Introduction

Banks efficiency in recent decades has been an important subject for academics and
policy makers'. Among them, relatively frequent studies include the relationship
between the banking market concentration and efficiency of banks. However, the
conclusions from these studies are relatively divergent. Some of them indicate a positive

' G. Casu, C. Girardore, Bank competition, concentration and efficiency in the single European market, The
Manchester School vol. 74(4)/2006, p. 441-468; A. Berger , 1. Hasan, M. Zhou, Bank ownership and efficiency
in China: what will happen in the world’s largest nation?, Journal of Banking and Finance vol. 33/2009, p.
113-130; M. Duygun, V. Sena, M. Shaban, Schumpeterian competition and efficiency among commercial
banks, Journal of Banking and Finance vol. 37/2013, p. 5176-5185; R. Mesa, H. Sanchez, J. Sobrino, Main
determinants of efficiency and implications on banking concentration in the European Union, Spanish
Accounting Review vol. 17(1)/2014, p. 78-87; M. Nitoi, C. Spulbar, An Examination of Banks’ Cost
Efficiency in Central and Eastern Europe, Procedia Economics and Finance vol. 22/2015, p. 544-551; T. Silva,
S. Guerra, B. Tabak, R. de Castro Miranda, Financial networks, bank efficiency and risk-taking, Journal of
Financial Stability vol. 25(C)/2016, p. 247-257; J. Peng, V. Jeng, J. Wang, Y. Chen, The impact of
bancassurance on efficiency and profitability of banks: Evidence from the banking industry in Taiwan, Journal
of Banking and Finance vol. 80/2017, p. 1-13; P. Avramidis, Ch. Cabolis, K. Serfes, Bank size and market
value: The role of direct monitoring and delegation costs, Journal of Banking and Finance vol. 93/2018, p. 127-
138.

77



impact of banking sector concentration on bank performanc,” while others show the
opposite direction of the dependence’ or do not find any significant relationship’. Similar
discrepancies occur in the assessment of the possible impact of individual factors,
including of a bank’s market share on its efficiency. The difference between obtained
results may come from the fact that these relationships were examined in various
macroeconomic conditions with various timeframes, and on sets of banks operating in
different geographical regions.

The goal of our research is to assess how the level of the banking market
concentration affects efficiency of banks in the CEE region in the years from 2005-2017.
Additionally, we check the impact of the market share of these banks on their efficiency.
The time range of the research includes two important events that could have a
significant impact on the banks' activity, i.e. the global financial crisis of 2007-2009 and
the public finance crisis in some euro area countries in 2011-2012. The study covers 96
banks operating in eleven CEE countries. The importance of the issue of ensuring
effective delivery of credit and other banking services to enterprises and households and
effective implementation of the monetary policy of the central bank make the problem of
studying the level of banks' efficiency an important topic for both academics and
supervisory institutions. The study fills the existing gap in literature in this respect and
casts a new look at the shape of this relationship, while taking into account some
macroeconomic variables, such as: GDP per capita, inflation rate, level of development
of the banking sector, as well as banks’ capital ratio.

The rest of the article consists of three sections and conclusions. The first presents
conclusions from the literature review, the second presents data and methods used in the
research, and the third discusses the results of the research. The entire study is
summarized in the conclusions.

Market structure and efficiency — existing studies

The economic literature does not provide a definite answer on the question about the
impact of the structure of the banking market on banks' performance. The results of the
research are usually explained with two theories: the market power (MP) theory and the
efficient structure (ES) theory. The first one uses two models for describing the market
structure-performance relationship, i.e. the structure-conduct-performance hypothesis
(SCP) and the relative market power hypothesis (RMP). The SCP hypothesis assumes
that in a more concentrated market banks set prices that are more favorable for

ZA. Berger, R. Demsetz, P. Strahan, The consolidation of the financial services industry: Causes, consequences, and
implications for the future, Journal of Banking and Finance vol. 23/1999, p. 135-194; M. Haynes, S. Thompson, The
productivity effects of bank mergers: Evidence from the UK building societies, Journal of Banking and Finance vol.
23/1999, p. 825-846; J. Bikker, K. Haaf, Competition, concentration and their relationship: An empirical analysis of
the banking industry, Journal of Banking and Finance vol. 26(11)/2002, p. 2191-2214; D. Amel, C. Barnes, F. Panetta,
C. Salleo, Consolidation and efficiency in the financial sector: A review of the international evidence, Journal of
Banking and Finance vol. 28/2004, p. 2493-2519.

*S. Rhoades, Efficiency effects of horizontal (in-market) bank mergers, Journal of Banking and Finance vol.
17(2-3)/199, p. 411-422; E. Mamatzakis, R. Matousek, A. Vu A.N., What is the impact of bankrupt and
restructured loans on Japanese bank efficiency?, Journal of Banking and Finance vol. 72/2017, p.187-202.

4 N. Avkiran, The evidence on efficiency gains: The role of mergers and the benefits to the public, Journal of
Banking and Finance vol. 23(7)/1999, p. 991-1013; G. Casu, C. Girardore, Bank competition, concentration
and efficiency in the single European market, The Manchester School vol. 74(4)/2006, p. 441-468.
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themselves and earn higher profits. In turn, the RMP hypothesis assumes that more
favorable prices could be introduced only by banks with larger market shares, regardless
in how concentrated are the markets in which they operate.

The relationship between the market structure and companies’ performance was for
the first time noticed by Mason’. He stated that although the behavior of enterprises may
depend on economic conditions, the level of market concentration is the main
determinant in their decision to increase prices, which leads to improvement of results.
An important stage in the development of the SCP hypothesis is shown in an article by
Bain®, in which he stated that the smaller the number of enterprises in a market, and the
higher the concentration, leads to behaviors indicating a decrease in competition. As a
result, companies increase prices and achieve higher profits, which are carried out at the
expense of reducing customers’ wealth. Such conduct has been noticed in the research
conducted on banks over the last few decades. Gilbert noticed that in the 1960s, due to
the change in the legal requirements referring to the effects of bank mergers on the
competition, large US banks were able to offer lower deposit rates and higher loan rates
and as a result raise their profits’. Garcia-Herrero et al.® and Fu et al.’ tested the market
structure-performance relationship in China and Asia Pacific countries in the years 1997-
2004 and 2007-2008, respectively, and found that banks are more efficient in less
concentrated banking markets. Similarly, Maudos and Fernandez de Guevara,'* based on
research of the European banking sector in the years 1995-2001, stated that the increase
in concentration and market power leads to a fall in efficiency.

The efficient structure (ES) theory was formulated by Demsetz and states that more
efficient firms grow at the expense of less competitive competitors''. In the banking
sector efficient banks can lower the prices of their products, become more competitive
and gain new customers. It enables them to increase their market share by displacing or
taking over less competitive competitors. Such a process leads to increased concentration
of the entire banking market. In one of the earliest studies on this subject, Evanoff and
Fortier explain that an increase in the concentration of local bank markets in the USA in
the 1970s and 1980s was caused when more efficient banks acquired less competitive
entities'?. In recent years, using the ES theory, Homma et al. examined Japanese banks
operating in the period of 1974-2005 and explained that efficient large banks

> E. Mason, Price and Production Policies of Large-Scale Enterprise, American Economic Review vol.
29(1)/1939, p. 61-74.

¢ J. Bain, Relation of Profit Rates to Industry Concentration, Quarterly Journal of Economics vol. 55/1951.

7 R. Gilbert, Bank market structure and competition, Journal of Money, Credit, and Banking vol. 16/1984, p. 617-660.

# A. Garcia-Herrero, S. Gavila, D. Santabarbara, What explains the low profitability of Chinese banks? Journal
of Banking and Finance 33/2009, p. 2080-2092.

® X. Fu, Y. Lin, P. Molyneux, Bank competition and financial stability in Asia Pacific. Journal of Banking and
Finance vol. 38/2014, p. 64-77.

' J. Maudos, J. Fernandez de Guevara, Factors explaining the interest margin in the banking sectors of the
European Union, Journal of Banking and Finance vol. 28/2008, p. 2259-2281.

"' H. Demsetz, Industry structure, market rivalry, and public policy, Journal of Law and Economics vol.
16/1973, p. 1-9.

2D, Evanoff, D. Fortier, Reevaluation of the structure-conduct-performance paradigm in banking, Journal of
Financial Services Research vol. 1(3)/1988, p. 277-294.
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significantly gained their market share due to acquiring banks in a weaker financial
condition".

Both MP and ES theories, however, have two different characters and two opposite
directions of action. In the MP theory, the market structure is an exogenous factor which
affects performance of banks. On the other hand, in the ES theory the market structure is
an endogenous factor and is the outcome of decisions made by the banks operating on it.
Concentration is therefore an important parameter of the banking activities. It affects,
among other things, banks’ efficiency, quality of delivered banking services, and
innovation in creating new banking products. Among others, Claessens and Laeven
indicate that the banking market concentration has significant impact on the availability
of banking services (mainly credit) to households and enterprises, which naturally shapes
the rate of economic development of the country'®. Demirguc-Kunt et al. state that a
higher banking market concentration increases the cost of financial intermediation'.

Research on the relationship between the banking market concentration and bank
performance in the CEE countries is rather limited. Andries examined banks operating in
seven CEE countries over the period of 2004-2008 and found a growing trend in their
efficiency'®. One of the conclusions of this research is that an increase in the level of
banking concentration and bank size positively affects the efficiency of banks.
Efthyvoulou and Yildirim assessed the market power and efficiency of banks in 17 CEE
countries based on their performance over the period 2002-2010. They noticed a
significant variation in these variables in the analyzed countries and a diversified
response of banks to the effects of the financial crisis, due, among other factors, to the
ownership structure'’. Most other papers focus rather on assessing the efficiency of
banks'®.

Changes in efficiency are assessed not only in relation to the degree of
concentration of the banking market, but also in relation to the level of competition,
which is measured by non-structural measures, i.e. the Panzar-Rosse H-statistic'’, the
Lerner index®® and the Boone indicator®'. Non-structural measures often point to

" T. Homma, Y. Tsutsui, H. Uchida, Firm growth and efficiency in the banking industry: A new test of the
efficient structure hypothesis, Journal of Banking and Finance vol. 40/2014, p. 143-153.

14S. Claessens, L. Laeven, What drives bank competition? Some international evidence, Journal of Money,
Credit and Banking vol. 36(3)/2004, p. 563-583.

5 A. Demirgiig-Kunt, L. Laeven, R. Levine, Regulations, market structure, institutions, and the cost of
financial intermediation, Journal of Money, Credit and Banking vol. 36(3)/2004, p. 593-622.

'® A. Andries, S. Ursu, Financial crisis and bank efficiency: An empirical study of European banks, Economic
Research-Ekonomska Istrazivanija vol. 29(1)/2011, p. 485-497.

' G. Efthyvoulou, C. Yildirim, Market power in CEE banking sectors and the impact of the global financial
crisis, Journal of Banking and Finance vol. 40/2014, p. 11-27.

'8 G. Anayiotos, H. Toroyan, A. Vamvakidis, The efficiency of emerging Europe's banking sector before and
after the recent economic crisis, Financial Theory and Practice vol. 34/2010, p. 247-267; T. Poghosyan, A.
Poghosyan, Foreign bank entry, bank efficiency and market power in Central and Eastern European Countries,
Economics of Transition vol. 18(3)/2010, p. 571-598; B. Tuskan, A. Stojanovic, Measurement of cost
efficiency in the European banking industry, Croatian Operational Research Review vol. 47/2016, p. 47-66.

' J. Goddard, J. Wilson, Competition in banking: A disequilibrium approach. Journal of Banking and Finance
vol. 33/2009, p. 2282-2292.

0 7. Fungacova, L. Solanko, L. Weill, Does competition influence the bank lending channel in the Euro area?
Journal of Banking and Finance vol. 49/2014, p. 356-366.

I B. Tabak, D. Tazio, D. Cajueiro, The relationship between banking market competition and risk-taking: do
size and capitalization matter? Journal of Banking and Finance vol. 36/2012, p. 3366-3381.
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different directions of the relationship between the competition and banks’ efficiency.
Schaeck and Cihak® analysed the relationship between competition, measured by the
Boone indicator, and efficiency using the sample of European countries and US banks in
the years 1995-2005. They stated that competition increases due to the increase in the
banks’ efficiency. Anginer et al.”* examined banks in 63 countries in the years 1997-
2009 and found that competition on the banking market, measured by the Lerner index,
was negatively correlated with banks profitability. Schaeck et al.** measured competition
with the Panzar-Rosse H-statistic and found that having more banking sectors is more
stable and efficient. Contrarily, more concentrated sectors are less stable and efficient.
They concluded that concentration and competition capture different characteristics of
banking sector operations and studies based on these two variables can lead to diverse
conclusions.

Data and research methods

In the research we use the stochastic frontier approach (SFA) to estimate profit
inefficiencies for each bank in the sample. We employed the model of Battese and Coelli
that provides the estimates of inefficiency in the one-step approach®. The profit function
is the multi-product translog specification:
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The dependent variable Prof is measured with a bank Operating Income. We
assume that banks have two outputs: Loans (Q1) and Other Financial Assets (estimated
as Financial Assets — Net Total Loans) (Q2). The inputs are: (1) Fixed Assets (X1), (2)
Labour (X2), and (3) Total Financial Liabilities (X3). The input prices are: (1) Cost of
Physical Capital (W1) estimated as sum of Occupancy and Equipment and Depreciation

22 K. Schaeck, M. Cihak, How does Competition Affect Efficiency and Soundness in Banking? New Empirical
Evidence. European Central Bank Working Paper No. 932/2008.

2 D. Anginer, A. Demirguc-Kunt, M. Zhu, How Does Bank Competition Affect Systemic Stability? Policy
World Bank Research Working Paper 5981/2012.

24 K. Schaeck, M. Cihak, S. Wolf, Are competitive banking systems more stable? Journal of Money, Credit
and Banking vol. 41/2009, p. 711-734.

2 G. Battese, T. Coell, A model for technical inefficiency effects in a stochastic frontier production function
for panel data, Empirical Economics vol. 20/1995, p. 325-332.
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of PP&E divided by Fixed Assets; (2) Cost of Labour (W2) which is Compensation and
Benefits Expense over Total Assets; (3) Cost of Funds (W3) calculated by dividing
Interest Expense by Total Financial Liabilities. Following Berger and Mester®® and
Andries and Ursu”’ we included also Equity to Total Assets (Eq TA) as an input to
control for differences across banks’ risk preferences. To impose linear homogeneity
restrictions, we normalised the dependent variable and all input prices by W3. Finally,
we employed time dummy (T) to allow for technological and other time-specific
changes, following Lensink, Meesters, and Naaborg28, Lozano-Vivas and Pasiouras®,
and Andries and Ursu™. Based on estimating equation (1) we obtained the values of
bank profit inefficiency effects u;;.

In order to investigate the determinants of bank profit inefficiency across CEE
countries, and especially the impact of market concentration, we regress u;; on the range
of potential explanatory variables describing the macroeconomic situation, each
country’s banking sector, and bank-specific situation according to the following
specification:

Uy = 8 + 819dp_capji_q + &,inflj;_4 + &3loan_gdp;, + 6,market_share;; +
dsconcentration;, + Sgperfi + €; 2)

The positive coefficient would mean that the determinant increases bank profit
inefficiency, i.e., decreases bank efficiency. Negative sign on a coefficient would mean that
efficiency increases. In the equation (2) GDP per capita (gdp_cap) and Inflation (infl)
measure income level and change in annual average consumer price level. The ratio of
Banking Sector Loans to GDP (loan_gdp) represents the level of financial intermediation in
each country. Market Concentration (concentration) is measured with either market share of
the 5 largest banks in a country (CRS) or Herfindahl-Hirschman Index (HHI). Individual
Bank Market Share (MKTSh) is estimated as a ratio of the bank total assets to total bank
assets in a country. Alternatively, we use Bank Size (Size) calculated as the natural logarithm
of bank total assets to check the impact of relative and absolute size of a bank on profit
inefficiency. In order to control for the bank’s safety and performance (perf), we employ
Total Capital Ratio (TCR) or use ROAA, ROAE, Cost to Income Ratio (C/I), one at a time.

Further, we were also interested in whether the impact of banking market
concentration on profit inefficiency is identical across the CEE countries under analysis.
For that we estimated the model with an interaction of concentration measure and
individual country dummy. We assume thus that all the other variables extend identical
impact across all the countries and that only effects of market concentration might differ:

% A. Berger, L. Mester, Inside the black box: What explains differences in the efficiencies of financial
institutions?, Journal of Banking and Finance vol. 21/1997, p. 895-947.

T A. Andries, S. Ursu, Financial crisis and bank efficiency: An empirical study of European banks, Economic
Research-Ekonomska Istrazivanija vol. 29(1)/2016, p. 485-497.

*R. Lensink, A. Meesters, I. Naaborg, Bank efficiency and foreign ownership: Do good institutions matter?,
Journal of Banking and Finance vol. 32/2008, p. 834-844.

¥ A. Lozano-Vivas, F. Pasiouras, The impact of non-traditional activities on the estimation of bank efficiency:
International evidence, Journal of Banking and Finance vol. 34/2010, p. 1436-1449.

3 A. Andries, S. Ursu, Financial crisis and bank efficiency: An empirical study of European banks, Economic
Research-Ekonomska Istrazivanija vol. 29(1)/2016, p. 485-497. .
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Uy = 8o + 819dp_capje_q + 63inflj_4 + 63loan_gdpj, + ,market_share;, +
6s(concentration;, * country;) + Sgperfic + €; 3)

We also checked whether the impact differs between countries that have and have
not adopted the euro with the dummy variable EURO, which takes value 1 for the years
since euro adoption, and 0 otherwise:

Uy = 8o + 819dp_capje_q + 6zinflj_4 + 63loan_gdpj, + 6,market_share;, +
6s(concentration, * EURO.;) + Ggperfic + € 4

All bank-level data are obtained from the SNL database. Data on GDP per capita,
rate of inflation, and loans to GDP come from Eurostat while data on market
concentration come from ECB Statistical Data Warehouse. All the data are of annual
frequency and cover the period from 2005 to 2017. We collected the data on 11 Central
and Eastern European countries: Bulgaria (8 banks), Czech Republic (9), Estonia (4),
Croatia (14), Hungary (9), Lithuania (6), Latvia (6), Poland (19), Romania (9), Slovenia
(3), and Slovakia (7).

Results and discussion

In the first stage of the research we estimated banks’ profit inefficiency scores u;; using
the trans-log equation 1. Table 1 presents values of the average inefficiency and
efficiency scores for the individual countries and for individual years.

Table 1. Average profit inefficiency and efficiency scores

Country u' PE' Year u’ PE’
BG 16.2% 85.1% 2005 13.4% 87.5%
CZ 15.8% 85.4% 2006 14.8% 86.3%
EE 18.5% 83.1% 2007 17.1% 84.3%
HR 17.5% 84.0% 2008 20.0% 81.8%
HU 18.1% 83.5% 2009 19.6% 82.2%
LT 17.7% 83.7% 2010 18.8% 82.9%
LV 14.5% 86.5% 2011 15.1% 86.0%
PL 21.6% 80.6% 2012 18.6% 83.0%
RO 16.0% 85.2% 2013 22.6% 79.8%
SI 26.9% 76.4% 2014 16.8% 84.5%
SK 12.8% 88.0% 2015 18.0% 83.5%

2016 16.7% 84.6%
2017 19.7% 82.1%

Note: Bulgaria - BG, Czech Republic - CZ, Estonia - EE, Croatia - HR, Hungary - HU, Lithuania - LT, Latvia -
LV, Poland - PL, Romania - RO, Slovenia - SI, Slovakia — SK, " average for the entire period, 2 average over
all countries, u — profit inefficiency score, PE — profit efficiency score, where PE=exp(-u).
Source: Authors’own calculation based on the SNL data.

The results indicate that efficiency of banks in the CEE countries is diverse,
from the lowest in Slovenia (76%) to the highest in Slovakia (88%) with the average for
the region of 84%. Additionally, during the analysed period the CEE banks operated
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with a variable efficiency. The values of efficiency scores for individual years indicate
that banks’ efficiency falls in the periods of macroeconomic turbulence in 2007-2009
and 2012-2013, and after these periods significantly restores.

In the second stage of the research we checked how the banking market
concentration affects banks’ inefficiency scores u;; , controlling for the impact of some
macroeconomic variables and bank characteristics (Table 2). The results confirm the
assumption of a significant impact of the market structure on the banks’ efficiency. For
both measures of concentration, CR5 and HHI, the coefficients in the Models 1 and 2
indicate that banks tend to enjoy higher profit efficiency in more concentrated markets.
For a robustness check we regressed efficiency with variables representing the size of
the bank (Models 3, 4 and 5) and we received similar results implying that larger banks
can achieve higher profit efficiency. Such outcomes can be explained with the ES
theory, which states that the more efficient banks become, they increase their market
share and concentration of the market™'.

Table 2. Relation between profit inefficiency scores and macroeconomic and bank individual variables

Variable Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8
LGDPoe 0.040 0.031 0.042 0.113™ | 0.103™ -0.012 -0.002 0.023
DEP (0.034) (0.033) (0.023) (0.036) (0.035) (0.021) (0.020) (0.013)
LInflation 0.006 0.006 0.006™ 0.007" 0.007" -0.003 -0.002 0.003"
) (0.003) (0.000) (0.003) (0.003) (0.003) (0.002) (0.002) (0.002)
Loan GDp | 0-001 -0.001" 0.001" | -0.0017" | -0.001"" | -0.001"" | -0.001""" 0.001
0an_ (0.000) (0.000) (0.000) (0.000) (0.000) (0.000) (0.000) (0.000)
CRS -0.002™" -0.004™" 0.001 -0.001 0.001
(0.001) (0.001) (0.000) (0.000) (0.000)
-0.589" -0.9427
HHI (0.201) (0.243)
-0.353""
MKTSh ©0.130)
Size -0.056™" | -0.056""
(0.012) (0.012)
TCR 0.005™ 0.005™ | 0.005" | 0.005™ | 0.005™"
(0.002) (0.002) (0.002) (0.002) (0.002)
-0.035™"
ROAA (0.012)
-0.002"
ROAE 0.001)
0.005™"
cn (0.000)
Constant -0.124 -0.119 -0.247 0.181 0.159 0.365 0.267 -0.303™"
(0.296) (0.294) 0.211) (0.305) (0.303) (0.188) (0.179) (0.118)
N 625 625 625 625 625 625 625 625
R2 0.044 0.039 0.049 0.114 0.107 0.042 0.13 0.531
F-stat 2.77 2.18 4.48 521 4.63 448 5.62 40.48

A Ak K

Note: standard error in brackets, * represent 1%, 5% and 10% significance level.
Source: Authors’own calculation based on the SNL data.

*! The National Bank of Poland reported in 2018 that for some recently in Poland, large banks become more
efficient and earn the majority of profits of the banking sector, see: Box 2.5 Concentration of earnings of
domestic commercial banks, Financial Stability Report. December 2018. NBP, p. 57-58.
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Referring to the macroeconomic variables the results of the research imply that
higher inflation and GDP per capita increase bank profit inefficiency, i.e., decrease the
profit efficiency. The level of development of the banking sector affects efficiency of
banks in an opposite direction, suggesting that banks perform better in more developed

banking sectors and earn higher profits.

Bank efficiency is impacted by banks’ individual characteristics in varied ways.
Positive coefficient on total capital ratio shows that safer banks tend to have lower profit
efficiency, implying a positive effect from the leverage on profits.

Table 3. Relation between profit inefficiency scores and country variables

Variable Model 9 Model 10 Model 11 Model 12
20.019 0.018 -0.037 0.019
1.GDPpe (0.046) (0.022) (0.049) (0.022)
Lnflation 0.004 0.005" 0.004 0.006
: (0.003) (0.003) (0.003) (0.003)
0.001 -0.001" 0.001 -0.001™
Loan_GDP (0.001) (0.000) (0.001 (0.000)
-0.0117" -4.445™
BGx CR (0.004) (1.615)
-0.008" 22379
CZxCR (0.004) (1.387)
-0.007™" -1.3197
EExCR (0.003) (0.571)
-0.009™ -2.6217
HR x CR (0.003) (1.104)
-0.010™ -3.254
*
HU x*CR (0.004) (1.628)
-0.006" -1.319
LTxCR (0.003) (0.743)
-0.010™" -3.496"
LVxCR (0.004) (1.302)
-0.010™" -3.063
PLxCR (0.005) (2222
-0.011™ -3.628"
ROXCR (0.004) (1.471)
-0.007" -1.140
SIxCR (0.004) (0.881)
-0.009™" -2.758"
SKxCR (0.003) (1.146)
-0.006 -1.045
EURO x CR (0.004) (0.675)
TCR 0.006™" 0.006™" 0.006" 0.006"
(0.003 (0.002) (0.003) (0.002)
Constant 0.755" 0.008 0.652 -0.042
(0.401) (0.196) (0.414) (0.205)
N 625 625 625 625
R2 0.081 0.059 0.076 0.047
F-stat 237 3.64 2.52 225

Note: standard error in brackets, =" ™

*" represent 1%, 5% and 10% significance level, Models 9 and 10 —

concentration ratio CR equals to CR5, Models 11 and 12 — concentration ratio CR equals to HHI.
Source: Authors’ own calculation based on the SNL data.
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When it comes to bank performance, higher profitability measured by ROAA and
ROAE, and higher cost efficiency C/I’> (Models 6, 7 and 8) allow banks to achieve
higher profit efficiency. It is noteworthy that the R-squared statistic is especially high for
the specification with C/I ratio showing thus the high importance of banks’ operating
costs on profit efficiency.

Finally, the results of Models 9 to 12, which check whether the influence of market
concentration on bank profit efficiency depends on the specific country under analysis,
imply that banking market concentration impact on banks’ profit efficiency is similar
and statistically significant in all the analysed CEE countries (Table 3). When we use
HHI instead of CRS5 ratio, the coefficient is not statistically significant in Poland and
Slovenia only. There is also no prominent difference in the impact of market
concentration between euro area and non-euro area countries.

Conclusions

This paper studies the relatively rarely described problem of the impact of banking
market structure on bank profit efficiency in CEE countries in years 2000-2017. The
results show that growing market concentration extends positive impact on the efficiency
of the banks operating on this market. Larger bank size and bank market share have a
similar effect. Thus, it seems that banks in CEE countries within the studied period could
follow the ES theory. Increase in market concentration was endogenous and came from
the growing size of the effective banks which crowded out less effective institutions.

Bank profit efficiency is supported by banks’ profitable activities, low operation
costs relative to incomes, and financial leverage. Furthermore, the efficiency is affected
by the external environment, especially the level of banking sector development, price
stability, and level of income per inhabitant, represented by GDP per capita. The
direction of the impact of macroeconomic variables on efficiency suggest that in
countries with lower GDP per capita (including emerging markets) banks operate more
efficiently. It thus follows that these countries must be wary of a possible fall in bank
efficiency as they continue to grow and should continue monitoring the situation of their
banking systems.
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Efektywnos$¢ bankow a koncentracja sektora bankowego w krajach
ESW

Streszczenie

Zalezno$¢ migdzy struktura rynku bankowego a efektywnoscia bankow jest przedmiotem wielu
badan od kilku dziesigcioleci. Wigkszo$¢ z nich wskazuje na dodatnia korelacj¢ migdzy tymi
zmiennymi. Celem badania jest zbadanie tej relacji dla 96 bankéw dzialajacych w jedenastu
krajach Europy Srodkowo-Wschodniej w latach 2005-2017. Efektywno$¢ bankéw jest
wyznaczana przy pomocy metody SFA a nastgpnie poddana regresji wzglgdem czynnikéw
makroekonomicznych i indywidualnych dla bankéw. Wyniki badania wskazuja, ze na
efektywnos$¢ bankow pozytywnie wptywa koncentracja rynku, a takze wielko$¢ ich aktywow.
Zalezno$¢ ta jest obecna we wszystkich badanych krajach. Dodatkowo stwierdzono, Zze na
efektywno$¢ bankow pozytywnie wplywa rozwdj systemu bankowego. Natomiast przeciwnie,
PKB pe, stopa inflacji i wspdtczynnik kapitatowy banku nie sprzyjaja wydajnosci bankow.
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BUILDING A BRAND FOR THE CITY OF LODZ:
MOTIVATING AND DEMOTIVATING FACTORS
FOR MANAGERS OF CULTURAL INSTITUTIONS

The article aims to identify areas/factors that may motivate or discourage managers of
cultural institutions from getting actively involved in the process of building the Lodz brand for
cultural resources.

The article describes the manager profile of cultural institutions and presents an ordered list
of factors (stimuli) that have a positive or negative impact on the activities of managers of cultural
institutions in the area of creating the city brand.

The empirical basis of the article is interviews with managers and promotion employees in
the city's cultural institutions in Lodz. Data analysis was carried out by the principles of grounded
theory methodology. The research has been carried out since December 2017 within the
Department of Marketing and the Department of City and Region Management of the Faculty of
Management at the University of Lodz as part of the project: "Cooperation of public
administration with cultural institutions in the context of building a city brand".

Keywords: city brand, manager, grounded theory, cultural institutions, motivators, de-motivators
JEL Codes: M14, M31

Introduction

Today's cultural institutions need professionals who think like innovators and manage
like businesspeople. Currently, cultural managers are expected to have creative ideas
(creative solutions), the ability to see opportunities and threats in the future, and flexible
adaptation to changes in the environment.! It is also related to the fact that the
documented level of education of the employed workers is becoming less and importing
less. Modern technology enables people to access knowledge and gather different
experiences faster. However, technologies are developing more quickly than many
people are able to acquire new skills. Therefore, there is a belief that soft skills will be
the primary influence on the success of modern organizations, replacing the lack of hard
skills of their employees.” Remote or individualized work styles, and generational

' S. Kania: Przewédca jako kreator zmian w organizacji, ,Menagement Forum”, vol. 3, no. 2, 2015, ss. 38-43;
W. Krawiec: Kreatywnos¢ jako determinanta tworzenia wartosci i poglebiania doswiadczen jej odbiorcow,
Prace naukowe Uniwersytetu Ekonomicznego we Wroctawiu, nr 529, 2018, ss. 129-139; R. W. Woodman, J.
E. Sawyer, R. Griffin: Toward a Theory of Organizational Creativity, ,, Academy of Management Review"
vol. 18 (2), 1993; J. D. Wadden: Marketing creativity: the influence of personal and proximal work factors on
creative activity, ,, Marketing Management Journal", vol. 21 (2), 2011, s. 73; Report GUS: Dzialalnos¢
innowacyjna przedsiebiorstw w Polsce w latach 2013-2015, s. 41-63.

2 M. Bellon, Szefowa IBM uwaza, ze zatrudnianie ludzi na podstawie dyplomu, jest bledem, Business Sinder
Polska, https://businessinsider.com.pl/rozwoj-osobisty/kariera/kariera-w-branzy-technologicznej-rady-
szefowej-ibm/esre9wc (z dnia: 10.02.2019).
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differences, mean that other factors can motivate or demotivate employees. Research in
this area is conducted mainly for large organizations, but there are not many publications
in the area of cultural institution management. Usually these publications are targeted at
public administration employees.’

In this article, the scope of changes in the business world described above was
referred to managers and employees of the city's cultural institutions in Lodz. Based on
the conducted interviews and their analysis, in accordance with the principles of
grounded theory methodology, the author of the paper managed to identify/categorise the
profile of the manager of a cultural institution (CI) and the factors motivating or
demotivating employees of cultural institutions in the process of building the brand of
the city of Lodz, taking into account its cultural resources.

The reference of considerations to cultural resources results from brand strategy
adopted by this city of Lodz. It should be mentioned here that the cultural resources of
the city of Lodz are one of the city sub-products accepted and recorded in the document
titled “The Brand Management Strategy for the years 2010-2016™*, which specified the
direction for building the city's brand based on culture, new media and creative industry.
In order to understand the essence and potential of the creative approach to the city's
brand, a document describing activities related to the development of culture, entitled
“Culture Development Policy 2020+ for the City of Lodz”, was prepared.’

The results of the research presented in the article are a part of a larger research
project conducted within the Department of Marketing and the Department of City and
Region Management of the Faculty of Management at the University of Lodz entitled
"Cooperation between public administration and cultural institutions in the context of
building a city's brand".

Managers of cultural institutions and building the city's brand
for cultural resources

Building the city's brand is influenced not only by the city's resources but also by the people
who can be able to use these resources. Through them, the brand can articulate its values,
which are reflected in the city image. The city's brand should be regarded as a particularly
complex and multidimensional construct, as it results from the complexity of the territorial

* E.g. L. Bright's research refers to the relationship between public service motivation and personality traits,
management level and financial preferences of public sector employees. The results show that public sector
employee motivation is to a large extent related to gender, educational level, level of management and financial
preferences of public sector employees. The implications of this study and the areas of future research are
discussed. Look at the research in more detail: L. Bright, Public Employees With High Levels of Public Service
Motivation: Who Are They, Where Are They, and What do They Want?, “Review of Public Personnel
Administration”, Vol. 25. 2, 2005, pp. 138-154; L. Bright, Where Does Public Service Motivation Count the
Most in Government Work Environments? A Preliminary Empirical Investigation and Hypotheses, “Public
Personnel Management”, Vol.42, 1, 2013, pp. 5-26; L. Bright, Why Age Matters in the Work Preferences of
Public Employees: A Comparison of Three Age-Related Explanations, “Public Personnel Management”, Vol.
39, 1, 2010, pp. 1-14; and research: S. Park, Motivation of Public Managers as Raters in Performance
Appraisal: Developing a Model of Rater Motivation, “Public Personnel Management”, Vol. 43, 4, 2014; pp.
387-414; B. E Wright, S. Kim, Participation's Influence on Job Satisfaction: The Importance of Job
Characteristics, “Review of Public Personnel Administration”, 24, 1, 2004, pp. 18—40.

4 Original title (Polish): Strategia Zarzqdzania Marka £6d? na lata 2010-2016, s. 17-30.

* Original title (Polish): Polityka Rozwoju Kultury 2020+ dla Miasta Lodzi.
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product. The city, similar to a company, offers its current and potential users certain products,
both tangible and intangible, in the broadly understood spatial structure of the city, which
become the subject of the market exchange.® The city’s brand, therefore, connects both
material elements that constitute the city's reality (infrastructure, architecture, tourism
development) and intangible aspects (values and beliefs).” The process of building a city's
brand is significantly different from the process of creating a consumer product brand. These
differences come down mainly to the objectives, the level of diversification of consumer
groups and the complexity of the process.®

In the process of creating a city's brand based on cultural resources, the managers of
cultural institutions (CI) can play a significant role. They become, to some extent, the
guardians of the city's proper image. This requires cultural institutions to employ
managers with an appropriate profile. It is not a simple task for any organisation.
Managerial psychology has long tried to create a list of features that should characterize
an ideal manager. There are many approaches in the literature to describe managerial
features, skills and competencies.” The manager's profile is described in the following
dimensions: professionally (professional qualifications and managerial competencies)
and personally (managerial typology: visionary, analyst, contractor, observer,
theoretician, pragmatist).' It is worth mentioning here the profile of the manager of the
so-called "new era", whose work should be based on the 3-C model: communication,
creativity, cohabitation.!" This approach is associated with a demanding market today, in
which creative managers are required.'”> More attention is given to the soft skills of
managers, which influence the success of a modern organisation.'

Therefore, the culture manager will be expected to have characteristics for creating
a professional profile and intellectual potential. These should facilitate leading and
managing a team of people, as well as achieving the common goals of cultural
institutions. The desired characteristics of cultural managers are described in the

¢ T. Markowski: Marketing terytorialny, ,,Studia KPZK PAN”, t. CXII, 2002.

" M. Korczynska: Marka miasta, ,Marketing i Rynek”, (12),2002, ss. 2-10.

8 R. Seweryn: Kryzys gospodarczy a ewolucja marki Krakéw w opinii hiszpanskich turystow, ,,Wspolczesne
Zarzadzanie”, (1), 2013, ss. 51-61; Ph. Kotler, N. Lee: Marketing w sektorze publicznym. Mapa drogowa
wyzszej efektownosci, Wyd. Akademickie i Profesjonalne, Wyzsza Szkota Przedsigbiorczosci i Zarzadzania im.
L. Kozminskiego, Warszawa 2008.

® A. Tomaszuk: Sylwetka menedzera w $wietle teorii zarzqdzania i badan wlasnych na przykladzie menedzeréw
sektora budownictwa wojewddztwa podlaskiego, ,,Economics and Management”, nr 4, 2013, ss. 67-81; Z.
Ciekanowski: Rola menedzera w organizacji, ,Zeszyty Naukowe Uniwersytetu Przyrodniczo-
Humanistycznego w Siedlcach. Administracja i Zarzadzanie”, z. 34, nr 107, 2015, ss. 185-195; M. Ciesielska:
Lider poszukiwany. Jak stworzy¢ model kompetencji pozqdanego lidera zespotu, ,,Personel 7 7, 2007.

" P.F. Drucker: Menedzer skuteczny, AE, Krakéw 1994; C.S. Nosal: Psychologia myslenia i dzialania
menedzera, AKADE, Krakow 2001; P. Wachowiak: Profesjonalny menedzer, Difin, Warszawa 2001.

""'W. Wierzynski: Menedzerowie nowej ery,

http://www.pi.gov.pl/PARP/chapter 86196.asp?soid=4A743DA96D4F422C94CAB3F7CACF3036, dostep:
15.11.2018.

12 M. Williams: Mistrzowskie przywodztwo, Oficyna Wolters Kluwer Business, Krakow 2009; K. B. Simerson,
M. L.Venn, Menedzer jako lider, Oficyna Wolters Kluwer Business, Warszawa; J. Penc:, Nowe zarzqdzanie w
nowej gospodarce, Wydawca SLG International Training Center, Warszawa 2010.

13 These soft skills, such as communication, interpersonal and social skills or emotional intelligence, are much
more difficult to learn than, e.g. programming. Look more: M. Bellon, Szefowa IBM uwaza, ze zatrudnianie
ludzi na podstawie dyplomu, jest bledem, Business Sinder Polska, https://businessinsider.com.pl/rozwoj-
osobisty/kariera/kariera-w-branzy-technologicznej-rady-szefowej-ibm/esre9wc(z dnia: 10.02.2019).

92



literature on the subject. The following can be mentioned here: sensitivity, honesty and
credibility, perseverance, involvement and loyalty, ability to achieve the desired goal,
high level of knowledge, belief in success. Types of behaviour such as positive attitude
towards life and the environment, adaptability, ability to communicate, ability to build
relationships, self-confidence and self-control are also associated with these
characteristics. These behaviours require personal, interpersonal and strategic skills.

The main tasks of a contemporary cultural manager include the preparation of
cultural projects (artistic undertakings and events); the obtaining of financial resources
and patronage (sponsors); promotion and information on cultural ventures; contact with
the media and external clients; cooperation with local, regional and international
partners; coordination and supervision of the work of a team; the conduct of cultural
education; animation of cultural life of local communities."*

Motivating, engaging and demotivating employees in the organization

Motivation isn't an unambiguous concept.”” It is a "psychological mechanism that
triggers and organises human behaviour aimed at the achieved goal".'® Based on the
organisation's management, motivation takes place through an incentive system. Such a
system creates a schematic of logical and mutually supporting measures (stimuli) for
motivation and conditions aimed at encouraging employees to engage in their work in
the most beneficial way for the organization, as well as giving personal satisfaction to
the employees themselves.

However, it should be noted that, for the motivating system scheme to function
properly, its various elements have to take on a process form. The motivating process
should take into account both the motivated employee and the motivating person. Within
the first level, attention should be given to objectives in terms of relevance and
usefulness; the effort to which the person should be convinced in terms of modifying
their behaviour; the results achieved, which should be of positive value. On the other
hand - motivating the employee, the correct (values, expectations) recognition of the
motivated goals should be ensured."”

Only a motivated employee is assumed to be able to work effectively. It should be
mentioned here, that a motivation system based on external rewards (money, awards,
competition, prizes based on defined goals, etc.) does not cause people to be more
motivated, and even to work worse, when oriented towards accomplishing material

" Original title (Polish): Informacja o zawodzie — menedzer kultury, 2010, s. 4; P.S. Foehl, The Cultural
Manager:Marginal Notes on a Discussion of Roles and Values,
http://www.artsmanagement.net/3b9c996acd3299326518{8e1ff3ad82d,0fm.pdf  (27.11.2019); P.S. Fohla, G.
Wolframb, R. Peperc, Cultural Managers as ‘Masters of Interspaces’ in Transformation Processes — a Network
Theory  Perspective, ,Zeitschrift fir Kulturmanagement”, 1/2016, S. 17-49 (https://www.netzwerk-
kulturberatung.de/content/1-ueber/1-dr-patrick-s-foehl/1-publikationen/cultural-managers-as-masters-of-interspaces-
in-transformation-processes-a-network-theory-perspective/b38_zkm?2016.1-xx-fohl-et-al-id033.pdf).

' M. Kostera, S. Kownacki, A. Szumski: Zachowania organizacyjne: motywacja, przywédztwo, kultura
organizacyjna, [w:] A. Kozminski, W. Piotrowski: Zarzqdzanie. Teoria i praktyka, Warszawa 2004, s. 315.

'® B. Kuc, J. Moczydiowska: Zachowania organizacyjne, Warszawa, 2009, s. 77; M. Argyle, The Social
Psychology of Work , (2nd edn), Harmondsworth: Penguin1989.

'7"L. Indisowa, I. Kolodziejczyk-Olczak, Uwarunkowania skutecznego motywowania. Proces komunikacji,
Lodz, 2000, s. 47.
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benefits. Much more engaging are stimuli from the group of internal motivators.'® These
can include: challenges in the workplace; a sense of the reality of the task being
performed; learning new things; personal development; independence in action. Other
essential practices in this area include skillful delegation of functions and powers,
employee involvement in setting goals for the organization and joint celebration of
successes'’, as well as relations with supervisors and comfort at work (independence of
the position, organizational culture of the company, ensuring work-life-balance).”’

An appropriately constructed motivating system should trigger the employee's
involvement, which will indicate their attitude towards the organisation. In social
psychology, attitude is understood as an individual's permanent approach to someone or
something. It includes three components: rational (perspective "I work here because 1
have no other choice"); emotional (reaction "I work here because I want to") and
behavioural ("I work because I should").*!

From the perspective of the organization, the most valuable is involvement, which
is manifested by initiating changes and taking responsibility for them, perceiving
problems and making proposals for solving them, innovativeness, and searching for new
professional challenge™

However, the question often arises, why despite the specific motivation system for
employees, does it not work? The report prepared by “ARC Market and Opinions”
shows that the most discouraging factors for managers to continue working include
complicated relationships with their supervisors and illegal objectives.” These are often
the main reasons for resignation from work.

Profile of managers of cultural institutions and factors motivating /
demotivating their involvement in the city of Lodz's branding process
of cultural resources - research results

Method research

The scope of the analysed research results is dictated by the purpose of the article, the
state of the available data and the adopted method of their analysis and deduction. The
information for review in this article comes from 15 purposely selected interviews with

'S, Park, Motivation of Public Managers as Raters in Performance Appraisal: Developing a Model of Rater
Motivation, ,,Public Personnel Management”, Vol. 43, 4, 2014; pp. 387-414.

1 M. Wojtowicz, Tajemnice motywacji — trzy spojrzenia na problem motywacji pracownikéw, Good Point,
https://goodpoint.blog/tajemnice-motywacji-trzy-spojrzenia-na-problem-motywacji-pracownikow/ (z  dnia:
24.04.2017).

2 Report: Motywacje menadzeréw 2016, ARC Rynek i opinie, Warszawa 2016; M. Matejun, S. Debska, Non-
Economic Incentives to Motivate Employees — Lodz Branch of Norauto Polska Ltd. Example, [in:] D. Lewicka
(red.), Organisation Management. Competitiveness, Social Responsibility, Human Capital, AGH University of
Science and Technology Press, Krakow 2010, pp. 91-112; L. Machara and P. Jain, Factors affecting staff’
motivation in public libraries: a case of selected public libraries in Botswana, ,,Mousaion: South African
Journal of Information Studies”, Vol. 34, 1, 2016, pp. 101 — 122.

1G. Lindzey, E. Aronson: Handbook of Social Psychology, New York, Random House, 1985; J.P. Meyer, N.J.
Allen, A Tree-Component Conceptualization on Organizational Commitment, ,,Human Resource Management
Review” 1991, No. 1, ss. 61-89.

2H. Guryn, Czy warto mierzy¢ zaangazowanie pracownikéw, ,Personel i Zarzadzanie” 2009, nr 4.

3 Report: Motywacje menadzeréw 2016, ARC Rynek i opinie, Warszawa 2016.
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managers and promotion specialists employed in city cultural institutions subordinate to
the City of Lodz Office (approx. 30% of surveyed managers of cultural institutions in
Lodz).** From the answers of the respondents, it can be concluded that all the people
participating in the study have higher education. The respondents work in cultural
institutions such as theatres, museums, cultural centres, libraries, sports and cultural
institutes.

The interviews were transcribed and then, following the accepted aim of the article
and the principles of grounded theory methodology, the so-called theoretical sampling
and coding were undertaken.”> This analysis also allowed to determine the purpose of
this article.

It should also be mentioned here that the ground theory assumes researching
without formulating any research hypotheses; at most, there may be so-called initial
assumptions, which, based on the research, may evolve or create new ones. It is also
possible not to have them at all. The ground theory gives the researcher the possibility to
discover new phenomena, concepts, theories, classifications or, as a result, to find
relations between categories, which may be the starting point for the formulation of
research hypotheses.”®

The categories and codes presented in the article are the results of analyses carried
out using the adopted research procedure on the methodology of grounded theory.
Respondents were not given any definitions or assumptions during the research.
Throughout the study, the questions asked were broadened or shortened; the reason for
this was the research direction and the adopted research strategy, which was not limited
to respondents. It should be mentioned that in qualitative research, the basis of the
analysis is induction, i.e. creating generalisations based on detailed information obtained
from the collected data. These studies are only cognitive in nature and help to understand
or explore a new trend.”’

The results presented in the article are subject to certain limitations. In the article,
not all the codes adopted in the study were written down due to their large number. The
article narrows down the discussion to 15 statements by representatives of municipal
cultural institutions subordinate to the City Office. Therefore, this study cannot be
treated as representative. The article omits descriptions of existing relations/assumptions
between separate categories, which would allow considering a more significant number
of problematic threads or development of other hypotheses. The paper also does not
quote managers' statements. The results of the analysis are presented in tables, due to the
publication limitations of the article. The observed phenomena was organised this way in
order to make the areas describing the CI manager's profile, and the factors motivating

* In the whole research project, 50 representatives of cultural institutions in Lodz, subordinate to the City of
Lodz Office, as well as to the Marshal of the Lodz Province, joined the research. The research was carried out
by the cultural institutions that agreed to participate in the survey.

» The main elements of grounded theory are theoretical sampling, coding, theoretical saturation and
continuous comparison. Patrz: K. Konecki: Studia z metodologii badan jakosciowych. Teoria ugruntowana,
Warszawa, PWN,2000, s. 26.

2 Hypotheses, concepts and properties of ideas are built during empirical research; during that time, they are
also modified and verified. Patrz: K. Konecki: Studia z metodologii ..., PWN, s. 26.

7 J. Niedbalski: Komputerowe wspomaganie analizy danych jakosciowych. Zastosowanie oprogramowania
NVIVO i Atlas.TI w projektach badawczych opartych na metodologii teorii ugruntowanej, Wyd. UL, L6dz,
2014.
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and demotivating them to get involved in building the brand of the city of Lodz in the
area of cultural resources, more readable.

Profile of managers of cultural institutions in Lodz

Table 1 contains features describing the profile of the CI manager that emerged in the
course of research.”®

Tabela 1. Profile of a cultural institution employee

Codes based on the
in-depth Grouped
thegretlcal Grouping of subcatg gores Description of the main Main
sampling of the . constituting . .
: . selective codes categories' values categories
analysed interview the values of
content (selective the categories
approach)
- involved person personality psychological - to the psyche, it is
- observer maturity understood as a stage of
- optimist shaping a person's personality,
- target-oriented i.e. a set of psychological traits
person appropriate for a person,
- communicative testifying to their individuality, 2
person which makes it possible to 3
- social/local societal views social maturity | formulate opinions and make g
patriotism (proud decisions. g
patriot) - it is a period in which the §
- organisational physical and psychic jes
patriotism (proud characteristics of a human
manager) being enable them to function
- age - human physical in society, reproduction,
development period | maturity - consists of physical, psychic
and social maturity.
- - chairperson, workplace - it is the job seniority,

director, manager,
supervisor, leader

- former workplace
- - clerk experience in
- businessman the
- non-governmental industry/sector
worker
- - profession education
- speciality
- scientific title (MA,
PhD)
- - skills
- - job seniority
- - workplace

workplace, education, industry
in which he worked, scope of
duties and responsibility for
them, skills acquired in the
course of their performance.

Professional experience

Source: Author’s own study based on research.

Based on the results of the ordered ranking in Table 1, it can be observed that two
main categories describe the profile of the CI manager who is partially responsible for

% The described set of categories in Table 1 is the 5th version of the in-depth study. The categories are given a
basis for building a theory within them. The selected categories may be further transformed in the course of

research.
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creating the city of Lodz brand in the area of cultural resources. These categories are
called "human maturity” and "professional experience”. The description of the main
categories was possible due to the analysis and coding described in the methodology of
this article. Under the category "human maturity” subcategories such as "psychological
maturity” in the context of a manager's personality are described. In this subcategory,
during theoretical sampling, such a manager emerged as one who is engaged, an
observer, an optimist, a goal-oriented person, a communicative person.

The second subcategory of "human maturity" is "social maturity". Social maturity
describes “social/local/organisational patriotism", i.e. love and attachment to one's own
local fatherland, place of residence or birth, pride in one's own company. Such people
who identify themselves with the place are more inclined to do something for the city.
The last subcategory of "human maturity' is "physical maturity" - the period of human
development — "age". It is a definition of the state of "physical maturity" (in biology it
refers to the organism) and 'psychological maturity"” of a person (male or female) who is
not a child. At the same time, it is the subcategory that had the least meaning in the
conducted research. The persons studied were aged 30-50 years.

The second category is not surprising when it comes to the employee profile. The
subcategories defined within it are the central areas that are usually described in each
employee's CV (Curriculum Vitae). The subcategories distinguished here include job
position (current and former), industry/sector experience, education, skills in a broad
sense, job tenure, job place of employment. However, within them, the author of the
article underlined the particular importance of the subcategory "experience in the
industry/sector - official, entrepreneur, non-governmental worker". It might be an
essential criterion that will have a huge impact on the perception of the world but will
also influence the manager's performance in the environment in which he or she works.
Within this category, it is also possible to find dependencies between the subcategories
"workplace" and "skills".

On the other hand, the subcategory "industry/sector experience” may be
significantly related to the subcategory "psychological maturity - personality" from the
category "human maturity". One of the main categories which deserves attention is
"human maturity”, which seems to significantly dominate over "professional
experience". The "personal” characteristics within this category may be more important
and necessary at work than those resulting from work experience.

Factors motivating and demotivating the CI manager to engage in building the
brand of the city of Lodz for cultural resources

Table 2 is the result of interviews conducted among managers of cultural institutions in
Lodz. Separate categories organize and describe the scope of content spoken in the
process of research. Recording the research results in a table was aimed at easier
readability of the observed phenomena. Based on the research, two main categories were
distinguished, internal (Table 2) and external (Table 3) factors, whose more in-depth
explanation and description is found in the tables.
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Table 2. Internal factors (stimuli) from the group of motivators and demotivators influencing the
involvement of cultural institution (CI) employees in building the city's brand for Lodz

Grouped
subcategories
constituting the
values of the main
category, i.e.
internal factors

Codes based on the deepened theoretical sampling of analysed interview contents

(selective approach)

Description of
subcategory values

Motivator present based on studies

Demotivator present based on research

attitude/ mentality - the approach of - willingness to learn from others, - lack of ability to be inspired by
CI employees to getting to know partners' work documents developed to build a city's
actions aimed at techniques and willingness of CI brand; disrespectful attitude towards
building a city's employees to work "for ideas", documents, and their entries are treated
brand with their create something unique and of as “unnecessary dizziness”;
participation good quality; - employees of CI say that the
- identification with one's own city | assumptions about the development of
facilitates work and tasks related to | the Lodz brand "are often omitted";
its brand (local patriotism); - the reluctance of CI employees for
- appreciation of NGOs large events, although they understand
cooperation; their need to organise events for visitors
- culturally aware managers to the city;
("working in Cl is a state of - lack of thinking about the benefits of
mind"); appreciation of getting involved in building a city's
professional management; brand on the part of CI employees;
"elimination of people from the - lack of willingness in most ClIs to take
situation"; responsibility and take risks related to
- a positive attitude of CI managers | building a city brand, because "no one
towards planned and measurable will give a reward for it";
activities - lack of professional managerial
approach, conviction that in CI
"everyone can manage";
- failure to see the effects of their own
actions discourages managers
cooperation/ - creating ties and - possibility for CI to consult with - consultations, meetings with nothing to
relationships cooperation with the city government in order to get | do "Pro-forma meetings";

others, need to
work in a group to
achieve common
goals, willingness
to perform tasks in
a team and solve
problems together
- it is an emotional
competence; it
determines the
quality of relations
with other people

to know the parties' opinions;
share own experience, knowledge;
get to know partners and deepen
ties between participants in
meetings, etc.;

- individual (personal) approach to
CI employees raises the level of
confidence, recognition and
identification with the tasks
performed;

- mutual acceptance of the parties
(CI employee, city authorities,
external entities, e.g. NGOs and
other companies) deepen the
relations between them and allows
to achieve strategic and
operational goals (e.g. raising
money for projects, renting of
exhibits from other institutions,
etc.);

- high personal culture of
employees and their level of
education provides the basis for
development at various levels of
cooperation;

- cooperation with external entities
(e.g. NGOs) enables the creation
of interesting project teams;

- the task of the CI employees,
openness and willingness to
engage in dialogue is the basis for

- too rare cooperation of CI with city
government, e.g. due to lack of money;
there is a need for more frequent
dialogue between cultural institutions;

- lack of twinning programmes between
other cities;

- lack of sense of inspiration from the
documents developed for city branding;
- omitting some CI to participate in tasks
for the city's brand, e.g. developing
documents
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cooperation

sense of purpose/

- a feeling of the

- in cultural institutions are people

- lack of sense of efficiency, nonsense;

achievement/ sense that the tasks | with passion and visions of the - goals/tasks defined in an unclear way,
effect performed mean development of the city of Lodz; cause doubts and reluctance; lack of
something - a formal written process of "seeing" what is pursued in common
important is being activities allows to implement cooperation;
done that gives a tasks in life; they have a real - the need to see one's own place in the
real impact for the impact; process of brand building;
good of the city's - the documents show the essence - psychological pressure that there is not
brand of the actions, but "they make enough time for everything;
sense when they transform into a - lack of effectiveness of meetings,
strategy." feeling of wasting time;
- the senselessness of frequent events
that do not translate into cultural quality;
- the need to define measures that allow
checking the effects of work
appreciation/ - attention and - appreciation/respect for their own | - not all cultural institutions are
confidence/ appreciation from work and work of other recognised as opinion-making
involvement the government for | institutions for what they do; environments having an impact on
what they do for - engaging cultural institutions in building a city's brand strategy;
the city; the city's big projects allows them - lack of boasting of niche institutions by
recognition often to get involved in building the the city government;
results in greater city's brand; - lack of "understanding and confidence
involvement of - respect for the separateness of by the city government that CI can do
employees in city institutions and specialisation something", more independence is
branding allows for effective needed;
implementation of projects for the
city's brand
sense of - feeling the state - the possibility of exposing the - lack of possibility of realization of fully
development of personal/ creative activities of a given imposed mission/aims/tasks by CI due to
individual person or institution for the benefit | conditions, e.g. condition and surface of

improvement of
one's own skills
over a specified
time

of the city brand;

- possibility of learning from
others during project cooperation
with different entities;

- feeling the need for a planned
and measurable action that can be
verified over time

the building; too short execution time; or
badly delegated task - not fully
consistent with the character of a given
CI;

- lack of information in the CI, what is
required of them in terms of branding;

independence /

- ability to cope

- ability to cope with difficult

- employees' potential not fully

resourcefulness with difficult conditions resulting from exploited,
conditions insufficient space, building - more projects are needed to harness the
resulting from a conditions, lack of money, lack of potential of CI employees to build their
lack of money, people to perform tasks; own brand and the city
people, place, - ability to use the creativity of
ideas, etc. employees of Cls;
communication/ - ability to - possibility of expressing one's - lack of feedback on whether the
feedback exchange own opinion during consultations municipality appreciates the
information, - providing documents describing submitted/implemented ideas by the CI;
communicate how to build a brand of cultural - due to its specificity/variety of CI, there

between the CI and
the municipality
and other entities,
mental way of
information
processing

resources in accordance with the
adopted strategy of the city

are no clearly defined rules for the
selection/integration of a given CI into
actions for the city's brand;

- way of entries in documents sometimes
blocks actions, incomprehensibility,
inadequacy

- ability to see
many places that
are not used for
branding purposes
and the ability to
use them in an
interesting way

- recognising different niche
institutions/activities/places in the
city within which the image of the
city can be built; be able to use
them creatively

- many unused areas of Lodz, especially
smaller, niche areas;

- the creativity of the team depends on
the budget available;

- existing mental limitations of people

Source: Author’s own study based on research.
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Table 3. External factors (stimuli) from the group of motivators and demotivators influencing the
involvement of cultural institutions (CI) employees in building the city's brand in Lodz

Grouped subcategories

Codes based on the deepened theoretical sampling of analysed interview contents (selective

constituting the values of approach)
the main category, i.e. Description of Motivator present based Demotivator present based on
external factors subcategory values on studies research

budget/financing of
activities/ employee
salaries

- financial resources
available for the
implementation of
planned activities,
promotion and other
activities aimed at the
development of
institutions and the
city's brand. The
salaries of employees
should also be taken
into account

- cultural institutions can
carry out tasks without a
budget through private
relations and friendship of
CI employees;

- there is support for co-
financing from external
entities: sponsors, guests,
local governments, etc.

- financial assistance
resulting from partnership
cooperation with various
companies and
institutions;

- co-financing of cultural
projects by the entities, to
which the CI is
subordinate (city
authorities), although this
is small money

- often underfunded projects
which cannot be carried out at an
adequate level of quality; there is
not enough for everything;

- lack of money for investment
activities, promotion, etc.

- subsidies received by self-
government entities often suffice
only for "partial maintenance of
buildings and salaries of
employees, which are not high";
- financial resources are not
"allocated proportionally" to the
tasks performed for the city's
brand

Documents/strategies/plans

- tools that make it
possible to learn,
understand and
implement the
recorded strategy; they
determine the
direction of CI
activities

- understanding the
importance of creating
strategic documents and
their sense of existence
for the good of the city's
brand;

- documents are helpful
when competing for equal
competitions aimed at
obtaining financial
resources; they allow for
verification of CI's
activities;

- documents allow the CI
to act coherently to build
the city's brand;

- documents eliminate the
randomness of actions;

- large events
permanently included in
the calendar/city plans

- documents are often considered
to be 'something that simply is";
‘'many entries in documents are
dead, underdeveloped, e.g. ways
of financing were not reasonable';
- work in culture is "on the verge
of absurdity”, "a large creation of
documents as if it were a military
unit";

- documents and developed
strategies are considered
"uninspiring and unreal";

- based on documents the CI are
not quite able to define their
position as individuals in the
process of building a city's brand,
they want to know their place in
building a city's brand;

- the schedule of events includes
those of low cultural value; "they
are often not ambitious enough."

Working conditions

- affect work
satisfaction; a
comfortable
workplace, equipment
is conducive to greater
involvement; adverse
conditions mean that
people are reluctant to
come to work

- possibility of making
events in unusual places,
"because it attracts
attention", "Lodz has
many such places, e.g.
avant-garde buildings
etc."

- lack of building conditions for
the implementation of specific
tasks resulting from the adopted
ClI strategy, but also a limited
possibility to participate in
activities for the city's brand;

- not all CI buildings are in good
condition, no money for
investments

Work organisation

- should be adapted to
the skills and
conditions of the CI,
so that it is interesting,
allowing developing
the CI and its
employees.

- organising meetings
with CI employees as a
way to listen to the
employees' opinions;-
dealing with financial
deficiencies using the
skills of their own team of
employees effectively,

- poorly prepared meeting
formulas and inadequately
adjusted meeting times (/ate
Friday evening') are not conducive
to the effectiveness of meetings;

- rejection of a large number of
cultural projects and budget cuts
in the projects adopted do not
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e.g. they are often forced
to "conduct promotional
activities on their own";

- organising events in
inspiring places, such as
avant-garde ones, which
attract the attention of the
recipient and influence his
opinion about Lodz, the
place of the event and the
CI,;

- allowing CI employees
to create documents
building the city's brand,;
- attempts to eliminate
randomness in employing
CI managers

allow the quality of
implementation to be maintained;
- a problem in event management,
i.e. "overlapping of large events
with smaller ones, which results in
no attention being paid to smaller
IK and niche events", which are
great from the perspective of
building the identity of the city;

- lack of "professionalism in CI
management", "randomness in
employing managers" of CI;

- "...dysfunctional promotion
office, does not help much";

- erroneous delegation of tasks not
following the CI profile;

- last-minute tasks, "lack of time to
complete them",

- a small number of CI employees
needed to organise events;

- need for CI knowledge and goals
to be achieved in cooperation for
building a city's brand;

- lack of "discussion, disputes,
which are more creative than
documents";

- lack of assistance from the city
government in finding sponsors
for niche activities;

- lack of partnership exchange
programmes between cities

Communication tools - any use of
communication tools
(marketing-related,
technological
solutions, etc.) to
communicate
information, money,
people, things, ideas,
etc. Bearing in mind
the consistency of
action and building
relationships.

- there are
consultations/meetings
between City Hall and
cultural institutions

- transfer of documents
for building the city's
brand on cultural
resources and general
principles of operation;
- cooperation between CI
based on human, non-
formal friendship

- collaboration on
individual projects
between the CI and the
city government

- it is not known on what basis
cultural institutions are selected as
opinion-making entities at various
events, creating documents,
strategies or cooperation;

- lack of formal programmes
building relations between
institutions involved in the process
of building the city's brand

Source: Author’s own study based on research.

Based on the presented results in Table 2 and Table 3 it can be observed that it is the
factors (incentives) from the group of motivators and internal demotivators that have a
significant impact on the involvement of employees of cultural institutions in building
the city' brand in Lodz. During the analysis there were often statements characterized by
the attitude of employees towards actions for the city brand, they often referred to the
need for cooperation and building inter-institutional relations. Employees of cultural
institutions would also like to feel a sense of meaning from their tasks and would like to
see the effects for which they should be appreciated. The government's appreciation of
CI's work translates into greater involvement in the next project for the city's brand.
However, appreciation does not have to be of a financial nature, but for example it
can be inviting to further projects or asking the CI to express an opinion on actions for
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the city. It should be noted here that CI employees have a fairly high sense of duty and
want to perform tasks that are a challenge for them, to feel that they are developing. CIs
want to know that city authorities trust them so much that they can make their own
decisions about building a city's brand. Cultural people have a high level of creativity,
which is often useful in situations where they have to create something for which they
have no financial or human resources.

From the group of motivators and external demotivators influencing the
involvement of CI employees in building the city' brand in Lodz, documentation
including the strategy and action plan is important. It should be designed in such a way
that it is an effective tool for the CI to engage in activities for the benefit of the city. It
should be understandable and show a clear direction of action. CI managers understand
and need documents to act, but if there are too many, they are discouraged. Involvement
in activities for the city's brand may also be discouraged by lack or insufficient financial
resources for the organisation of events. Working conditions are also important,
although, according to many respondents, they have improved in recent years, but some
of the tasks commissioned de facto do not match the capacity of their cultural
institutions. Tasks for the city are often badly delegated, and not in accordance with the
activity profile of a given CIL

Summary

Every functioning organization should bear in mind that people are its most valuable
asset. However, it is often the case that strategies/tasks are more important than the
people doing them. This problem was also noticed in interviews with cultural institutions
(CI). On the basis of the conducted research, many factors can be observed that may
indicate the abandonment of important internal and external motivators for the managers,
where these motivators are aimed at involving CI employees - in this case - in the
process of building the brand of the city of Lodz regarding cultural resources.This starts
from the attitude/relationship of the CI towards the documents provided to them
concerning the construction of the city's brand, and ends with the areas of common
dialogue, cooperation, or measurement of the effects of the actions (Tables 2 and 3).

Based on the analysis of the statements of respondents, the CI manager profile was
developed. It, however, requires verification and determination of the impact of this
person and CI's co-workers on the process of engaging in city branding. According to the
adopted method of analysis, i.e. grounded theory, it would be advisable to present
preliminary assumptions which, based on research, may evolve or create new ones. One
of the noticed assumptions was the aim of the article itself, which emerged in the
previous research of the author for the profile of the manager.” It should be mentioned
that the presented descriptions do not constitute the final work on this topic. Interviews
with ClIs other than the respondents and the city government should also be included.
The defined categories presented in this article allow to derive further assumptions for
further research, but their description for volumetric reasons has been omitted.

% The results of these studies, after positive reviews, are awaiting publication.
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Czynniki motywujace i demotywujace menedzerow instytucji kultury
w obszarze budowania marki miasta Lodzi — wyniki badan

Streszczenie

Celem artykutu jest zidentyfikowanie obszaréw/ czynnikow, ktdére moga motywowaé lub tez
zniechgca¢ menedzerdw instytucji kultury do aktywnego zaangazowania si¢ w proces budowania
marki £odzi o zasoby kultury.
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W artykule opisano profil menedzera instytucji kultury oraz zaprezentowano uporzadkowana
lisy czynnikow (bodzcow), ktore maja pozytywny badz negatywny wplyw na dziatania
menedzeréw instytucji kultury w obszarze kreowania marki miasta.

Podstawg empiryczna artykulu stanowia wywiady przeprowadzone z menedzerami i
pracownikami ds. promocji w miejskich instytucjach kultury w Lodzi. Analiza danych zostata
przeprowadzona zgodnie z zasadami metodologii teorii ugruntowanej. Badania te sa prowadzone
od grudnia 2017 r. w obrgbie Katedry Marketingu oraz Katedry Zarzadzania Miastem i Regionem
Wydziatu Zarzadzania Uniwersytetu Lodzkiego w ramach projektu: ,,Wspélpraca administracji
publicznej z instytucjami kultury w kontekscie budowania marki miasta”.

Stowa kluczowe: marka miasta, menedzer, teoria ugruntowana, instytucje kultury, motywatory,
demotywatory
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TRENDS IN Y GENERATION’S BEHAVIOUR ON THE
FOOD MARKET

The aim of the article is to identify Y generation’s behaviour on the food market in the
context of dominant consumer trends. The purpose of the article was accomplished by literature
studies, information from branch magazines and direct research carried out by the authors of the
article. Identification of consumer trends was made on the basis of secondary sources of
information, using also the report Top 10 Global Consumer Trends 2019 by Euromonitor
International. The report also became an inspiration to undertake direct research, which was
carried out using the auditorium survey technique among representatives of the Y generation. The
results of research and analysis indicate that the Y generation referred to as "yummy" is an
extremely important entity on the food market - large, young, innovative , active, fast, demanding,
unique and very important for the supply entities on the food market. The behaviour of this group
of consumers determines contemporary trends on the market and the necessity to undertake
activities consistent with these trends in terms of the offer, its availability, as well as diversity and
price.

Key words : generation Y, consumer behaviour, food market, trends
JEL Code: D11 D12 J11

Introduction

Generation Y is the generation of young people forming a market segment that is
extremely important for food supply entities, especially food producers and retailers, as
well as providers of catering services. In the literature different dates are taken into
consideration while describing Y generation and it concerns both initial and final dates
of time interval (from 1977 to 2000)". The size of the segment and its specific character
means that generation Y has, and is going to have in the future, a significant impact on
how the market functions. These are the reasons for implementation of research
supporting recognition of not only behaviours of generation Y consumers on the food
market, but also trends prevailing within these behaviours.

According to the report Top 10 Global Consumer Trends 2019, the most important
consumer trends in 2019 still include those that derive from post-modernist determinants
of consumption and development of information technologies. Post-modernist
consumers are those for whom freedom is the most important catchword, while multi-

' M. Bartlett, Analyst: understanding what shapes generation can help the... . Credit Union Journal, No.
8(21)/2004; P. Dalton, Managing the generation. ABA Washington News, No. 11(19)/2003; R. K. Miller, K.
Washington, Consumer Behavior 2011: Millennial Consumers, Richard K. Miller and Associates (RKMA),
Loganville 2011; M. Rich, Millennial students and technology choices for information searching. The
Electronic Journal of Business Research Methods, No. 6(1)/2008.
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dimensional consumer mobility (social, professional, spatial) and growing interest in
products that enable this mobility are the consequence of this freedom®. The expression
of new consumption and the phenomena it is accompanied by are some of the trends that
are revealed with special intensity. Among them, ecologisation, deconsumption,
virtualisation and mediatisation are of key importance®.

The goal of the paper is to identify behaviours of generation Y on the food market
in the context of mainstream consumer trends. The paper objectives are implemented
through literature studies, information from sector journals and direct research conducted
by the authors of the paper. Identification of consumer trends is performed on the basis
of secondary information sources while applying the report Top 10 Global Consumer
Trends 2019 by Euromonitor International, among others. The Report also became an
inspiration for implementation of direct research that was performed with the use of the
technique of auditory interview among the youngest representatives of generation Y.*

Generation Y on the food market — “yummy generation”

Identification of generations in society is a complex issue and does not result only from
attributing dates to a given part of the population. In sociological terms generations are
not only different with respect to their biological age, but firstly they vary in the way that
identified groups are clearly different from each other with respect to their attitudes,
opinions, shared values, aspirations, lifestyle, etc. This mainly refers to differences, the
source of which are diverse experiences (the so-called shared generation experience) and
life perspectives. Differences between generations occur in all societies, but in those in
which rapid and deep changes occur or those that experience disasters (wars,
revolutions) affecting various age groups with a different intensity, they are sometimes
really dramatic and have serious consequences (the phenomena of generation gap,
conflict of generations, etc.). Despite difficulties in defining generations accurately, the
notion is often applied by researchers of modern socicties while explaining the
phenomena of collective behaviour, revolutionary movements, new phenomena in art,
moral changes, etc.’

Therefore the notion of generation can represent a group of people of similar age

who have experienced similar events, and have been brought up in similar conditions
and time.® The specific character of generation Y is a result of contemporary political,

2 1. Sowa: Nowe trendy w zachowaniach mfodych konsumentéw wyzwaniem dla wspotczesnego handlu [New
trends in behaviours of young consumers as a challenge to contemporary trade]. Zeszyty Naukowe
Uniwersytetu Szczecinskiego nr 777. Problemy Zarzadzania, Finanséw i Marketingu [Issues in Management,
Finances and Marketing] nr 32/2013, pp. 530-533

* Cz. Bywalec: Konsumpcja a rozwdj gospodarczy i spoteczny [Consumption and economic and social
development], C.H.Beck, Warszawa 2010, p.195

* Due to restrictions related to the length of the paper, it only presents a part of results of direct research
conducted in this area by the authors of the paper. The research was conducted within the project to maintain
research potential of the University of Economics in Katowice titled “Food consumption models changes in
Poland (2018-2019), Market and Consumption Department.

* [www]1] https://encyklopedia.pwn.pl/haslo/pokolenie;3959194.html

® M. Baran, M. Klos: Pokolenie Y — prawdy i mity w kontekscie zarzadzania pokoleniami [Generation Y -
truths and myths in the context of generation management], Marketing i Rynek 5/2014, p. 924.
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cultural, economic and firstly technological processes.” Therefore the generation can be
described from demographic, historical, technological and socio-cultural perspective.
Assuming that generation Y in Poland represents people born in the 1980s and 1990s®, it
can be stated that this group constitutes around a quarter of the country’s population.
Furthermore, they are grown up, yet young people (the youngest representative is 19
now, and the oldest 39 years old) and they are well educated. The size of this segment
and its specific character in terms of demography means that the people from this
generation have and are going to have significant impact on the functioning of the whole
society now and in the future.

Millennials have a different attitude to migration, change of the place of living and
work that is a natural element of life.

Technological perspective seems to be vital for the analysis of generation Y. For the
members of this generation, IT technologies are something natural and indispensable, a
necessary connection with the surrounding world for the purpose of real and / or virtual
participation in it. For this generation proficiency in the use of modern IT devices is
nothing extraordinary. Thanks to IT they have access to various resources at the same
time, and they can perform a lot of tasks at the same time. Therefore they are called
multi-taskers. Thanks to the Internet, they have access to broad knowledge resources,
everywhere and at any moment (similarly to other generations). However, they often
succumb to the illusion that they have access to the whole of knowledge and
competences — they are the generation that does not need mentors or intermediaries in
the access to knowledge or culture. For representatives of generation Y, the Internet is
not only a source of information but also a space to exchange experiences and
information.

Looking at this generation from a socio-cultural perspective, it can be noticed that
people representing it delay the “moment of leaving the family” and establishing their
own household. They consider themselves tolerant, they show interest and concern about
other people, they are willing to think positively, and they manifest significant
flexibility. They consider themselves glad and happy. A broad circle of friends, health,
fame and material success are priorities for them. They do well in stressful situations.
They are also often described as impatient and demanding people oriented on
achievement of quick results.” They are mobile not only in virtual terms as they travel a
lot.

There is no compliance regarding precise establishment of dates for generation Y in
the literature, because of differences occurring between various countries in the sphere
of ICT implementation, political changes, etc. There are no explicit guidelines
concerning determination of specific dates for the same society segment, but there is an

7 P. Kisiel:, Millenialsi — nowy uczestnik zycia spotecznego [Millennials — a new participant of social life],
Studia Socialia Cracoviensia 8 (2016) nr 1., p.93.

8 In the literature, various time frames are adopted for this generation, however it is often assumed that
generation Y (often called the generation of millennials) is represented by people born between 1980 and 1999.
® P. Kisiel: Millenialsi — nowy uczestnik zycia spolecznego... [Millennials — a new participant in social life],
op. cit., pp 85-91.

108



agreement between researchers concerning features describing this generation'.
Millennials (as they are often described) are active, well-educated people, willing to
continue their development. They use new technologies in every area of life, and thanks
to the access to the Internet, they are “World citizens” — they have friends all over the
world. They are self-confident and at the same time tolerant and open. They attach great
importance to the quality of life or experience, but not to possessing. They are convinced
about their exceptionality and they have high self-esteem which makes them a little
resistant to criticism. They also have high ecological awareness. Generation Y
consumers are characterised by smartness and being very-well informed about market
offers thanks to the use of new technologies that support gathering information''.
Millennials know the trends reigning on the market and willingly perform transactions
with the use of the Internet. They also search for bargains and use personalised products.
Quality is not always the most important for them. What counts is firstly their own,
original style that should be provided by brands. They like novelties and value
companies that often launch novelties on the market."

From the point of view of their behaviour on the food market, Generation Y can be
called a “yummy generation”, “foodies” and “yummymers”, as they are fascinated with
food."”” Sometimes the members of this generation are called the generation of food
maniacs. Shopping for food is a way of spending free time, preparing meals is a hobby
and eating them is a real pleasure. For them, not only the taste of food is important but
also its look. They are pioneers in using unconventional ingredients and spices, as well
as services of unconventional catering services (sushi, fit style cuisine, etc.). They also
take pictures of meals that are self-made or ordered in restaurants and share them on
social networking sites.

Analysing behaviours of this generation on food market it should be emphasised
that “yummymy” consumers are interested in regional products and they pay attention to
what they eat'®. Product authenticity, traditional methods of production and its local
character are extremely important for them. It is also important for them where the
products come from and the fact that they are Polish. They draw inspiration from foreign
cuisines, they read, observe and introduce new meals in their menu. They are pioneers of
diverse grocery novelties. Healthy food fashion is observed among this group of
consumers — they are in favour of “slow food” which does not mean that they do not eat
“fast food”. They eagerly visit “fast casual” restaurants that offer higher product quality
and better décor than traditional “fast food” restaurants, but at the same time the service
is fast. They also spend more on food in comparison with the previous generations — they
choose food products of high quality that are definitely more expensive, and they often
eat out while appreciating culinary experiments at home at the same time. They are
interested in products that are truly “bio”, “eco” and not just labelled in this way. They

" E. Gotab-Andrzejak: Konsumenci pokolenia Y — nowe wyzwanie dla komunikacji marketingowej
[Generation Y consumers — a new challenge for marketing communication], Handel Wewngtrzny 2016/2, p.
141.

"' E. Golab-Andrzejak: Konsumenci pokolenia ... [Generation consumers...] of op.cit., p. 143.

2Iwww2]

'3 On the subject of generation Y [www3] [www4] [www5] [www6][www7][www8]

4 Twww3] [wwwd] [www5] [www6][www7][www8]
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are more aware consumers who rarely get attached to a specific store or restaurant.
“Yummymy” consumers read the labels as well as ingredients of meals, and increasingly
more often they look for products with no artificial additives that are sold in ecological
packaging.

Generation Y look for products of rather high quality with respect to their nutritional
values and taste qualities. They also concentrate on maximisation of the price to quality
ratio. “Yummy” consumers are engaged, i.e. they want to help companies in the process
of preparation and development of products or offer and have impact on its shape.
Contrary to what can be expected, millennials most willingly buy food in brick-and-
mortar stores. Online shopping in this category is growing but it mainly concerns
products with long “use by” dates, simple products that are inconvenient to transport as
well as exotic or exclusive products that are not available in brick-and-mortar stores.
Comfort and product availability are most important determinants of the choice of the
store, whereas the product price is less important. Therefore, “yummymy” generation
often do shopping in “convenience” type stores, and they do smaller shopping but more
frequently than other generations. “Yummymy” generation is also more likely to buy
food in local stores — there they can find unique products, products of local
manufacturers and a broad range of local, unique and “non-mass” food brands that
millennials could be interested in.

Generation Y also often is referred to as the “digital generation”, digital natives,
appreciate all technological facilities that enable product purchase (applications, price
comparison engines, simulations, culinary and food advice, inspirations) and the
possibility to share an opinion on social networking sites and websites with stores and
restaurants. They are aware of the power of their opinions and their impact on others;
therefore they expect virtualisation from producers, stores, restaurants and offers that
would enable them to benefit from the possibility of integration between the real and
virtual world.

Trends in consumer behaviour in the context of the food market

Changes in consumer behaviours are a result of transformations occurring in the group
of factors determining these behaviours, i.e. factors related to consumers, the household
they are a part of, as well as the environment in which they function. The trends that
create new market conditions and affect decision-making in the sphere of food
consumption, and consequently also concerning its purchase, processing and storing, as
well as using catering services are especially important for generation Y consumers.
According to the Top 10 Global Consumer Trends 2019 report, the most important
trends in consumer behaviours in 2019 still include those that derive from post-
modernist determinants of consumption and development of information technologies.
Post-modernist consumers are those for whom freedom is the most important keyword
and value and multidimensional consumer mobility (social, professional and spatial) as
well as growing interest in products that enable this mobility are the consequence of this
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freedom'”. The expression of new consumption and the phenomena it is accompanied by
are some of the trends that are developing very extensively. Among them, ecologisation,
individualisation, deconsumption, virtualisation or mediatisation have key significance'.

The majority of presented trends in consumer behaviours (Table 1) is most often a
continuation of the phenomena previously recognised and described in the literature on
the subject, however, the phenomena undergo some modifications, or they adopt new
forms. The trends that in a great extent show consumers’ care about their well-being,
quality of life and the possibility to ensure self-control are especially vital.

Table 1. Most important trends in consumer behaviours, essential from the perspective of the food
market

Specification Behaviours of food consumers

Considerable consumer demand of digital consumers on knowledge absorption and
sharing is at the basis of this trend. Fast and unlimited access to information encourages
the consumers to conduct their own research enabling the choice of the offer that is best
for them — the highest quality for the lowest price. Consumers explore, discover and use
great amounts of information, and other consumers are often one of their most important
sources. Their experiences, reviews and advice become invaluable. The trends are
favoured by social media that constitute the platform of information exchange and that
has brought new meaning to the notion of information spread by word of mouth. The
possibility to express opinions about an offer provided to users by enterprises but also to
establish contacts with professionals in a given area are becoming the basis for building
confidence and loyalty.

The number of opinions and difficulty in recognising their authenticity is a problem for
consumers.

The possibility to disseminate information means that consumers can be the best
product/producer/retailer promoter or its worst PR person.

The trend especially concerns products/services related to consumers’ hobbies, including
cooking or using catering services among others.

Everyone’s
an expert

The trend is an expression of consumer endeavours to ensure and / or regain the sense of
full control over their own life both in physical and emotional dimensions. Consumers
equipped with appropriate tools (including applications) while having access to
information sources, can find / develop solutions to their problems themselves. They are
I can look self-sufficient in this sphere. They are able to take care of themselves.

after myself For the consumers, health, happiness and simplicity are the priority they can pay more to
have.

The trend is a response to the excess of often contradictory information and an expression
of growing awareness, striving to manipulate it in social media. Personal, individual
consumers’ needs are important. Personalisation has great importance'’.

Economics of | Consumers’ expectations concern the immediate possibility of access to the very offer as
haste — well as information about the offer. The syndrome of immediate gratification, speed of
instead of “I consumers’ life and the lifestyle — assessed by them in terms of efficiency and
want it”. “I effectiveness contribute to the growth of these expectations. Consumers expect from
want it now”; | enterprises, the solutions enabling to save time and spend it on professional and / or social

1> 1. Sowa: Nowe trendy w zachowaniach mtodych konsumentéw wyzwaniem dla wspotczesnego handlu [New
trends in behaviours of young consumers as a challenge to contemporary trade]. Zeszyty Naukowe
Uniwersytetu Szczecinskiego nr 777. Problemy Zarzadzania, Finansow i Marketingu nr 32/2013, pp. 530-533
16 Cz. Bywalec: Konsumpcja a rozwoj gospodarczy i spoteczny [Consumption and economic as well social
development], C.H.Beck, Warszawa 2010,p.195

'7 For example My spoon Guru UK app allows to create a personalised profile with respect to dietary
preferences through over 180 various tags. Tellspec Canada — a manual scanner that offers food testing in real
time, food safety and food authenticity.
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efficiency- life. Consumers expect mobile applications that help to organise their life better through
drive lifestyle | making queues shorter, synchronisation of preferences and personal data management
among others.

Consumers expect simple and transparent solutions and elimination of all these elements
or solutions that have negative impact on their health and life. They aim to regain control
over what they eat, drink or put on their skin. They want only necessary product
ingredients adjusted to their needs to be used. They appreciate the possibility to interfere

Back to with the composition of the products such as food or cosmetics. The rule that “the less,
basics for the better, the more transparent” is prevailing. This trend also refers to the packaging.
status Product composition should be clearly exposed on the front of the packaging (some

cosmetic companies limit the number of used ingredients to 5), and the very packaging
should be ecological, reusable or suitable for recycling. It is strongly associated with the
previous “health” or “wellness” trend expressed in buying safe food and ecological food,
paying attention to product composition, quality/freshness of products, drinking a lot of
liquids, using professional dietary advice or controlling the diet of household members.

Consumers expect eliminating or at least reducing the use of plastics. They are willing to
pay more for ecological products and those that can be recycled. Plastic became a
preferred packaging material due to many reasons, including versality of use, durability
and the possibility to secure food against being wasted. The level of its recovery,
recycling and reuse is insufficient. There is not enough consumer knowledge about what
can be recycled.

I want a
plastic-free
world

Consumers search for the ways to make reasonable decisions concerning what they buy
and look for solutions for the negative impact that consumerism has on the world. This
attitude, full of respect and sympathy, comprises care about other people, animals and the
environment. The trend is represented by people caring about health, interested in well-
being of animals, as well as people who notice the negative impact of enterprises on the
Conscious natural environment. Aware consumers do not need to manifest radical attitudes, but they
consumers can behave in a flexible way, e.g. they eliminate products of animal origin from their diet
in a specific time.

Consumers choose not only a healthy but also ethical lifestyle (e.g. protest against testing
products on animals, selected methods of animal farming, growth of demand on
ingredients of plant origin, veganism, vegetarianism). Information about non-applying
practices harming the environment and well-being of animals is important.

Consumers aim to determine the boundaries of their privacy. They reduce the time spent
on the Internet and limit or eliminate posting information about their private life and
special events they participate in. They highly appreciate offline contacts — visit to a brick
and mortar store, place of rest and recreation with no access to Wi-Fi network and
establishment of privacy at non-professional time and space. Planned switching off from
virtual space provides consumers with time and reflection regarding what they want and
like doing. Consumers do not aim at total isolation from the rest of the world but try to
limit compulsory interactions.

Consumers’ fear of blurring of boundaries between private and social life, effectiveness of
personal data, interference with consumer behaviours, pressure of social networking
portals (the necessity to do exciting things and sharing information about these events
with others to be accepted) are the causes of the trend. Access to the Internet and social
networking sites transformed using social networking sites into a form of obligation. Life
has become an obligation to fulfil expectations of others for 24 hours / 7 days a week.

So far, the trend is referred to as “slowing down to the speed of life”,

“escape from new technologies” comprised in deconsumption — conscious limiting of
consumption to rational size, compliant with natural, individual, physical and psychical
features of consumers, unwillingness towards mass consumption and

smart shopping — rational planning of household budget through buying necessary

Finding my
Jomo"
(joy of
missing out)

'8 The sense of satisfaction related to the escape from the mass of information, restricted application of mobile
devices and social media. It is the opposite to FOMO (fear of missing out), i.e. the fear of being neglected (lack
of information, experience or chances for interaction).
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products at a low price (“expect more, pay less”)

Consumers appreciate the possibility to establish and maintain private, social and
professional contacts in virtual space. The possibility to solve problems without the need
to organise direct meetings is important for them. Virtualisation of consumers’ life
concerns both the use of professional services (medicine, law, education, state
administration), and their private sphere. The boundary between what can be done off and
online in institutions is shifted. Multidimensional interactions and collective digital
Digitally experiences both with friends and unknown people — while creating and experiencing
together things in a digital way together when they are separated are important. It is possible
thanks to virtual technologies and further development of virtual forms of
communication. The scope of actions that consumers can perform together digitally is
growing.

Continuation and evolution of previous trends defined as overlapping of virtual and real
world, “eat, pray and use innovative technologies” or the trend of “the need to establish
contacts” or “sensuality”.

Source: Authors’ own case study based on: A.Angus., G. Westbrook: Top 10 Global Consumer Trends 2019.
Euromonitor International, 2019; B.Kucharska: Innowacje w handlu detalicznym w kreowaniu wartosci dla
klienta [Innovations in retail trade in creation of value for consumer]. Uniwersytet Ekonomiczny w
Katowicach, Katowice, pp. 83-86), Polski rynek handlu spozywczego w 2010-2020 roku [Polish market of
Jfood trade in 2010-2020], 2016.

Other important trends include those associated with virtualisation of consumer life
in its many aspects, which is supported not only by general access to mobile devices but
also development of the possibilities of their use. Consumers still use the Internet as the
place of finding and sharing information, knowledge acquisition, sharing opinions and
the area of collective action. Their actions more and more intensely indicate valuing
privacy, defining boundaries between private and social or professional life, and return
to simplicity and transparency of solutions. Both virtualisation of behaviours and
temporary switch-off from the online world takes place for the welfare of the very
consumers, their family and society, as well as well-being of animals.

Generation Y on the food market — field research results

In order to identify selected elements of generation Y behaviour on the food market, in
January 2019 field research was conducted among the youngest representatives of this
group of consumers. The research used a traditional technique - an auditorium survey,
which was conducted among 318 students studying in Katowice (full-time and part-time
students).

The questionnaire contained 9 substantive questions and 11 metrics questions.
Closed questions, open questions and scales were used. The aim of the research was to
identify selected elements of Y Generation consumer behaviour of in particular, the
products and food services that they buy, how they proceed with the purchase, places of
food purchase and visited restaurants. The research was also aimed at identifying the
importance of sales solutions for customers used by enterprises on the food market and
the degree of use of these solutions by the respondents.

The age (people born between 1981-1999) was the criterion for selecting
respondents to the sample. The respondent's average age was 22,7 years. The sample
included 64% women and 36% men. Over 83% of respondents have secondary
education, and the remaining part - higher. Over half of the respondents are
professionally active people. Almost 65% of respondents assess their financial situation
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as good, and 17% - as very good. Around 18% consider it to be sufficient. Over 40% of
respondents live in a large city (over 100,000 inhabitants), 27% are rural residents,
Average number of people in households surveyed is 3,3. Respondents assess their
participation in the purchase decisions of food in their households at the level of 50,4%.

The list of declared (mentioned) food products purchased by the respondents
consisted of 44 items, which were then assigned by the researchers to product groups
(Table 2). Most often it was dairy (64%), vegetables (55%), bread (53%) and fruit
(48%).

Table 2. Food products most often bought by respondents (in %)

Specification Total sample

Dairy products, including cheese (12.1%), milk (9.7%) 64,0
Vegetables 554
Bread 53,4
Fruits 48,2
Meat 40,0
Non-alcoholic drinks, including water (9.7%) 18,6
Sausages 15,0
Sweets, including cakes, ice cream (5.6%) 14,7
Powdery products 12,9
Pasta 11,3
Ready-to-eat products, fast food products , pizza , vegetable creams , fries, sandwiches 10,1
Gluten-free, sugar-free, unprocessed, vegan, eco products 49
Fish 3,6
Other: sauces, spices, ketchup, appetizers, chips, alcoholic drinks, beer, nuts, energy 9,2
drinks, semi-finished products, various cuisines of the world, coffee, tea

Source: Authors’ own elaboration based on field research.

The respondents were also asked to specify the ways in which they purchase food
(including purchases at stores and online shopping using various facilities (mobile
applications or websites). Research results indicate that respondents buy food mainly in
stationary stores (98%). They mentioned from the name or described a total of 44
different places for buying food. Biedronka (68%) and Lidl (62%) are the stores most
frequently indicated by the respondents. Every fourth respondent purchases in Tesco
(24%) and Auchan (23%), and slightly less - in Kaufland (17%). Among the
spontaneous names of stores where respondents buy food, there are also smaller outlets -
13% buy in Zabka, which is a convenience store, about 8% make purchases in Lewiatan,
Carrefour and Aldi stores.

Respondents declare purchasing food mostly in conventional retail formats
(discount shops, supermarkets, hypermarkets). These outlets offer wide and
differentiated range of food products, thus every group of buyers can find the assortment
adapted to its expectations.'” Additionally, food buyers, when purchasing food products,
often tend to choose the shop most relevant to the location. Almost 7% of respondents
did not mention the name of the store, specifying it in the categories "small" or “local ".
Only about 12% of respondents buy food using websites of stationary stores, slightly less

' B. Kucharska, Food in retailers' commercial offer - possibilities of building relationships with consumers,
Olsztyn Economic Journal, nr 14/2019, s. 313-324.
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(9%) buy in online stores. In order to purchase food, the respondents also use the
applications offered by stationary stores (about 8%), and online stores (4%).

Table 3. Catering services - the most frequently used by respondents (in%)

Specification | Total sample
Dishes
Pizza 36,3
fast-food, burger, hamburger, hot-dog, French fries, casseroles 27,6
Lunch 25,0
Kebab 9.8
Chinese cuisine, Thai cuisine, world cuisines, sushi, seafood 7,5
coffee, tea 7,2
pancakes, dumplings, spaghetti, pasta, tortilla 6,4
cakes, desserts, ice cream 5,9
healthy food, box diet, salads 4,6
other: dinners, breakfasts, bagels, sandwiches, beer, dishes by weight, cocktails 2,6
Places / ways of using catering services
food with delivery 15,3
restaurants 13,9
coffeehouses 5,6
other: bars, pubs, catering 4,9

Source: Authors’ own elaboration based on field research.

Declarations of respondents regarding the use of catering services should be
attributed to both the offer and the places / ways of consumption. The respondents
mentioned a total of 44 catering services. The most often mentioned were pizza (36%),
fast-food dishes (28%) and dinner dishes (25%), (table 3).

Respondents also had the opportunity to indicate their typical behaviour regarding
catering services and to indicate the types of visited places. Most of the respondents buy
services at catering places (82,%), but over half of orders cover home delivery - 56% use
the website for this purpose, and 27% use the mobile application. Almost 10% of
respondents order dishes by phone with home delivery. In addition, some consumers use
interactive kiosks (7%), the Internet (3%) and mobile applications to order meals
consumed in the catering place. Most respondents use the services of restaurants (71%),
cafes (60%) pizzerias (57%) and fast food bars (57%). The respondents are also
customers of ice cream parlours (13%), milk bars (6%) and food trucks (6%). The largest
number of respondents (36%) stated that they eat at McDonald's, a little more than 19% -
at Pizza Hut, and 16% - at KFC. The respondents also visit such institutions as Aioli
(7.4%), Pizza Dominium (5%) and Dagrasso (4%). They are also customers of cafes
such as Starbucks and Costa Cafe. At the same time the catering places mentioned by the
respondents include a lot of local places offering various meals from many regions of the
world, different types of meals (vegan, vegetarian,) with different levels of customer
service. Respondents asked about the most visited catering places mentioned 283
different names.

115




Table 4. Elements of the offer of food products and catering services in the respondents’
behaviour

Specification Elements of food products offer/gastronomy offer Imp ortanc*e Use s
- average - average
Informing about the composition of the product / meal 5,84 5,28
Everyone is Informing about the sugar content 5,33 4,55
an expert Informing about the preservatives content 5,20 4,52
Informing about the fat content 5,03 4,43
I can look Informing about the calorie content 4,93 4,66
after myself Informing about the vitamins content 4,80 3,29
Informing about the presence of allergens 4,76 3,07
Back to Informing about the presence of carbohydrates 4,68 3,48
basics for Informing about the salt presence 4,57 3,86
status Informing about the lactose presence 4,47 3,96
Informing about the gluten presence 4,25 3,61
Company commitment to people who need help 4,58 4,02
Conscious Informing about ways of preventing food waste 4,02 3,60
consumer Informing about ways of sharing food 4,01 3,61
The possibility of food / meal delivery
to the indicated place 4,54 4,58
Availability of small packages 4,14 3,48
Efficiency- An extensive offer of ready-to-eat dishes 3,66 4,01
drive lifestyle | A proposition of how to prepare a meal 3,84 3,30
The possibility of tasting products / dishes 3,77 3,72
Suggestions on how to serve a meal 347 2,94
I can look An extensive offer of bio, eco, natural and gluten free
. 4,02 3,50
after myself products / dishes
Availability of ecological packaging 3,95 3,29
I'want a The possibility of composing individualized meals by the 401 3.40
plastic-free customer ’ ?
world The possibility of planning a list of meals 3,92 3,27
Ability to draw up a shopping list 3,88 3,55
Conscious ]
consumer Calorie calculator 3,86 3,48
Digitally Sharing mobile applications 3,86 3,10
together Enterprises’ activity on social networks 3,75 3,53
I can look Possibility of using the "box" diet 3,73 3,04
after myself Dietician advice 3,67 3,05
grﬁtizlir;:g]t;zle An extensive offer of vegetarian / vegan products / dishes 3,32 2,71
. Competitions for clients 3,41 2,48
:gr‘n’f“d S "Clients’ clubs 327 353
Culinary workshops / games for customers 2,90 3,99

* assessment of significance was made on a scale from 1 to 7, 1 - definitely not important; 7- definitely
important

** the frequency of use was declared on a scale of 1 to 7, 1 - never; 7- always

Source: Authors’ own elaboration based on field research.

Consumer behaviour on the food market can be recognized by identifying the
importance of individual elements of the food offer and the frequency of their use. The
respondents' declarations indicate the importance of many of these elements (Table 4). In
particular, consumers exhibit behaviour typical for trends described as "everyone is an
expert”, "I can take care of myself" and "return to the sources". It is important for
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customers to have the information that allows identification and evaluation of the
product, especially information that is useful in the consumer choices of healthy and diet
food / dishes. Until now, despite the importance they attach to this information, it is used
differently by the surveyed consumers.

The surveyed representatives of generation Y most often consider activities that fit
in the "conscious consumer" trend (company commitment to people who need help,
informing about ways of sharing food and preventing its waste) to be of average
importance. These are consumers for whom time is important - typical for the economy
of rush - which is manifested mainly by providing meals in the place where they are
staying.

Summary

The results of the research and analysis show that the Y generation (described as
"yummy") is an extremely important entity on the food market - large in numbers,
young, innovative, active, fast, demanding and certainly exceptional and very important
for food supply entities - production companies, retailers and gastronomy. The behaviour
of this group of consumers determine contemporary trends on the market and the
necessity to undertake activities consistent with these trends in terms of the offer, its
availability, as well as diversity and price. Opinions that the millennials so willingly
share, photos of dishes that are enthusiastically disseminated in social media can be
crucial for the success of a given retailer or catering place.

The behaviour of the Y generation, both those identified and anticipated, cause and
will cause serious changes in the behaviour of the supply entities, such as limiting /
eliminating artificial ingredients, non-organic packaging, enriching the offer with local
and exotic products - typical for countries from different parts of the world, shortening
the list of ingredients, simplifying dishes. Introducing new solutions turns out to be what
Y generation expects. These changes are to be fast, adequate to the needs of customers
and beneficial for them.

“Yummy” consumers are also trying to make rational decisions related to nutrition -
they pay attention to quality, and are willing to pay more for a good product adapted to
their needs. New technologies are for generation Y absolutely natural, basic and
indispensable in everyday life, without which it is impossible to function. At the same
time, more and more often they strive to set the limits of their privacy, they value offline
contacts and attribute high value to people-to-people contacts, which can become a
chance for small stores where the customer is not anonymous.

Generation "yummy" uses a variety of dining options, eating at the catering place or
ordering meals home. Often, they also have a passion for self-catering and eating at
home. Millennials have a very rich, varied and innovative menu. They use a variety of
dining options, preferring "casual food", "slow food", without giving up on "fast food".
The respondents most often declare buying meals in gastronomic places, which are
commonly perceived as offering fast and unhealthy food. The diagnosis of the
gastronomic offer of such establishments, however, indicates a significant diversification
of their offer, in particular its enrichment with healthy, dietary and fast meals, which are
appreciated by representatives of generation Y. On the food market, information about
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the composition of products and dishes is very important to them and they most often
use such information.

The results of direct research also indicate that among 10 trends of consumer
behaviour expected for 2019, the respondents are most in line with the trend "everyone is
an expert", "l can take care of myself' and "return to the sources". It should be
underlined that the trends described in the theoretical part concerning generation Y on
the food market are not clearly visible in the results of direct research. This may be
related to the nature of the conducted research, the research technique used (inability to
deepen statements and their declarativeness) and the sample size.
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Streszczenie

Celem artykutu jest identyfikacja zachowan pokolenia Y na rynku zywnosci kontekscie
dominujacych trendow konsumenckich. Realizacji celu artykutu postuzyly studia literaturowe,
informacje pochodzace z czasopism branzowych oraz badania bezposrednie przeprowadzone przez
autoroéw artykutu. Rozpoznania trendéw konsumenckich dokonano na podstawie wtornych zrodet
informacji, wykorzystujac réwniez raport Top 10 Global Consumer Trends 2019 Euromonitor
International. Raport stal si¢ takze inspiracja do podjgcia badan bezposrednich, ktore zostaty
zrealizowane technika ankiety audytoryjnej ws$rdd przedstawicieli pokolenia Y. Wyniki
przeprowadzonych badan i analiz wskazuja, ze pokolenie Y okreslane jako ,,mniam” to niezwykle
wazny podmiot na rynku zywnoSci — duzy liczebnie, mlody, innowacyjny, aktywny, szybki,
wymagajacy, wyjatkowy oraz bardzo wazny dla podmiotéw podazy na rynku zywnosci. To
zachowania tej grupy konsumentdw wyznaczaja wspotczesne trendy na rynku i koniecznosc
podejmowania dziatan zgodnych z tymi trendami w zakresie oferty, jej dostgpnosci, a takze
r6znorodnosci oraz ceny.

Stowa kluczowe: pokolenie Y, zachowania konsumentéw, rynek zywnosci, trendy
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STUDENT ATTITUDES TOWARD THE USE OF
CHATBOTS IN CUSTOMER SERVICE

The article addresses an important and current problem related to the use of chatbots in
customer service, according to students. The aim of the research was to recognize the attitude of
respondents to chatbots in the context of customer service and to determine the development
prospects for their use in this area. The research examined the recognizability of chatbots among
respondents, the frequency of contact between respondents and chatbots, as well as the impression
(feeling) of respondents using chatbots. As a research method, student survey was used. Research
has shown that chatbots are still a new tool for respondents, however they have great potential in
customer service, as they are user-friendly and are very useful in the area of customer service.
Research has shown that the role of chatbots in this area should increase. This can have a good
effect on the image of the brand / company.

Key words: chatbots, customer service, social media, marketing automation, helpline, Messenger
JEL Code: M3

Introduction

Currently, in the age of social media, the need for instant customer service has become a
pressing problem for companies. They are required to respond immediately to thousands
of customer inquiries that appear very quickly. It is not surprising that the marketing
automation trend is developing strongly, and the use of chatbots in customer service as
well.

The purpose of this article is to recognize the attitude of respondents to chatbots in
the context of customer service and to determine the prospects for their use in this regard
from the point of view of users. As the main hypothesis it was assumed that the vast
majority of respondents had contact with chatbots, although in many cases they were not
aware of it, and assess their usefulness in the field of customer service. The role of
chatbots in customer service should increase and it can have a good impact on the image
of the brand / company.

Literature review

Over the last few years, many scientific studies have been conducted on chatbots and
their use in customer service. In 2007, Bayan Abu Shawar and Eric Atwell discussed
their usefulness in various areas of life, such as education, information retrieval, business
or e-commerce'. The authors defined them as “computer programs that interact with
users using natural languages™ and they pointed out that the beginnings of this type of
technology date back to the 1960's. Also, in 2007, works by Huang, Jizhou, Ming Zhou,

'B.A. Shawar, E. Atwell: Chatbots: are they really useful?,Ldv forum. Vol. 22. No. 1. 2007.
*Ibidem, p. 29.
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and Dan Yang, similarly defined chatbot as a “conversational agent that interacts with
users in a certain domain or on a certain topic with natural language sentences™. R. Dale
in 2016 wrote a work entitled "The return of the chatbots", exploring what had changed
in the last decades due to the use of chatbots, since they have such a long history®.
During this time, many studies were carried out related to the technical aspects of using
chatbots in conversation with people. For example, authors have wondered why people
use chatbots’. An interesting study is also shown by J. Hill, W.R. Ford and I.G. Farreras,
presenting “a comparison between human—human online conversations and human—
chatbot conversations™. This type of research has undoubtedly contributed to the
development of chatbots in customer service.

In the area of communication with clients, chatbots have also been used by
companies for a long time. Understanding the concept of chatbot very widely (as in this
article), one can give many examples of using chatbots in customer service, e.g.
automatic e-mails sent after making a purchase in an online store. Courier companies
also use chatbots for customer service on a large scale. One can read a lot about chatbots
in customer communication in A. Braun's book from 2003”. However, the real revolution
associated with the use of chatbots in customer service came with the development of
social media in this area, which was noticed, for example, by A. Xu, Z. Liu, Y. Guo, V.
Sinha, & R. Akkiraj®.

Currently, chatbots are present on many company websites, providing customer
support while making purchase decisions and even replacing the helpline to some extent.
Many companies develop chatbots on Messenger, which is currently the most popular
communicator in Poland and in the world’, closely related to Facebook. It is anticipated
that by 2020, 80% of companies in the world will use chatbots, and by 2022, banks may
automate up to 90% of customer interaction with chatbots'’. However chatbots on
Messenger are still new to users, and their wider use in customer service may raise
doubts. For example “46% of Internet users in the US would rather receive online
support from a live person, even if the chatbot can save them a lot of time”''. Customers
fear that chatbots hinder contact with a live person (50.7%) and give too many unhelpful
answers (47.5%)"2. Therefore the use of chatbots in customer service is a big challenge
for companies.

3J. Huang, M. Zhou, D. Yang: Extracting Chatbot Knowledge from Online Discussion Forums, IJCAL Vol. 7.
2007, p. 423.

“R. Dale: The return of the chatbots, Natural Language Engineering 22.5 (2016): 811-817.

°P.B. Brandtzaeg, A. Folstad: Why people use chatbots, International Conference on Internet Science.
Springer, Cham, 2017.

6. Hill, W.R. Ford, I.G. Farreras: Real conversations with artificial intelligence: A comparison between
human-human online conversations and human—chatbot conversations." Computers in Human Behaviour 49
(2015): 245-250.

’A. Braun, Chatbots in der Kundenkommunikation. Springer-Verlag, 2013.

8Xu, Anbang, et al.: A new chatbot for customer service on social media. Proceedings of the 2017 CHI
Conference on Human Factors in Computing Systems. ACM, 2017.

? https://napoleoncat.com/stats/ (28.02.2019).

"%Chatbot Report 2019: Global Trends and Analysis, https://chatbotsmagazine.com/chatbot-report-2019-global-
trends-and-analysis-a487afec05b(14.10.2019).

' Ibid.

' Ibid.
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Methodology

The aim of the research was to recognize the attitude of respondents to chatbots in the
context of customer service and to determine the development prospects for their use in
this area. The following sub-objectives have been indicated:

e determining the recognizability of chatbots among respondents,
recognition of the frequency of contact of respondents with chatbots,
examining the feelings of respondents in relation to chatbots,
determining the suitability of chatbots in customer service,
recognizing the possibilities of developing the use of chatbots in the context of
customer service.

As the main hypothesis, it was assumed that the vast majority of respondents had
contact with chatbots, although in many cases they were not aware of it. They assess
relatively well the usefulness of chatbots in the field of customer service. The role of
chatbots in customer service should increase and it can have a good impact on the image
of the brand / company.

The following specific hypotheses were formulated:

H1: Respondents, despite the very frequent use of various types of internet services

(eg e-mail, Facebook, Messenger, internet shopping), in many cases cannot
determine if they have ever met with any chatbot.

H2: Respondents can determine contact with a given chatbot only after being asked
about it directly (giving an example).

H3: Respondents positively assess the usefulness of pop-ups chatbots on the
websites of companies and of chatbots in Messenger.

H4: In the opinion of the respondents, chatbots have a beneficial effect on the
image of the brand or company that uses them in customer service.

HS5: According to respondents, chatbots are a good alternative to other
communication channels in the field of customer service, and their development
in this direction is desirable.

A survey was used to verify the hypotheses. The questionnaire consisted of 12
questions regarding the attitude of respondents to chatbots, as well as the usefulness of
these tools in customer service. In addition, the questionnaire contained two metrics
questions about gender and age of the respondents. The questionnaire was sent in
electronic form to students of the Pedagogical University of Krakow (Poland). Students
constitute a group of "technologically advanced" consumers, which means that they set
the directions of trends. All surveyed students are internet users. If the hypothesis that
the knowledge and use of chatbots in this group is small is confirmed, it should be
assumed that also in other groups of Internet users these attitudes will not be different.

The research sample was 120 people. The study is a pilot. Respondents were mainly
women (83%). Men constituted the decided minority (17%). The respondents were
mainly aged 18-25 (96%). The research was carried out in February 2019.

Findings

To verify the hypotheses, information on how often the respondents use selected internet
services, such as e-mail, Facebook, Messenger or an online store (including Allegro - the
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Polish equivalent of eBay), was determined. Using these services means very high
probability, or rather the certainty that the respondents had contact with chatbots. For
example, the use of courier services was also been verified, as they use chatbots on a
large scale in customer service (e.g. for tracking shipments). The information collected
on this topic is summarized in Figure 1.

As many as 95% of respondents very often use Messenger (only 2% indicated that
they never do), and nearly 80% - Facebook. In addition, 42% of respondents sometimes
shop online, and 33% - rather often. Many people also use, for example, courier services
(36% - sometimes, 31% - rather often).

Google services
Bvery often
courier services B rather often
online shop (including Esometimes
Allegro)
DOrather rarely
Messenger
Overy rarely
Facebook Onever
e-mail Odon't know / hard to
say

0,0 20,0 40,0 60,0 80,0 100,0

Figure 1.The frequency of use of selected services by respodents (N=120)
Source: Author’s own research.

Generally, surveyed students use selected internet services on a large scale. It was
examined whether they declared contact with a chatbot (Figure 2).
no never

3% yes of course
\ 40%

probably not

1 do not know, 99,

it's hard to say
32%

rather yes
18%

Figure 2. Contact of respondents with chatbot (according to themselves)(N=120)
Source: Author’s own research.
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40% of the surveyed students decided that they had contact with a chatbot, while
32% were unable to determine this issue. This data means that there is still an average
awareness about chatbots among the respondents. The H1 hypothesis was confirmed that
respondents - despite the very frequent use of various types of internet services (e.g. e-
mail, Facebook, Messenger, internet shopping) - in many cases cannot determine if they
have ever met with any chatbot.

Anticipating such research results, students were asked how often they meet
specific chatbots, e.g. pop-up chat windows on websites where they are invited to a
conversation about the company's offer etc., Google Assistant, chatbots on Messenger,
which provide specific information, e.g. about the weather, about company competitions,
etc., chatbots on e-mail (they send information, e.g. about subscribing to a newsletter,
about purchasing an item, etc.) or other (Figure 3).

Other

Boften
Chatbots on the e-mail (they
send information, eg about
subscribing to the newsletter,

. . =] i
about purchasing the item,... sometimes

Google Assistant @ rarely

Chatbots on Messengeer,
which provide specific
information, eg about the

weather, about company...

Onever

!

Pop-up chat windows on Odon't know / hard to
websites where you are say

invited to a conversation eg

about the company's offer

|

0,0 20,0 40,0 60,0 80,0 100,0

Figure 3. Frequency of contact of respondents with selected chatbots(N=120)
Source: Author’s own research.

It turns out that only 6% of the surveyed students have never encountered chat
windows on the websites of various companies, 11% - with email chat chats and 13% -
with Google Assistant. Slightly more of the respondents indicated that they had never
met with chatboxes on Messenger. These results confirm the H2 hypothesis that
respondents can determine contact with a given chatbot only after being asked about it
directly. In general, however, knowledge and awareness among the studied group of
students about chatbots is rather average.

In the further stage of the research, to obtain more precise results, the questions for
the respondents were limited to only two types of chatbots: pop-up chat windows on
websites and to chatbots on Messenger.

First of all, the ratio of respondents to pop-up chat windows on websites will be
discussed. The respondents were asked how often they use this type of chat to get more

124



information about, for example, the company's offer (Figure 4). The question contained a
screenshot showing an example of such aconversation, so that the respondents
understood well what chatbot was being referred to.

don't know / hard )
to say sometimes

20, o 14%

often

never
52%

Figure 4. Frequency of use by respondents, chat on the website of a company to obtain more information, e.g.
about its offer (N=120)
Source: Author’s own research.

The research showed that 52% of the surveyed students never used chat on a
company's website, 29% use this communication channel rarely, and 14% - sometimes.
Chat on websites is not a popular way of contact between customers and the company,
which is not surprising, however - as it turns out - there are a lot of people who use this
option.

The respondents who used the chat on the company's website (N = 55) were asked
about the extent to which they managed to settle the matter thanks to this form of
contact. Answers are presented on Figure 5.

I do not know /
too small j¢'s hard to say very large
0,
rather small 4% ~ n% 11%

rather large

16%
N\ 229%

Figure 5. The extent to which respondents managed to settle the matter via chat on the website (N=55)
Source: Author’s own research.

Every third respondent stated that s/he managed to settle the matter to a medium
degree through the channel (36%), while 22% - rather large. This would indicate a rather
positive assessment of the suitability of this form of customer contact with the company.
One can see more on this topic on Figure 6.
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45,00%
40,00% 38,30%
35,00%
30,00% 25,80%
25,00% 21,70%

20,00%
15,00%
10,00% 7,50% 6,70%

5,00%

0,00%

1 - very low 2 3 4 5 - very high

Figure 6. Respondents' assessment of the usefulness of chat on websites for a client seeking information about
a company and its offer (N=120)
Source: Author’s own research.

Respondents rate the usefulness of popups on websites by an average (38%) or
rather high (26%). Therefore it can be concluded that such solutions are useful in
customer service.

Similarly, the ratio of respondents to chatbots on Messenger was examined. First,
they were asked whether they had ever had a dialogue with a chatbot on Facebook or
Messenger (a screenshot from the example of such a conversation was helpfully inserted
in the questionnaire). Answers have been compiled on Figure 7.

Most of the respondents (60%) never had conversations with chatbot on Messenger.
Only nearly every third surveyed student used this type of functionality (31%). It shows
that the awareness and knowledge among students about chatbots in Messenger is
generally low, which may be surprising, as respondents very often and on a large scale
use this communicator. Moreover, the results of qualitative research published in the
Report "Polish chatbots 2018" are confirmed, from which it appears that although
respondents recruited for research (N = 20) are active users of the Messenger
communicator, "the majority of them during the study have been in contact with chatbot
for the first time in their life". The authors concluded that "chatbots are still a novelty".
However, from these surveys it also follows that in spite of this the respondents did not
have difficulties in communicating with a chatbot and carrying out the tasks entrusted to
them (business scenarios). The vast majority of users received chatbots very positively.
The participants of the research declared that in the future a similar task (e.g. the
purchase of a cinema ticket) would be readily performed again in this new contact
channel. Also important was the conclusion that chatbots have low "entry barriers" for
new users, and Internet users are already open to first contacts with chatbots'.

13 Tbidem.
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don't know / hard

to say yes
0,

Figure 7. Conducting conversations with chatbot on Messenger by respondents (N=120)
Source: Author’s own research.

Chatbots on Messenger were also positively assessed by surveyed respondents in
the context of customer service. Those who used this communication channel (N=37)
were asked about their feelings from this conversation (Figure 8) and to what extent they
managed to settle the matter thanks to this channel (Figure 9).

50,00% 45,90%
45,00%
40,00%
35,00%
30,00%
24,30%
25,00%
20,00%

15.00% 13,50%

10,00% 8,10% 8,10%

5,00%

0,00%
1 - very bad 2 - rather bad 3 - avarage 4 - rather good 5 - very good

Figure 8. The feelings of the respondents in relation to conversations with chatbot on Messenger (N=37)

Source: Author’s own research.

It turns out that 46% of respondents who had conversations with chatbot on
Messenger had average feelings, and 24% - rather good. Their overall impressions can
be assessed as rather positive.
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I do not know /
too small  itshardtosay  very large
11% 8% 11%
rather small
5%

Figure 9. The extent to which respondents managed to settle the matter through conversation with the chatbot
on Messenger (N=37)
Source: Author’s own research.

Every third respondent stated that thanks to chatbot on Messenger things were
managed to a rather large extent (32%) or medium (32%). The general usefulness of
Chatbots on Messenger is also assessed positively.

Based on the presented research results, H3 hypothesis can be accepted that
respondents positively assess the usefulness of chatbots popping up on websites and
chatbots in Messenger in customer service.

It was also important to verify the impact of chatbots on the image of a brand or
company that uses them in customer service (Figure 10).

50,00%
45,00%
40,00% 35,80%
35,00%
30,00%
25,00%
20,00%
15.00% 12,50%
10,00% 6,70%
5,00% 1,70%
0,00%

43,30%

1 - very bad 2 - rather bad 3 - avarage 4 - rather good 5 - very good

Figure 10. Respondents' assessment of the impact of using chatbots on the image of the brand / company that
uses them in customer service (N=120)
Source: Author’s own research.

Almost half of respondents (43%) assess the impact of using chatbots on the image
of a brand or company that uses them in customer service, as medium, and 36% - as
good. It seems that - with some caution - one can accept the H4 hypothesis that chatbots
have a beneficial effect on the image of a brand or company that uses them in customer
service.

Finally, the respondents were asked what they think about the use of chatbots in the
area of customer service: are they helpful and sympathetic (nice), or rather irritating, and
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above all, whether they can be a good alternative to helpline and whether their
development in this direction is desirable. Answers have been compiled on Figure 11.

They represent the future of customer service

They can replace the helpline

They are difficult to use

They are quick in response

They are a better solution than a helpline
They are nice

They are annoying

They are helpful

0,0 20,0 40,0 60,0 80,0 100,0
Bdefinitely yes  Brather yes @I do not know /it's hard to say =~ Orathernot Odefinitely not

Figure 11. Respondents' assessment of using chatbots in the field of customer service (N=120)
Source: Author’s own research.

According to 53% of surveyed students, chatbots are helpful in customer service,
and according to 43% - they are nice. However for many of the respondents chatbots can
be annoying (28% - definitely yes, 27% - rather yes). Probably it is mainly due to the
opinion about chatbots on websites (they can disturb users when they pop up).
Respondents appreciate the fact that chatbots respond quickly (40% - rather yes, 33% -
definitely yes) and are not difficult to use (43% - probably not, 31% - definitely not).
This confirms the previously quoted conclusions from the Report that chatbots -
although they are new to many users - have a "low threshold" to entry, as they are user-
friendly'.

Over half of the respondents think that chatbots are a better solution than helpline
(35% - rather yes, 19% - definitely yes). They can also replace helpline (33% - rather
yes, 16% - definitely yes). Students admit that they represent the future in customer
service (36% - rather yes, 17% - definitely yes).

The above research results allow us to accept the HS hypothesis that chatbots are a
good alternative to other communication channels in the field of customer service, and
their development in this direction is desirable. Therefore, all hypotheses have been
verified positively.

'* Raport. Polskie chatboty 2018, K2 Digital Transformation, p. 72.
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Conclusions

The obtained research results have achieved the purpose of the research, which was the recognition
of the respondents' attitude to chatbots in the context of customer service and defining the
development prospects for their use in this area. Studies have shown that respondents, despite the
very frequent use of various types of internet services (e.g. e-mail, Facebook, Messenger, internet
shopping), in many cases cannot determine if they have ever encountered any chatbot (H1).
Respondents can determine contact with a given chatbot only after being asked for it directly (H2).
At the same time their attitude towards chatbots is rather positive. Rather, they positively assess
the usefulness of chatbots popping up on websites (although these are sometimes irritating) and
chatbots in Messenger in customer service (H3). Chatbots also have a beneficial effect on the
image of the brand or company that uses them in customer service (H4). Moreover, they are a
good alternative to other communication channels in the field of customer service (such as
helpline), and their development in this direction is desirable (HS). Surprising in the research is
that students - although they are frequent Messenger users - still have low awareness about
chatbots in this communicator. They are still new to them. On the other hand, chatbots are user-
friendly, which definitely supports the belief that their role in customer service should increase. It
will have a good effect on the image of the brand / company. Thus, the main hypothesis was
confirmed.
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NEW TRENDS IN CONSUMPTION ON THE COFFEE
MARKET

The aim of the article is to present trends in consumption, which currently affect or will
affect the behaviour of coffee consumers in the next 2-5 years. The article is written in the form of
theoretical considerations supported by an analysis of source materials. It presents the main
megatrends, consumer trends and product trends observed on the coffee market. It also describes
relations between the aforementioned phenomena and consumer behaviour. The analysis of the
collected data made it possible to conclude that the main trends determining consumer behaviour
are naturalness and sustainability, health and nutrition, multisensory experience, convenience,
digitalisation and individualisation. In order to meet these trends, producers and sellers of coffee
will also want to gain an influence on the choices and preferences of coffee consumers by
supporting and developing such product trends as: craft coffee time, the ice age is coming, ready
to drink coffee, co-branding to dial up indulgence, convenient formats go premium, the rise of
super coffee or the world of smart vending machines.

Keywords: megatrends, consumer trends, trends on the food and beverages market, product
trends, coffee market
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Introduction

The 21st century has become the age of the consumer - an educated, conscious consumer, but
also one that is impatient, disloyal and capricious'. Enterprises wishing to maintain or
increase their competitiveness are forced to continuously and actively monitor changes in
consumer behaviour, not only to keep up with buyers of their products, but to overtake them,
creating a world in which consumers would like to live. The emerging megatrends and
consumer trends are indicative of the expected future consumer behaviours.

The purpose of the article is to show new consumer trends and corresponding
product trends in view of the identified megatrends, affecting the functioning of
economies as well as entire societies. The article is written in the form of theoretical
considerations supported by the analysis of data from secondary sources. The area of
observations consists of entities operating on the coffee market.

This paper is organised as follows: the Theoretical Framework section defines the
concepts of megatrends, consumer trends, product trends and the relationship between these
concepts. Next, the Materials and Methods section presents the source materials used in the
article and the method of their analysis. The Results and Discussion section begins with a

' G. Maciejewski: The Contemporary Consumer in the Face of Megatrends in Consumption [in:] Olejniczuk-
Merta A. (ed.): The Transformation of Consumption and Consumer Behaviour, IBRKK, Warsaw 2012, p.29.
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short description of the coffee market. Then, this section presents a description of the most
important current trends and megatrends combined with a discussion on the impact of the
most dynamically developing product trends on purchasing behaviour and coffee
consumption. The manuscript ends with conclusions made on the basis of the analysis carried
out and a discussion of results. The conclusions from the presented material do not fully
cover the subject, however, they can play a part in the discussion of observed changes taking
place in consumer behaviour, as well as in B2C relations. The data presented may also be
useful for companies involved in the production and sale of coffee in the process of building
their competitive advantage, based on permanent ties with consumers.

Theoretical framework

The concept of a trend has been present in reference materials since the mid-twentieth
century, finding its place first in mathematical and economic sciences to describe
changes in charts and sequences of numbers, and then in sociological or marketing
sciences to describe changes in culture, worldviews or lifestyles®. Ph. Kotler describes a
trend as "the direction or series of events characterised by a certain momentum and
durability"*. B. Mroz defines the term 'trend' as "changes taking place over time in social
or market phenomena, the direction of which can be measured by means of specific
indicators, scales or indexes".* In turn, T. Zalega, under the term 'trend', understands the
direction of current development in a given field or, in a more general sense, the
monotonic component of the given feature's dependence on time’. Trends can thus be
short- or long-term in nature, and in regard to their range: can be global (megatrends) or
regional (microtrends). The specific features of trends are volatility, coexistence (mutual
overlap) and divergence (the simultaneous creation of trends and counter-trends)®,

Ph. Kotler, referred to above, distinguishes between different trends on account of
their durability, dividing them into temporary fashion, trends and megatrends. He
describes temporary fashion as an unpredictable short-term change devoid of greater
economic, social or political significance. Trends and megatrends, in the opinion of Ph.
Kotler, are more durable and easier to predict. A trend outlines the shape of the future, it
is a long-term phenomenon, which can be observed in the behaviour of consumers and
enterprises in many markets. The formation and development of a trend is confirmed by
reliable values of economic, social and demographic indicators appearing at the same
time’. Megatrends, in turn, are unquestionably connected with globalisation®. According
to J. Naisbitt, megatrends identify all socio-economic or structural processes that form

2 M. Raymond: The Trend Forecaster's Handbook, Laurence King Publishing, London 2014, p. 14.

? Ph. Kotler: Marketing, Dom Wydawniczy Rebis, Poznan 2005, p. 159.

4 B. Mroz: Konsument w globalnej gospodarce. Trzy perspektywy, Oficyna Wydawnicza SGH, Warsaw 2013,
pp. 115-116.

> T. Zalega: Nowe trendy i makrotrendy w zachowaniach konsumenckich gospodarstw domowych w XXI
wieku, Konsumpcja i Rozwoj 2(5)/2013, pp. 3-4.

¢ J. Tkaczyk: Konsumpcja i konsument — nowe trendy. Handel Wewnetrzny, May - June 2012, pp. 126-127; S.
Dybka: Trendy w zachowaniach konsumentéw jako czynnik determinujacy rozwdj przedsigbiorstw, Studia
Ekonomiczne. Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katowicach 338/2017, p. 82.

’ Ph. Kotler: Marketing, op.cit., p. 159.

8 M. Maciaszczyk: Wybrane megatrendy i ich mozliwy wplyw na konsumentéw niepetnosprawnych ruchowo,
Handel Wewngtrzny, 5(364)/2016, p.162.
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slowly, but when they do come into existence, have an impact on all areas of life for a
certain time’. In addition, megatrends can have an impact on every person and can
change and shape the future of the whole world'’. The concept of a megatrend may also
be defined as certain unchanging economic, social, political and cultural trends, as well
as phenomena occurring in the process of the civilisational development of society,
which has various conditions and embraces the whole planet, conditioning key goals and
directions of human development'' that leave an imprint on the environment'’.
Megatrends thus identify sets of certain economic, social or environmental patterns of
behaviour that change people's way of life as well as the products that these people
need”. Recalling the paper "The Impact of megatrends on western governments" by
futurologist F. de Meyer, megatrends can be presented as long-lasting, fast-spreading
trends that strongly influence society in many dimensions and evoke the conviction of
their inevitability'*.

The concept of a megatrend is close to the concept of a macrotrend, which H. Mruk
defines as "objective, long-term directions of general consumer choices, behaviours and
preferences" or as "significant social, economic, political and technological changes that
form slowly, but when they come into existence, affect consumer behaviour for 7-10 years
and even longer""”. The antonym of a macrotrend is a microtrend, the existence of which is
indicated by B. Mroz referencing the work of M.J. Penn and E. Kinney Zalesne. The
authors assume that it is not a few mega-forces that determine how the world works, but
the multiple choices forming microtrends - small forces that can direct a small fraction of
the population, as small as 1%, but which nevertheless greatly shape entire societies'®.

To fully show the role which trends play in consumer behaviour, it is worth referring to
the views of H. Vejlgaard, who works in trend forecasting. This researcher defines a trend as
a process of change, which is drawn from a psychological, economic or sociological
perspective, which may be short- or long-term, and regional or global'’. Taking this into
consideration, it is possible to agree with T. Zalega that "a trend in consumer behaviour is
understood as a specific direction of change in the consumer's modelled lifestyle, acting in an
objective way, independent of his will and consciousness"'®. Looking at this issue from the

? J. Pieriegud: Wykorzystanie megatrendow do analizy przysztosciowego rozwoju sektoréw gospodarki, [in:]
Gajewski J., Paprocki W., Pieriegud J., Megatrendy i ich wplyw na rozwdj sektorow infrastrukturalnych,
Instytut Badan nad Gospodarka Rynkowa — Gdanska Akademia Bankowa, Gdansk 2015, p.15.

19 p. Zmyslony, A. Niezgoda: Popyt turystyczny. Uwarunkowania i perspektywy rozwoju, Wydawnictwo
Akademii Ekonomicznej, Poznan 2003, p. 194.

'S, Marek, M. Biatasiewicz (ed.): Podstawy nauki o organizacji. Przedsigbiorstwo jako organizacja
gospodarcza, PWE, Warsaw 2011, 389.

12 K. Borodako: Foresight w zarzadzaniu strategicznym, C.H. Beck, Warsaw 2009, p.90.

13 S, Hajkowicz, J. Moody: Our future world. An analysis of global trends, shocks and scenarios, CSIRO,
Canberra 2010, p.2.

" F. de Meyer: The impact of megatrends on western governments, Institute for Future Insights, Available
online: https://www.slideshare.net/fdemeyer/the-impact-of-megatrends-on-western-governments, (accessed on
09 February 2019); M. Maciaszczyk: Wybrane megatrendy ..., op. cit. p. 163.

" H. Mruk: Makrotrendy a zachowania konsumentéw [in:] Kedzior Z. (ed.): Konsument. Gospodarstwo
domowe. Rynek, CBiE Akademii Ekonomicznej w Katowicach, Katowice 2007, p.9.

'8 MLJ. Penn, E. Kinney Zalesne: Mikrotrendy. Mate sity, ktdre niosa wielkie zmiany, MT Biznes, Warsaw, p.13.
'"H. Vejlgaard: Anatomy of trend, McGraw-Hill, New York 2008, p.9.

'8 T. Zalega: New consumer trends [in:] Burchard-Dziubinska M. (ed.), Towards a green economy. From ideas
to practice, Wydawnictwo Uniwersytetu Lodzkiego, £.6dz 2015, p. 80.
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perspective of Ph. Kotler, it can be said that trends in the sphere of consumption arise as a
result of influencing consumer purchasing behaviour in a broadly understood environment
(social, economic, legal, political, demographic and technological), which, in turn, affects
changes in their consumption patterns'”.

According to F. Shaw, emerging consumer trends influence the way enterprises
operate, thus creating new rules for the functioning of modern organisations”. The
impact of new consumer trends on enterprises, therefore, results in changes in the
behaviours of these entities, which on the one hand try to keep up with the changing
consumer, and on the other hand start to shape consumer behaviour, preferences and
choices. In the latter situation, we can speak about the creation of product trends by
enterprises. Relations between megatrends, consumer trends, product trends and
consumer behaviour are presented in Figure 1.

Megatrends

V

Consumer trends > Product trends
<«

Consumer
behaviour

Figure 1. Relations between megatrends, consumer trends, product trends and consumer behaviour
Source: Authors’ own study.

Materials and method

The sources of the article include the results of research on consumer behaviour and the
coffee market, conducted by renowned research agencies and consulting companies in
2015-2019.

First, research on megatrends, which are about to change the world over the next 20
years, carried out by the Ernst & Young (EY) consulting company, is presented. The
data presented by EY are the result of analyses based on reference materials and primary
research carried out in renowned research centres from around the world*'. Next, data
from the Euromonitor International research agency is presented concerning the top 10
global consumer trends that could have the greatest impact on consumer behaviour in
2019 and subsequent years. The data were obtained as a result of direct quantitative
research carried out in the autumn of 2018 by 14 regional company offices operating

' Ph. Kotler, G. Armstrong, J. Saunders, V. Wong: Marketing. Podrgcznik europejski, PWE, Warsaw 2002,
pp.188-210.

2 F. Shaw: Uncertainty and the New Consumer, Foresight, 4/2009.

2! Megatrends 2015. Making sense of a world in motion, EYGM Limited 2015, pp.52-53.
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globally *. Subsequently, information on product trends currently observed on the
coffee market is presented. This data comes from the reports of the research agency
Mintel Group Ltd. published in 2018-2019.

The data collected made it possible to create a profile of the entities operating in the
coffee market and to analyse the impact of megatrends and new trends in consumption
on consumer behaviour on the coffee market.

The research for the needs of this study was carried out using the desk research
method, deductive inference and the comparative method were used for data analysis.
The descriptive and tabular form was used to present the obtained research results.

Results and discussion

Megatrends affect consumer behaviour in the long run. EY, as the first of these trends,
specifies the digital future (Table 1). In 2020, more than half of employees will belong
to generations Y and Z. These are generations that grew up along with the development
of digital technologies. Modern technologies like the internet of things, artificial
intelligence, robotics, augmented and virtual reality change the methods of work and
employee involvement®. They also affect everyday life, mobility, forms of spending free
time and travel. Digital technologies are beginning to be present in every sphere of
human life, and their presence is more and more awaited and desired.

Table 1. Trends affecting consumer behaviour in the coffee market

Megatrends Consumer trends Consumer trends Product trends on the
on the food coffee market
and beverages market
1. Digital future 1. Digitally together Naturalness and 1. Craft coffee time
2 Entrepreneurship 2. Everyone is an sustainability 2 The ice age is
rising expert Health and nutrition coming
3. Global 3. I'want it now! Multisensory 3. Ready to drink
marketplace 4. Back to basics for experience coffee
4. Urban world status Convenience 4. Co-branding to dial
5. Resource planet 5. Conscious Digitalisation up indulgence
6.  Health reimagined consumers Individualisation 5. Convenient formats
6.  Finding my g0 premium
JOMO 6.  Migration of single-
7. Iwant a plastic serve coffee
free world 7. The rise of super
8.  We are ageless coffee
9.  Icanlook after 8. The world of smart
myself vending machines
10. Loner living

Source: Authors’ own research based on Megatrends 2015. Making sense of a world in motion, EYGM
Limited 2015, pp.9-51; A. Angus, G. Westbrook: Top 10 global consumer trends 2019, Euromonitor
International, London 2018, p.7-67; Consumer trends in food and beverages, Dohler Market Intelligence,
Available online: http://www.portalspozywczy.pl/handel/wiadomosci/d-hler-6-mega-trendow-konsumenckich-
ksztaltuje-dzisiaj-rynek-zywnosci-i-napojow,146783.html, (accessed on 09 February 2019); J. Forsyth: Coffee
2018. Global Annual Review, Mintel Group Ltd., London 2018, pp.4-21.

22 A. Angus, G. Westbrook: Top 10 global consumer trends 2019, Euromonitor International, London 2018, p. 69.
» New megatrends will transform the human experience and reshape markets, societies and the global order,
EY, Press release, 11 June 2018. Available online: https://www.ey.com/en_gl/news/2018/06/new-megatrends-
will-transform-the-human-experience-and-reshape,(accessed on 09 February 2019).
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Digitalisation creates almost unlimited possibilities of development, which supports
the growing entrepreneurship, especially among young people. Currently, nearly 50% of
entrepreneurs in the world are people between 25 and 44 years old. Importantly, growing
entrepreneurship is also visible among women. EY estimates that 126 million women in
the world have their own companies today, and about half of them employ workers.

Both of the megatrends support the development of another megatrend - a global
marketplace. The differences between developed and fast developing countries will
decrease. By 2030, rapidly developing countries will account for 47% of the global
capital inflow, compared to 23% in 2010. The middle class of Asian countries, especially
China and India, will become the driving force®. Increasing mobility will make
companies around the world fight for talented individuals - human capital to maintain
their competitive advantage. The further development of globalisation will be opposed
by the advocates of isolation and anti-globalists, forming a counter-trend to it. These
phenomena will be particularly visible in culture and politics. Anti-globalisation
activities will be supported by national, ethnic and religious movements.

Another megatrend, indicated by experts from EY, is urbanisation. The number of
cities and the number of people living in cities is increasing worldwide. In 2015, 54% of
the world's population lived in cities. In 2050, 66% will be living in them. People move
to cities to take advantage of the economic benefits they provide to their residents.
Therefore, it is becoming necessary to implement a sustainable development policy,
especially in the area of transportation (railways, highways, airports), access to water
and electricity.

Sustainable development is the source of the development of the next megatrend
called the resource planet. By 2030, the world's population will have increased by 1.2
billion people, and the world's 750 largest cities will gain 220 million new middle-class
consumers. This situation will increase the demand for raw materials and natural
resources by 33%. In 2035, annual electricity expenditure will reach $420 billion.
Mankind must start to use its raw materials and resources responsibly, not only because
of the progressive degradation of the environment, but also due to the finite availability
of non-renewable resources. Modern mining technologies and technologies that renew
the environment are to help achieve these goals.

The last of the trends indicated by EY is health reimagined. Expenditure on health
protection already absorbs 10% of global GDP. It is becoming necessary to find new
solutions so as to reduce costs and meet the increasingly higher expectations and needs
of people. To achieve this, a new perspective on health is necessary, a new definition of
health. It is necessary to abandon the existing, traditional health care and go in the
direction of health management, and thus towards prevention, shaping healthy habits and
healthy eating.

Each of the described megatrends shapes the existing and emerging consumer
trends to a greater or lesser extent™. A. Angus and G. Westbrook have identified 10 new
trends which influence consumer behaviour in 2019 and the subsequent years (Table 1).

* M.A. Gonzalez-Perez, S. Gutierrez-Viana: Cooperation in coffee markets: The case of Vietnam and
Colombia, Journal of Agribusiness in Developing and Emerging Economies 2(1)/2012, pp. 57-73.

» D. Harrison: Ten global consumer trends in 2011, Strategic Direction 27(10)/2011,
https://doi.org/10.1108/sd.2011.05627jaa.010.
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The first two: digital together and everyone is an expert are strongly associated with the
digital future megatrend. Over the last decade, technology has evolved from facilitating
communication to enabling multidimensional interactions and collective experiences.
People at that time had to deal with the technological and regulatory barriers that are
now being overcome. Now they use the internet, video calls and virtual platforms to
meet and collaborate with people around the world in real time. In the real world they
are separate - digitally, they are together. Digitalisation means unlimited possibilities for
computer games enthusiasts, social networking sites or educational websites. From
dating to education, from work to controlling your health - everything can be done
digitally together. Consumers are increasingly using Twitter, WhatsApp or Instagram to
advise each other about what and where to buy best, sharing discount coupons,
informing each other about discounts and bargains. Thanks to modern technologies,
everyone is an expert. Many consumers lead very fast lives, are busy and don't want to
wait. From businesses, they expect goods and services to be delivered as quickly and as
simply as possible. More and more of them use applications that help them organise their
lives, avoid street traffic jams or shorten waiting times in the queue.

I want it now! - this is a trend followed by people living life in the fast lane, who do
not want to waste time shopping and handling current affairs. B. Mr6z calls this trend
"immediate gratification"*®. Many modern consumers do not want to wait, do not want to
postpone consumption, do not want it "later" - they want it "now", "immediately".
Determinants of the development of this trend should be sought in the global
marketplace megatrend and the development of communication technologies conducive
to the diffusion and imitation of lifestyles and consumption patterns.

On the other hand, the urban world and resourceful planet megatrends strongly
affect several consumer trends, which can be considered as counter-trends to those
discussed above. These include back to basics for status, conscious consumers, finding
my JOMO (joy of missing out) or / want a plastic free world. More and more consumers
are becoming conscious consumers. They understand that they did not inherit the Earth
from their parents, but only borrowed it from their children. They are aware of their
choices and responsibilities for the future of the world. They are moving away from
greedy consumerism and turning toward simplicity, better quality, and uniqueness. They
seek authentic, diverse products and experiences that allow them to express their
individuality. This group of consumers is not indifferent to animal welfare and the state
of the natural environment. These are consumers who do not have to have everything.
They say "less is more", turning FOMO (fear of missing out) into JOMO.

The last three consumer trends mentioned by A. Angus and G. Westbrook are  can
look after myself, loner living and we are ageless. The health reimagined megatrend is
the foundation of their development. The boundaries of old age are constantly shifting.
People live longer, care about their health, appearance and well-being. They continue to
develop themselves even when they are 70 years old. Consumers following the 'l can
look after myself' trend are focused on the prevention of diseases, obesity and everyday
stress, shifting the boundary of old age further and further. These consumers use the
advice of specialists in physical and mental health, applications that show them a healthy
diet and products prepared especially for them. They want to feel special and self-

% B. Mr6z: Konsument ..., op. cit., p. 163.
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sufficient. These consumers often also consciously reject marriage and even intercourse.
They redefine lonely life into a lonely life that has been chosen. Reaching the age of 50+
years, they want to continue to enjoy the same things as their younger friends from the Z
generation. They want products that will help them to keep their youthful body and
spirit. They are often obsessed with new technologies, following the latest apps and
smart devices. They do not think "we are old" about themselves, they think "we are
ageless", "we are forever young!".

Connecting the megatrends and consumer trends which have been presented to the food
and drink market, of which the coffee market is a part, attention should be paid primarily
to six trends introduced by Dohler Market Intelligence (Table 1). The first of these is the
naturalness and sustainability trend, which results from the development of health
reimagined and resourceful planet megatrends and the related consumer trends. A
growing need to return to what is natural and simple has been noticeable on the food and
beverage market for a long time. Consumers expect full transparency of what they are
being offered for consumption. They appreciate products based on the clean & clear
label formula, which means that the list of ingredients of products should be getting
shorter and the information should be given in the most transparent way possible’’. A
contemporary consumer is an inquiring person who asks about the origin of the
purchased product, its composition, production methods and, finally, the social
responsibility of the producer™.

There are also more and more consumers who treat food as a long-term investment
in health and a youthful appearance. Nowadays, in almost every category of the food
industry, new products can be found whose creators have focused on strengthening
health-promoting properties. Therefore, the second trend which will have a strong
impact on consumer behaviour on the food and beverage market, is the health and
nutrition trend. Consumers expect food producers to implement the free from formula,
i.e. elimination of unwanted ingredients from the recipe, such as sugar, gluten or lactose,
or the addition of commonly expected ingredients such as vitamins, minerals, protein,
plant extracts and superfoods.

The next indicated trend is the experience multisensory trend, having its genesis in
the digital future megatrend. Consumers will increasingly pay attention to the special
role of the sense of taste, smell or sight in the perception of the sensory quality of food
products. Consumers want to experience food products with all their senses. Producers
of food and drinks should look for innovation not only in terms of flavour, but also in the
area of the product formula itself. Multisensory experiences cannot be achieved with one
component. It is a combination of aroma, colour and texture. Consumers expect new
products that use the combinations of various textures of ingredients, e.g. crunchy with
creamy, or crunchy with liquidy.

Digitalisation also has a direct effect on the development of the food and drink
market. In the era of the growing popularity of social media, the consumer co-creates the
brand, which is why producers and sellers must skillfully use the available digital tools

7 E. Dimara, D. Skuras: Consumer demand for informative labeling of quality food and drink products:
a European Union case study, Journal of Consumer Marketing 22(2)/2005, p.90-100,
https://doi.org/10.1108/07363760510589253.

2 E. Papista, P. Chrysochou, A. Krystallis, S. Dimitriadis: Types of value and cost in consumer — green brands
relationship and loyalty behaviour. Journal Consumer Behaviour 17/2018, p.101-113.
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in order to build and strengthen relationships with consumers. Consumers are becoming
more and more comfort-loving and more focused on themselves and their needs. This
situation is reflected in the last two trends - convenience and individualisation, whose
beginnings can be found in the health reimagined megatrend and the I can look after
myself, conscious consumers and [ want it now! consumer trends. The contemporary
consumer expects a convenient offer in the form of products fast and easy to prepare,
and at the same time healthy, unique and tailored to individual needs. Mass production is
losing interest. Today, everyone can easily find the "tailor-made", unique offer. What the
consumer is looking for reflects his/her personality and lifestyle. Therefore, it should not
be surprising that there will be an avalanche increase in consumer interest in craft beer or
various craft products.

Consumers following the trends presented can also be seen on the coffee market.
Consumers expect coffee that is easy to prepare, even ready for immediate consumption,
high quality and yet affordable. Coffee which will stimulate you, but also improve the
time spent at work or with friends. Coffee which entertains with its unusual
combinations and intrigues with its original technological solutions®. Finally, coffee
which improves the health condition of the person, and whose whole process of
production and preparation takes place in accordance with the principles of sustainable
development®. The actions of coffee producers and sellers responding to these
expectations take the form of product trends.

The first thing to mention here is the very dynamic development of craft coffee and
ready to drink coffee (RTD coffee) (Table 1.) Big coffee makers, but also chain coffee
shops, invest in very good quality "craft" coffee. Their goal is to reach the more
snobbish younger generation Y, who wants to stand out from other consumers
(individualisation). According to J. Forsyth, craft coffees are currently enjoying the
largest sales in the USA, but within the next few years this trend will spread all over the
world. The RTD coffee trend meets the consumer trends such as convenience and
multisensory experience, and even the health and nutrition trend. Coffee is becoming
sparkling and fruity, coffee is filled with soluble grains, coffee is made with brain octane
oil and butter from grass-fed cows, free from toxins. The RTD coffee trend coincides
with the "The ice age is coming" trend.

Research by the Mintel Group proves that global investments in chilled coffee
ready for consumption has recorded annual increases. Coffee producers want to reach
younger consumers who like the taste, refreshment and pleasure of this version of coffee.
Cold-brewed coffee helps to give the premium status to the ready-to-eat category, which
is quickly growing. The premium status is also important for people who follow the
"convenient formats go premium" trend. Consumers of coffee want convenience, but at
the same time require good quality. These expectations create the possibility of giving
premium status to such concepts as instant coffee, coffee capsules and ready-to-consume
drinks.

¥ S, Mokrysz: Consumer preferences and behaviour on the coffee market in Poland. Forum Scientiae
Oeconomia, 4(4)/2016, p. 98-106; G. Maciejewski, S. Mokrysz, £. Wroblewski: Preferencje konsumentow
wobec marek kaw dostgpnych na polskim rynku — analiza poréwnawcza, Marketing i Rynek 4/2018, pp. 35-38.
¥ G. Maciejewski, S. Mokrysz, £.. Wréblewski: Segmentation of coffee consumers using sustainable values:
Cluster analysis on the polish coffee market. Sustainability 11(3, 613)/2019, pp. 11-16; https://doi.org/
10.3390/sul103 0613.
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On the other hand, for coffee consumers who want a change, to have fun and new
experiences, coffee makers propose co-branding to dial up indulgence. An example of
this is the latte macchiato with a cream liqueur flavour of Tassimo and Bailey's. This
product combines the taste of espresso, non-alcoholic cream liqueur and creamy foam.

More and more consumers are paying attention to health issues and are increasingly
looking for coffee that provides health benefits®'. This situation creates the possibility of
developing the super coffee trend. For consumers following this trend, organic coffees,
caffeine-free coffees, as well as coffee with health-enhancing additives such as proteins,
vitamins, chia seeds and coconut oil are being developed®”. According to research by the
Mintel Group, this trend is expected to spread rapidly over the next two years.

Consumer trends of digitalisation, convenience and I want it now! Are converging
into the response in the form of "The world of smart vending machines" trend. Over the
next five years, it will become the norm to order coffee from vending machines equipped
with the "face recognition" function, which can personalise orders. Robots will also
replace baristas, all to improve cohesion, reduce costs and shorten waiting times.

The situation on the coffee market is very dynamic and just as some trends will
spread, others will weaken or migrate. An example of a migrating trend is coffee
capsules (single-serve coffee). The market in the US and western European countries has
already been saturated with this type of coffee, but over the next years it has a good
chance of spreading to Asia, in particular in China and South Korea.

Conclusion

Consumer behaviour, in addition to internal determinants, is influenced by numerous
external determinants, including megatrends, consumer trends and product trends. The
latter ones are the producers' and sellers' response to the changing needs and preferences
of consumers. The situation is not different in the coffee market, which is part of a larger
food and drink market. Analysing the collected source materials, it can be assumed that,
among consumer trends, the ones with the most impact on consumer behaviour on the
coffee market will be naturalness and sustainability, health and nutrition as well as
multisensory experience and convenience. Digitalisation and individualisation will also
be important.

Coffee producers and sellers who want to maintain or strengthen their competitive
advantage have to meet these trends — what is more, they have to become active market
creators themselves. The response of the supply side to the reported consumer needs will
include the development of craft coffees, ready-to-consume hot and cold brewed coffees,
coffees that are convenient to prepare and at the same time have a high quality, coffees
that improve the health condition of a person, surprise us with new flavours and
ingredients used. These trends will gain strength in the near future, i.e. 2021-2024.

31'W.S. Sepiilveda, L. Chekmam, M.T. Maza, N.O. Mancilla: Consumers’ preference for the origin and quality
attributes associated with production of specialty coffees: Results from a cross-cultural study. Food Research
International 89/2016, p. 997-1003.

2 V. Kumar, J. Kaur, A. Panghal, S. Kaur, V. Handa: Caffeine: a boon or bane. Nutrition & Food Science
48(1)/2018, p.61-75, https://doi.org/10.1108/NFS-05-2017-0100.
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Nowe trendy w konsumpcji na rynku kawy

Streszczenie

Celem artykutu jest przyblizenie trendow w konsumpcji, ktére oddziatywaja obecnie lub beda
oddziatywa¢ w perspektywie 2-5 lat na zachowania konsumentéw kawy. Artykul ma charakter
teoretycznych rozwazan wspartych analiza materiatdéw zrédtowych. Przedstawione w nim zostaly
glowne megatrendy, trendy konsumenckie oraz trendy produktowe obserwowane na rynku kawy.
Opisano w nim takze relacje zachodzace migdzy wymienionymi zjawiskami a zachowaniami
konsumentow. Przeprowadzona analiza zgromadzonych danych pozwolita stwierdzié, ze gtdéwne
trendy determinujace zachowania konsumentow to naturalnosc i zrownowazony rozwoj, zdrowie i
zdrowe odzywianie, wielozmystowe doswiadczenia, wygoda, digitalizacja oraz indywidualizacja.
Producenci i sprzedawcy kawy wychodzac naprzeciw tym trendom, bgda réwniez chcieli sami
uzyska¢ wplyw na wybory i preferencje konsumentéw kawy wspierajac i rozwijajac takie trendy
produktowe jak: czas kawy rzemiesiniczej, epoka lodowcowa — kawy parzone na zimno, kawy
gotowe do spozycia, lqczenie marek dla wigkszej przyjemnosci, kawa wygodna w formacie
premium, czas super kawy czy swiat inteligentnych automatow.

Stowa kluczowe: megatrendy, trendy konsumenckie, trendy na rynku zywnosci i napojow, trendy
produktowe, rynek kawy.

JEL Codes: D12, E21, M30

143



Information about authors:

Dr hab. Grzegorz Maciejewski, prof. UE

University of Economics in Katowice

Faculty of Economics. Department of Markets and Consumption
ul. 1-go maja 50

40-287 Katowice

e-mail: grzegorz.maciejewski@ue.katowice.pl

ORCID 0000-0002-1318-0747

Mgr Sylwia Mokrysz
Mokate SA

ul. Katowicka 265 a

43-450 Ustron

e-mail: sylwiamo@gmail.com

144



** LS
Polityki Europejskie
* o . .
& Finanse | Marketing
* » Kk 22(71) 2019 DOI 10.22630/PEFIM.2019.22.71.32

Anna Owczarczyk
Siedlce University of Natural Sciences and Humanities

IMPACT OF PENSION SYSTEM REFORMS ON PUBLIC
FINANCE EXPENDITURES IN POLAND

The social security system in each country, if it exists, plays a crucial role in supporting
citizens and specific expenditures of the public finance system. Its importance in public spending
depends on many factors; in particular, on its source and on its form of financing benefits or
pensions. The social security system in Poland is composed of a social insurance and welfare
system, a health insurance system, unemployment and family benefits, from which are enumerated
an old-age pension, invalidity pension, sickness and maternity insurance, insurance against
accidents at work and occupational diseases, and health insurance. The Polish social security
system often changes due to implementation of improvements or limits on public spending. The
most famous reform took place in 1999 and introduced the largest number of changes in the
sphere of pension security. Because the scale of public funds that are passed on to the social
security system is very large, pension reforms should are crucial for improving the state of public
finances.

The aim of the paper is to present changes that took place in the Polish pension system
between 1999 and 2017 and how those changes influenced the amount of public expenditures. The
study reviews the research hypothesis: frequent changes in the pension system have a negative
impact on the state of Polish public finance. The study covers the years 1999-2017, as well as the
previous four years before the implementation of the pension reform. Basic research materials
used to conduct the research analysis were reports on implementation of the state budget, data
prepared by the Social Insurance Institution and the Agricultural Social Insurance Fund as well as
statistical data obtained from the Central Statistical Office.
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Introduction

The social security system in each country, if it exists, plays a crucial role in supporting
citizens and specific expenditures of the public finance system. Its importance in public
spending depends on many factors, in particular, on its source and on its form of
financing benefits or pensions.

The social security system in Poland is composed of a social insurance and welfare
system, a health insurance system, unemployment and family benefits, from which are
enumerated an old-age pension, invalidity pension, sickness and maternity insurance,
insurance against accidents at work and occupational diseases, and health insurance'.
The above-mentioned elements make up the social security system whose point is to
guarantee social security. The national government organizes this system into

! Your Social Security rights in Poland, European Commission 2013 online, available at:
http://ec.europa.eu/employment_social/empl_portal/SSRinEU/Y our%?20social%20security%20rights%20in%?2
OPoland_en.pdf (14.07.2018)
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specialized institutions that perform specific tasks in their area of expertise. The key
purpose of creating a social security system was to create security against all kinds of
social risk, such as loss of a job, the added costs of parenthood, or death of the
breadwinner.

The Polish social security system often changes, due to implementation of
improvements or limits on public spending. The most famous reform took place in 1999
and introduced the largest number of changes in the sphere of pension security. Because
the scale of public funds that are passed on to the social security system is very large,
pension reforms are crucial for improving the state of public finances.

In 1999, the social insurance pay-as-you-go system was replaced by a notional
defined contribution (NDC) system. Insured persons born before January 1, 1949, were
still covered under the social insurance pay-as-you-go system. Insured persons born from
January 1, 1949, to December 31, 1968, could choose the new NDC system only or the
NDC and individual account system for old-age benefits. Until December 31, 2013,
membership in the individual account system was mandatory for insured persons born
after December 31, 1968. As of February 1, 2014, membership in the individual account
system is voluntary for all insured persons®.

The aim of the paper is to present changes that took place in the Polish pension
system between the years of 1999 and 2017 and how those changes influenced the
condition of public finances. In the study, there will be a review of the research
hypothesis that frequently occurring changes in the pension system have a negative
impact on the state of Polish public finance. The paper should answer the questions
below:

1) How often is the social security system subject to change and what changes
does it concern?

2) What was the state expenditure on the Social Insurance Fund (FUS)?

3) What was the direction of state expenditure after introducing changes to the
social security system?

4) In what dimension did the pension reform influence the financial condition of
the social security system, and the state of public finance?

The study covered the years 1999-2017, and the basic research materials that were
used to conduct research analysis were reports on the implementation of the state budget,
data prepared by the Social Insurance Institution (ZUS), as well as statistical data
obtained from the Central Statistical Office. Some analysis was made by MA
Magdalena Gromek in an unpublished thesis “Changes in the social insurance system
and their influence on the management of public finance” (“Zmiany w systemie
ubezpieczen spolecznych i ich wplyw na zarzadzanie finansami publicznymi” [Siedlce
University of Natural Sciences and Humanities, under direction od dr Anna Swirska].)

Research results and discussion

Social security systems appeared in Europe in the 19" century. Up until that time,
different institutions and organizations took care of citizens among which can be

? online, available at: https://www.ssa.gov/policy/docs/progdesc/ssptw/2016-2017/europe/poland.pdf (access:
14.07.2018
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enumerated for example, communes, gilds, and churches®. Currently, almost each state
and society has its own regulations and (mostly) public organization which delivers
social security to citizens. The social security system is a major pillar of the modern
economy. Its role is to satisfy the basic needs of the members of a society and guarantee
some standards of living. Due to economic and social changes such as aging of societies,
changes in the economy (maintaining high unemployment and small GDP growth),
changes in society and politics, growing individualism, changes in family life, and a
growing mobility of employees and employers, the social security system needs reforms
and adjustments to the current economy”.

The most discussable part of the social security system is the part concerning
pension insurance. It consists of putting aside financial surpluses that appear during the
period of intense work for such a time when there are generally financial shortages, more
specifically for the period of old age. The purpose of this insurance is to provide people
who are retired the standard of living similar to that which they achieved during their
period of professional activity. In Europe, which is the precursor of this type of security,
there are different functioning models of pension systems. In most EU countries, the
core of the pension system is based on the statutory earnings related to old-age pension
schemes. The public pension system often provides also a minimum-guaranteed pension
to those who do not qualify for the earnings-related scheme or have accrued only a small
earnings-related pension. Minimum guarantee pensions are usually means-tested and are
provided either by a specific minimum pension scheme or through a general social
assistance scheme. For example, in Denmark, the Netherlands and Ireland, the public
pension system provides in the first instance a flat-rate pension, which can be
supplemented by earnings related to private occupational pension schemes’.

There can be enumerated three types of financing pension security systems:

- Pay-as-you-go,

- Private (capital),

- Combination of pay-as-you-go and private.

Nearly all Western European countries have implemented the system called pay-as-
you-go (PAYG) based on compulsory insurance, which is an intergenerational
agreement. Benefits are paid out of contributions from current workers who, after
reaching retirement age, will receive money from the next generation. In most countries,
minimum guarantee pensions are covered by general taxes. Earnings-related schemes are
often subsidized by the state budget.

Occupational and private pension schemes are introduced as well. Here, the future
pension benefits can be related either to the salary and career length (defined-benefit
system) or to paid contributions (defined-contribution system) .

3 Adamiak S., Chojnacka E., Walczak D., Social Security in Poland — Cultural, Historical and Economical
Issue. Copernican Journal of Finance & Accounting. volume 2. issue 2, 2013, p.12
* Grzebieniak A., Polski system ubezpieczen spolecznych — zalety i wady, Studia Gdanskie, t. IV, 2007,
online, available at: http://www.studiagdanskie.gwsh.gda.pl/pdfy/studia4-7.pdf (access: 14.07.2018)

online, available at: http://ec.europa.eu/economy finance/publications/pages/publication16034_en.pdf
(access: 14.07.2018)
¢ online, available at: http://ec.europa.eu/economy_finance/publications/pages/publication 16034 _en.pdf
(access: 14.07.2018)
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The Polish pension system is a kind of combination of both PAYG and private, and
its basic postulation is presented below.

The Polish PAYG system is strictly connected with public institutions responsible
for the social security system, i.e. the Social Insurance Institution (ZUS) and the
Agricultural Social Insurance Fund (KRUS which services farmers). The system
functions correctly when the number of insured who pay contributions is significantly
greater than the number of beneficiaries. When contributions are insufficient to pay
benefits, the deficient amount is supplemented by subsidies from the state budget, thus it
affects the amount of state expenditures. Due to the fact that the pay-as-you-go system
is "sensitive" to demographic problems, and due to the increasing amounts that are
transferred from the state budget to the system every year, changes and reforms are
implemented. The basic purpose of these changes is to reduce the growth rate of
amounts coming from the state budget.

POLISH PENSION SYSTEM
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Figure 1. Current Polish pension system
Source: https:/emerytura.pzu.pl/abc-emerytury (access: 14.07.2018).

The private system is related to both the second and third pillar. It consists of the
fact that paid contributions are not earmarked for the current pensioners, but are invested
and serve to finance future benefits for the insured who paid them. In the capital system,
the employee throughout his professional activity postpones contributions that are
invested in interest-bearing bank accounts. After retirement, the employee may have all
capital together with interest or only monthly benefits from interest on capital, paid out
for life. After death, capital may be inherited by the employee's family. As can be seen in
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the chart, there is also some PAYG element to the second pillar. Although the employee
decides on an Open Pension Fund (OFE), he is still obligated to transfer some
contributions to the Social Insurance Institution. This is why the Polish pension system is
often described as a mixed system.

The scale of public funds transferred from the state budget to the Insurance
Institution is relatively significant if we compare the public expenditures to the deficit.
Therefore, any changes introduced to the rules regarding the functioning of social
insurance, to some extent are reflected in the amount of state expenditure, and
sometimes in the size of the deficit or public debt.

The pension system had become a serious social and economic problem even before
the political transformation. The legal act regulating pensions, passed in December 1982,
was changed during the years 1983-1989 up to twelve times. Those changes were
implemented by a trial and error method: increasing old pensions and later — newer ones,
and everything depended on what effects the previous changes brought. These changes
in the pension system carried out in the 1980's led to huge chaos: there were no
proportions of benefits granted in different periods7.

The regulations of the pension security system that were in force until 1998 were
subject to constant criticism. It was believed that this system was unfair and expensive. It
was predicted that after a dozen or so years a financial collapse would occur. According
to available sources, it can be concluded that one of the main disadvantages of the
previous system was a number of incentives for early retirement and pension privileges
for various professional groups.

In order to repair the social insurance system in force at that time, the Act of 13
October 1998 on the social insurance system and the Act of 17 December 1998 on
pensions and disability benefits from the Social Insurance Fund were implemented.
Thanks to these laws, on January 1, 1999, one of the most important reforms of the
social insurance system in Poland took place. However, not all citizens and politicians
were enthusiastic about the changes introduced by the reform. The biggest fear was how
the introduced reform would affect the state budget, even though one of its tasks was to
improve the state's financial situation. The so-called pension reform introduced by the
government of Prime Minister Jerzy Buzek consisted of the fact that the existing pay-as-
you-go system was replaced by a new mixed-capital pay-as-you-go system. In order to
introduce the new system, universal pension companies were established to manage open
pension funds. However, the changes introduced in 1999 did not take into account all
citizens. Persons who in the year of the reform's implementation had not yet reached 30
years of age had to submit to the new system, which in turn was associated with
obligatory access to pension funds. A second group of citizens between 30 and 50 years
of age could choose whether to join the new system or whether they would prefer to
remain in the old social security system. The last group of people, aged over 50, had no
choice but to remain in the old system. The year 1999 was the beginning of the evolution
that took place in the pension security system in the following years. Table 1 contains a
summary of all significant changes that were introduced in years 1999-2017.

" Wiktorow A. Polski system emerytalny po zmianie ustrojowej (1989-2014) Ubezpieczenia spoteczne. Teoria
i praktyka. Nr 6 (123) ZUS Warszawa 2014, pp. 4-12
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All shown in Table 1, changes were introduced in order to improve the functioning of

the current social security system, as well as to improve public finances and the financial
condition of the Polish pension system; however, as statistics reveal, the effectiveness of
these changes is not satisfactory. Regarding the social security system as an element of the
public finance system, it is the largest expense item of the state budget each year, nearly 22%
of total expenditures. All these expenses are subsidies to cover the deficit in ZUS and KRUS,
and subsidies to cover pensions of soldiers, judges, prosecutors and police officers who are
not in the general pension system (about 20 billion PLN)®.

Table 1. Changes in the Polish pension system (1999-2017)

Year Change Description
1999 Social security This marks the beginning of the evolution of the entire social security
system reform system. The current system was transformed and four funds were separated
out within it: pension, sickness, disability benefit and accident insurance.
The entire pension system was divided into a pay-as-you-go system and a
capital system. Established Open Pension Funds (OFE) were managed by
the Universal Pension Society (PTE). With the creation of the OFE, part of
the pension contribution was transferred to the Universal Pension Society
account. The reform also introduced provisions on the functioning of
employee pension programs.
2000 Attempt to increase | Due to the Act of March 2, 2000 amending the Act on Employee Pension
the attractiveness of | Programs and certain other acts, financing of the basic contribution was
employee pension | changed; previously it was paid from the employee's salary, but since 2000
programs it began to be financed by the employer.

2003 Changes regarding | Uniform services were excluded from the general system and returned to

uniform services the supply system.

2004 Changes in OPF The Act of August 27, 2003 amending the Act on the Organization and

functioning Operation of Pension Funds and certain other acts initiated a number of
changes, such as changes in provisions concerning fees, the possibility of
differentiation of fees due to the membership period being annulled or
expired. Another change concerned the benefits collected by PTE on OFE
assets. The act on individual retirement accounts also became applicable.
The implementation of this law aimed to increase incentives for voluntary
savings.

2005 Benefits for miners Introduction of privileges for miners: they pay contributions as a society
within the general system; however, their pension is not linked to the
amount of contributions.

2009 Creation of It allowed for paying a pension to people working in special conditions that

“bridging” pensions | end their professional activity before reaching the effective retirement age.

2011 Changes regarding Lowering the amount of premiums to OFE from 7.3% to 2.3%.

OFE
2012 Changes in Starting from January 2013, the retirement age was planned to be
retirement age systematically increased by 1 month for every 4 months until the age of 67
for both women and men was reached.
2014 Further changes Transferring 51.5% of OFE assets to a sub-account in ZUS (sub-accounts
regarding OFE were introduced in May 2011), changes in the investment profile of OFE,
liquidation of the minimum rate of return and reducing fees.

2017 Changes in the Retirement age was lowered for women to 60, for men to 65.

general pension
system

Changes in the amount of pensions: raising the minimum pension amount
and valorizations.

Source: Author’s own study on the basis of M. Gromek thesis and available Internet sources.

8 online, available at: http://www.rp.pl/Budzet-i-Podatki/301139902-Budzet-2017-Co-piata-zlotowke-budzet-
wyda-na-doplaty-do-emerytur.html (access: 14.07.2018)
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In order to analyse the influence of pension system reforms on state expenditures, it
is worth presenting transfers from the state budget to the Social Insurance Fund (FUS),
which is the state special purpose fund established on 1 January 1999. The Fund is
administered by the Social Insurance Institution. Incomes of the Social Insurance Fund
come from’:
social insurance contributions not subject to transfer to Open Pension Funds,
funds compensating contribution amounts transferred to Open Pension Funds,
payments from the State Budget and other institutions, intended for benefits
that ZUS has been commissioned to pay, with the exception of benefits
financed under other budgetary chapters and payments from foreign
institutions,
interest on the FUS bank account,

a state budget subsidy,

resources of the Demographic Reserve Fund,

payments from Open Pension Funds as a result of the insured person reaching
an age lower by 10 years than the statutory retirement age.

The FUS budget is in permanent deficit, regarding the difference between the
amount of social insurance contributions and the total expenditures of this institution.
Thus, the state budget subsidy can be treated as a “lifebuoy”. On the one hand, it is
additional income of FUS, but on the other — it is a great expenditure of the state budget;
thus it should be analysed both as an aspect of FUS budget and an element of state
budget.

Table 2 allows for an analysis of the budget of the Social Insurance Fund and the
role of the subsidy in the financial condition of this institution.

During the years 1999 to 2017, the amount of collected contributions was not high
enough to cover all FUS expenses. The sufficiency of social insurance contributions
ranges from 68-79%. Each year finished with a high deficit, which in a free market
economy would lead to bankruptcy of the enterprise. Due to the element of state
interventionism and subsidy transferred to the FUS account, the FUS deficit could be
reduced. Four times (in 2004, 2006, 2007, and 2017) even a surplus was noticeable. A
very high surplus in 2017 was caused not only by a high subsidy from the state budget,
but also by a cancelling of the nearly 39.15 billion PLN loan which the state budget gave
to the Social Insurance Fund in 2009-2014.

The data presented above in Table 2 show that the FUS financial condition was not
positive and it was characterized by a deficit in almost every year throughout the
analysed period. Although the amounts of subsidy from the state budget fluctuated, it
showed an upward tendency in general. Despite high subsidies from the state budget, the
Social Insurance Fund was unable to cover all current expenses.

The main reforms introduced during the years 1999 — 2017 did not positively affect
the financial situation of the Social Insurance Fund.

° Online, available at: Social Security in Poland 2016.pdf
https://www.zus.pl/documents/10182/167615/Social+Security+in+Poland/71ffe1b1-c142-48fa-a67b-
Oc7elcec6ebb (access: 14.07.2018)
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Table 2. Finance of Social Insurance Fund (mln PLN, 1999-2017)

Incomes Total Deficit Deficit

Year Incomes from Subsidy Total incomes expenditures
social insurance from the
contributions state
budget
A B C:A+B+other D A-D C-D

1999 63 726.30 9 459.00 73 707.80 80375.70 -16 649.40 -6 667.90
2000 65 051.30 15 366.0 80 967.50 85 684.00 -20 632.70 -4 716.50
2001 69 655.70 21157.0 91 563.70 96 150.50 -26 494.80 -4 586.80
2002 67 751.40 26 987.9 95427.70 98 834.20 -31 082.80 -3 406.50
2003 69 725.80 28265.3 98 599.80 102 207.40 -32481.60 -3 607.60
2004 73 392.60 22959.2 107 713.30 107 567.70 -34175.10 145.60
2005 77 426.20 20 112.1 110 980.80 111 075.50 -33 649.30 -94.70
2006 80 547.00 24483.4 120 859.10 119 233.00 -38 686.00 1 626.10
2007 88397.90 23 893.0 129 628.10 121 374.80 -32976.90 8253.30
2008 81 646.70 33230.0 136 096.50 136 133.40 -54 486.70 -36.90
2009 85300.20 30503.3 140 471.00 153 437.70 -68 137.50 -12 966.70
2010 88961.70 38111.70 167 480.80 170 844.70 -81 883.00 -3363.90
2011 101 520.20 37513.4 162 035.80 167 785.90 -66 265.70 -5750.10
2012 120 421.80 395208 171 992.90 176 439.90 -56 018.10 -4 447.00
2013 121 392.40 37113.9 173 529.20 183 785.80 -62393.40 -10256.60
2014 13112930 30362.8 186 587.20 195 014.20 -63 884.90 -8 427.00
2015 143 095.90 42 065.7 196 114.80 201 717.40 -58 621.50 -5 602.60
2016 151 837.30 44 8478 204 681.20 208 075.00 -56 237.70 -3393.80
2017 166 547.90 40978.7 260 715.60 212 943.00 -46 395.10 47 772.60

Source: on the basis of: http://bip.zus.pl/finanse-zus-i-fus/sprawozdania-roczne/sprawozdania-z-wykonania-
planu-finansowego-zus, access: 14.07.2018

Online, available
http://www.zus.pl/documents/10182/167642/Rocznik+stat+system+pozarolniczy+1999+2002/d36¢c56e4-94e3-
4bd2-a643-7c29b831delf access: 14.07.2018 and M. Gromek thesis

The FUS subsidy is at the same time an expense of the state budget and influences
the condition of the public finance system in Poland. Table 3 presents the FUS’s subsidy
as a transfer from the state budget.

Analyzing the above research, subsidies to the Social Insurance Fund account, as
well as the total spending of the country, are becoming higher each year. Since the
introduction of pension reform in 1999, total state expenditure has more than doubled,
and state subsidies for the Social Security Fund have more than quadrupled. Although
the amounts of subsidies are fluctuating, they are characterized by an upward trend. It
can be stated that to a certain extent, the increasing amounts of subsidies allocated to the
Social Insurance Fund have a negative impact on the general state of public finances,
because if the subsidies increase, then the state's expenses also do so.

Reforms introduced in the years 1999-2017 have not brought satisfactory results.
Their effects are short-lived and can be limited to up to one year. The changes
introduced in 2014 in no way solved the problems of the Social Insurance Fund and did
not reduce the demand for subsidies from the state budget. In 2017, although the share of
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public subsidies decreased, it should be recalled that the budget "lost" the amount of 40
mln PLN, because it redeemed the FUS loan.

Summing up, all changes introduced in the functioning of the entire social security
system result in ever-increasing financial requirements on the system, which in turn have
a negative impact on the overall state of public finances.

Table 3. The share of transferred subsidy in total state expenditures (1999-2017)

Year Subsidy from the state State expenditures Share
min PLN bln PLN %
1999 9459.0 138 401.2 6.8
2000 15 366.0 151 054.9 10.2
2001 21 157.0 172 885.2 12.2
2002 26 987.9 182 922.4 14.8
2003 28 265.3 189 153.6 14.9
2004 22959.2 197 698.3 11.6
2005 20 112.1 208 132.9 9.7
2006 24 483.4 222 702.9 10.9
2007 23893.0 252 323.9 9.5
2008 33 230.0 277 893.5 11.9
2009 30503.3 298 028.5 6.9
2010 38111.7 294 893.9 12.9
2011 375134 302 681.6 12.4
2012 39520.8 318 001.9 12.4
2013 37113.9 3213453 11.5
2014 30362.8 312519.5 9.7
2015 42 065.7 331743.4 12.7
2016 44 847.8 360 843.1 12.4
2017 40978.7 375 768.5 10.9

Source: Author’s own study on the basis of https://www.mf.gov.pl/ministerstwo-finansow/dzialalnosc/finanse-
publiczne/budzet-panstwa/wykonanie-budzetu-panstwa and http://bip.zus.pl/finanse-zus-i-fus/sprawozdania-
roczne/sprawozdania-z-wykonania-planu-finansowego-zus, access: 14.07.2018
http://www.zus.pl/documents/10182/167642/Rocznik+stat+system+pozarolniczy+1999+2002/d36c56e4-94e3-
4bd2-a643-7c29b831delf access: 14.07.2018 and M.Gromek thesis

Conclusions and implications

The Polish social security system underwent a great transformation in 1999. The key
change that resulted from the reform was replacing the system with a defined benefit
with a defined contribution system in the first pillar and applying the principle of a
defined contribution also in the second pillar of the new system'. Since the
implementation of the above-mentioned reform, numerous changes have been made to
the pension system which were aimed at improving the financial status of the social
insurance and public finance spending. Unfortunately, changes introduced to improve

1 L. Oreziak, OFE katastrofa prywatyzacji emerytur w Polsce. Instytut Wydawniczy Ksiazka i Prasa,
Warszawa, 2014, p. 200
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the current situation have not always been positively reflected in the finances of the
social security system and the state budget.

On the basis of the conducted research it can be said that:

e frequently introduced changes have not positively impacted the condition of
state expenditures, as the subsidies for the Social Insurance Fund and the total
spending of the country are becoming higher each year in the analysed period;
the consequence of such an allocation of public finance is the still increasing
budget deficit.

e change in the year 2017 seems to be a merely political answer for the reform of
2012 and may cause a considerable growth in state expenses in the near future,

e such frequent changes cause confusion within society and may raise problems
with the calculation of future pension for current employees,

e the character of introduced reforms (especially those of 1999, 2011, 2014)
demands careful data collection of the contributions paid to ZUS, the OFE, or
to both ZUS and the OFE. What is more, such frequent changes demand
employees keep up with all legal acts that refer to the social security system in
order to be aware of a proper calculation of their pensions. That is time
consuming and makes unnecessary activity for ordinary people.
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http://www.rp.pl/Budzet-i-Podatki/301139902-Budzet-2017-Co-piata-zlotowke-budzet-wyda-na-
doplaty-do-emerytur.html (access: 14.07.2018)

154



http://ec.europa.ecu/economy _finance/publications/pages/publication16034 en.pdf (access:
14.07.2018)
https://www.ssa.gov/policy/docs/progdesc/ssptw/2016-2017/europe/poland.pdf (access:
14.07.2018)

Streszczenie

System zabezpieczenia spotecznego w kazdym kraju, jesli istnieje, odgrywa kluczowa rolge we
wspieraniu obywateli, jednoczes$nie stanowi duze obciazenie finansowe dla wydatkoéw
budzetowych panstwa. W Polsce sklada si¢ on z systemu ubezpieczen spotecznych i opieki
spotecznej, systemu ubezpieczen zdrowotnych, zasitkow dla bezrobotnych 1 $wiadczen
rodzinnych, z ktérych wyliczono emeryturg, rent¢ inwalidzka, ubezpieczenie chorobowe i
macierzynskie, ubezpieczenie od wypadkéw przy pracy i choroby zawodowe i ubezpieczenie
zdrowotne.

Celem artykutu jest przedstawienie zmian, jakie zaszty w polskim systemie emerytalnym w
latach 1999-2017 oraz wptywu tych zmian na wysoko$¢ wydatkow publicznych. W badaniu
dokonano weryfikacji hipotezy badawczej: czgsto wystgpujace zmiany w systemie emerytalnym
maja negatywny wplyw na stan polskich finanséw publicznych.

Badaniem objgto lata 1999-2017. Podstawowymi materialami badawczymi wykorzystanymi
do przeprowadzenia analizy badan byly sprawozdania z realizacji budzetu panstwa, dane
przygotowane przez Zaklad Ubezpieczen Spolecznych oraz dane statystyczne uzyskane z
Gltownego Urzedu Statystycznego.
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CLASSIFICATION OF BORDER SUBREGIONS
OF EASTERN POLAND ACCORDING TO THEIR LEVEL
OF SOCIO-ECONOMIC DEVELOPMENT

The paper presents the classification of subregions (NUTS 3) with permanent border
crossings, in terms of the level of socio-economic development in 2008-2018. The study covered 9
subregions located in the following provinces: Warminsko-Mazurskie, Podlaskie, Lubelskie and
Podkarpackie. Application of Hellwig's measure of development made it possible to group
subregions according to three categories of the level of development: high, medium and low. The
relatively high level of development characterized two metropolitan subregions: Olsztynski and
Biatostocki. Lomzynski subregion proved to be the weakest, but it was not completely devoid of
any development potential. In comparison with the average values in the designated higher
development classes, Lomzynski subregion was characterized by: positive natural increase, low
values of indices describing ageing of local society and proportion of investment expenditure of
local self-government units at a level similar to the leaders of the ranking. However, there is a
concern that the relatively low level of spending of the EU funds and the persistent trend of
population migration outflow, due to global trends of population ageing and depopulation of rural
areas, may negatively affect the socio-economic situation of the subregion in the future.

Key words: socio-economic development, demographic factors, infrastructure, spatial
peripherality, economic peripherality, NUTS 3, Hellwig's measure of development
JEL Code: R11

Introduction

Poland’s eastern border areas, which are also the external border of the European Union,
are often perceived as peripheral' not only in geographical but also in developmental
terms. Peripherality, by definition, is the result of many long-lasting processes that
increase variation between regions, resulting in the separation of central and peripheral
areas in the territory”. Taking into account the spatial criterion - areas with unfavourable

' I Pomianek: Poziom rozwoju spoleczno-gospodarczego obszaréw wiejskich wojewédztwa warminsko-
mazurskiego. Acta Sci. Pol. Oeconomia, 9(3)/2010, 227-239; J. Rakowska, Zrdznicowanie poziomu rozwoju
gmin Polski Wschodniej. Roczniki Naukowe Stowarzyszenia Ekonomistéw Rolnictwa i Agrobiznesu, T. 13, z.
2, 2011, 392-397; Balinska A.: Znaczenie turystyki w rozwoju gmin wiejskich na przyktadzie obszarow
peryferyjnych wschodniego pogranicza Polski. Wydawnictwo SGGW, Warszawa 2016.

2 K. Leszczewska: Aktywno$¢ ekonomiczna regionéw peryferyjnych. Nierdwnosci Spoteczne a Wzrost
Gospodarczy, zeszyt 17, 2010, 215-225; D. Panzera, P. Postiglione: Economic growth in Italian NUTS 3
provinces. The Annals of Regional Science 53(1), 2014, 273-293; A. Jakubowski, U. Bronisz: Granica Unii
Europejskiej jako czynnik (dez)aktywizujacy rozwoj i konkurencyjno$é obszaréw przygranicznych [w:] A.
Grynia (red.): Wybrane aspekty rozwoju i konkurencyjno$ci nowych krajow cztonkowskich Unii Europejskie;j,
Wydziat Ekonomiczno-Informatyczny w Wilnie, Uniwersytet w Biatymstoku, Wilno 2015, 638; J. Benedek,
N.C. Veress: Economic disparities and changes in the convergence of the Romanian NUTS 2 and NUTS 3
regions. Romanian Review of Regional Studies, Volume IX, Number 1, 2013, 85-90; T. G. Grosse: Wybrane
koncepcje teoretyczne i doswiadczenia praktyczne dotyczace rozwoju regionéw peryferyjnych. Studia
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transportation connections with remote economic centres are defined as peripheral (e.g.
in the theory of core and periphery)’. Assuming the economic criterion, peripheral areas
include regions with low population density, low-urbanized, mainly rural, with a low
level of economic development (GDP per capita below 75% of the EU mean) .
Peripherality also results from long-lasting processes that deepen interregional diversity,
leading to the separation of central regions and peripheries in the territory. Therefore,
peripheral regions have low economic potential compared to other areas of the country’,
and consequently - lower investment attractiveness resulting, among others, from
insufficient markets, low transport accessibility, poor economic infrastructure (business
environment) or lower, in comparison with other areas, quality of labour resources.

A. Czarnecki emphasizes the importance of location factors in economic activity
related to location rent in determining initiation and development of non-agricultural
functions in rural areas. The degree of spatial diversification (especially in rural areas) in
terms of the level of economic activity, diversity of the structure or the level of
saturation with enterprises, depends not only on the entrepreneurship and initiatives of
residents, social capital, the economic situation of a municipality or a region. Spatial
location factors play a special role, including location in the zone of direct influence of
larger cities, proximity to important transportation routes, density of the urban network,
location in the centre or on the peripheries of the region, or the administrative status of
the municipality®.

In addition to location conditions, the financial capabilities of municipalities and
poviats are also a factor in the economic development of subregions ': revenues to the
local budget, financial independence (autonomy), investment activity as well as
acquisition and use of external financing sources®. On the other hand, investment
projects, mostly in the area of technical infrastructure, should be conducted in such a

Regionalne i Lokalne, Nr 1(27)2007, 34; 1. Lengyel, B. Kotosz: The Catching up Processes of the Regions of
the Visegrad Group Countries. Comparative Economic Research, 2018, 21, nr 4, 5-24; M. Proniewski: Rozwoj
regionow peryferyjnych w Unii Europejskiej, Wydawnictwo Uniwersytetu w Biatymstoku, Biatystok 2012,
130.

* J.T. Hryniewicz, Teoria ,,centrum-peryferie” w epoce globalizacji. Studia Regionalne i Lokalne, Nr 2(40)
2010, 5-27.

4 R. Rudnicki: Peryferyjnoé¢ potozenia geograficzno-komunikacyjnego a wybrane wskazniki rozwoju
powiatow ziemskich, [w:] M. Wesotowska (red.): Wiejskie obszary peryferyjne — uwarunkowania i czynniki
aktywizacji. Studia Obszarow Wiejskich, tom 26, Warszawa 2011, 36.

> K. Leszczewska: Aktywno$¢ ekonomiczna regionéw peryferyjnych. Nierownosci Spoteczne a Wzrost
Gospodarczy, zeszyt 17,2010, s. 215-225.

® A. Czarnecki: Wplyw czynnikow lokalizacyjnych na rozwéj dzialalnoéci pozarolniczej na obszarach
wiejskich. Roczniki Naukowe SERiA, tom VIII, zeszyt 4, 2006, s. 78.

" A. Parlinska, H.B. Yavuz: Finances of municipalities governments in Poland and Turkey. Acta Sci. Pol.
Oeconomia 16(4)2017, 123-132; L. Satota, P. Pogan: Trwaty rozwdj lokalny w gminach o zrdéznicowanej
sytuacji finansowej, w: Zeszyty Naukowe Szkoty Gloéwnej Gospodarstwa Wiejskiego w Warszawie
Ekonomika i Organizacja Gospodarki Zywno$ciowej, nr 116, 2016, 119-131; M. Podstawka, B. Suchodolski:
Rozw¢j lokalny i jego wyznaczniki na poziomie powiatu. Marketing i Rynek, r. 23, nr 10/2016, CD, 383-393;
M. Chrzanowska, N. Drejerska: Statistical Comparative Analysis of Socio-Economic Development Level of
Polish Border Regions (NUTS 3), Proceedings of the International Scientific Conference on Quantitative
Methods in Economics - Multiple Criteria Decision Making XVIII, Vratna, Slovakia, The Slovak Society for
Operations Research, Department of Operations Research and Econometrics, Faculty of Economic Informatics,
University of Economics in Bratislava, May 25-27, 2016, 131.

8 L. Satota: Zroznicowanie wykorzystania funduszy Unii Europejskiej w ukladzie centrum - peryferia, Prace
Naukowe Uniwersytetu Ekonomicznego we Wroctawiu, nr 320, 2013, 176-185.

157



way as to increase attractiveness of the area by removing existing barriers of social and
economic development on both local and regional scale’. Development of housing and
other economic functions is pushing agriculture out of suburban areas towards the
periphery. In suburban areas, rapid development of the local non-agricultural labour
market and the use of proximity of the urban market can be observed'’. However, rural
areas, located peripherally in relation to urban centres and main transportation routes,
show a slight development of non-agricultural labour markets.

According to research conducted by K. Heffner, the number of people living in the
countryside does not decrease and changes in rural areas are bidirectional. In the
surroundings of urban agglomerations, the number of inhabitants increases (often
significantly), while in many peripheral, less reachable, less attractive (e.g. landscape,
ecological) zones the rural population is decreasing''. The oldest municipalities are
located in Eastern Poland, which makes it the oldest region in Poland'?. As rightly noted
by J. Rakowska, in the case of marginalized areas in terms of economic and social
development, the aging of local populations, not balanced by the inflow of external
human potential, may result in a significant reduction in population, and in extreme
cases — lead to depopulation of such areas in a relatively short time, along with all
negative social and economic consequences accompanying this process on a local,
regional and national scale". This is even more important since — according to research
conducted by E. Roszko-Wojtowicz and M. Grzelak — Podkarpackie and Warminsko-
Mazurskie regions took the last places in the analysis of diversity of the quality of life'*.
According to P. Sleszynski, a significant decrease in population is expected with the
aging of the biological structure of the population. These changes will vary in space, and
further depopulation of traditional peripheral regions is almost certain'.

Aim and methods

Development is a concept of broad meaning. J.J. Parysek defines development as a
process of transition from a given state or form to a more developed, complex, advanced
one'®. The aim of the paper was to compare the level of socio-economic development of
Eastern Poland’s border subregions, which have border crossings only with the non-EU

’ M. Kowalska (red.), W. Knapik, M. Bogusz, B. Kietbasa, A. Niedziétka, A. Piotrowska, L.. Satota: Rozwdj
lokalny obszaréw wiejskich w perspektywie spoteczno-ekonomicznej, Uniwersytet Rolniczy im. Hugona
KoMtataja, Europejskie Centrum Badawcze Drobnych Gospodarstw Rolnych, Krakow 2015, 22.

' A. Lapinska: Rola przedsigbiorczosci w kreowaniu wielofunkcyjnosci rozwoju terenéw wiejskich. Wies
Jutra, pazdziernik 10(123)2008, 8.

' K. Heffner: Wielofunkcyjno$é obszaréw wiejskich w Polsce rzeczywistos¢ czy mit? [w:] W. Kaminska, K.
Heffner (red.): Obszary wiejskie, wielofunkcyjno$é, migracje, nowe wizje rozwoju, Studia KPZK, 2011, nr
133,5.10

12 J. Rakowska, 2016: Zroznicowanie poziomu staroéci demograficznej Polski w ujeciu lokalnym, Studia
Ekonomiczne i Regionalne = Economic and Regional Studies 2016, T. 9, nr 2, s. 13.

13 J. Rakowska, 2016: Zréznicowanie poziomu starosci demograficznej Polski w ujeciu lokalnym, Studia
Ekonomiczne i Regionalne = Economic and Regional Studies 2016, T. 9, nr 2, s. 22.

'* E. Roszko-Wojtowicz, M.M. Grzelak: Wielowymiarowe ujecie zréznicowania poziomu jakosci zycia w
wojewddztwach w Polsce. Zeszyty Naukowe Polityki Europejskie, Finanse i Marketing, nr 69/2018, 211.

'S P. Sleszynski: Demograficzne wyzwania rozwoju regionalnego Polski. [w:] Teoretyczne i aplikacyjne
wyzwania wspolczesnej geografii spoteczno-ekonomicznej, Studia KPZK, tom 183/2018, 225-247.

16 7.1. Parysek: Rozwdj spoleczno-gospodarczy oraz czynniki i uwarunkowania rozwoju. [w:] Teoretyczne i
aplikacyjne wyzwania wspolczesnej geografii spoleczno-ekonomicznej, Studia KPZK, tom 183/2018, 38.
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countries (in 2008-2018). Therefore, the analysis was carried out on units of the NUTS-3
level. Table 1 presents the subregions qualified for the analysis. Out of 10 Polish border
subregions located along the eastern border of the EU, Suwalski subregion was excluded
from further analysis, as it not only does not have a permanent border crossing with
Belarus (only periodically active pedestrian, bicycle and river crossing in Rudawka-
Lesnaja), but also borders with the area of Lithuania, where there is no physical barrier
between this country and the subregion.

Table 1. Characteristics of the analysed border subregions of Eastern Poland

Number of permanent border crossing . .
. . I Qualification
No.. Subregion Region points for the stud
road pedestrian raile total y
. Warminsko-
1 Elblaski Mazurskic 2 0 1 3 +
. Warminsko-
2 Olsztynski Mazurskic 1 0 2 3 +
. Warminsko-
3 Efcki Mazurskic 1 0 0 1 +
4 Suwalski Podlaskie 0 0 0 0 -
5 Biatostocki Podlaskie 2%* [** 2 4 +
6 Lomzynski Podlaskie 1 2 3 +
7 Bialski Lubelskie 3 0 1 4 +
8 Chetmsko- Lubelskie 4 0 3 7 +
Zamojski
9 Krosénienski Podkarpackie 1 0 1 2 +
10 Przemyski Podkarpackie JH* I** 2 5 +

* border crossing with Russia, Belarus or Ukraine

** including 1 pedestrian-road crossing

Source: Author’s elaboration based on: The map of crossings and objects of the Polish Border Guard (Mapa
przejsé i obiektow Strazy Granicznej) [in:] https://www.strazgraniczna.pl/pl/mapa-przejsc-i-obiektow/ (access:
20.06.2019); https://granica.gov.pl/przejsciap.php (access: 20.06.2019) and the Local Data Bank of the
Statistics Poland (BDL GUS).

To complete the goal formulated in such way, a synthetic measure construction
procedure, connecting many variables, was carried out. Data for the construction of the
socio-economic development indicator, in addition to the sources listed in Table 1, were
taken from the Local Data Bank of the Statistics Poland (the Central Statistical Office,
BDL GUS). The construction of the measure consisted of a few stages. In the first stage,
an essential selection of features for building the development indicator based on
literature studies was made'”.

'7 See, among others: M. Chrzanowska, N. Drejerska: Statistical Comparative Analysis of Socio-Economic
Development Level of Polish Border Regions (NUTS 3), Proceedings of the International Scientific
Conference on Quantitative Methods in Economics - Multiple Criteria Decision Making XVIII, Vratna,
Slovakia, The Slovak Society for Operations Research, Department of Operations Research and Econometrics,
Faculty of Economic Informatics, University of Economics in Bratislava, May 25-27, 2016; N. Drejerska, M.
Chrzanowska, Pomianek I.: Strefa podmiejska Warszawy: wybrane zagadnienia. Wydawnictwo SGGW,
Warszawa 2014; A. Czarnecki: Wptyw czynnikéw lokalizacyjnych na rozwo¢j dziatalnosci pozarolniczej na
obszarach wiejskich. Roczniki Naukowe SERIA, tom VIII, zeszyt 4, 2006, 78-82; T. Czyz: Poziom rozwoju
spoteczno-gospodarczego Polski w ujgciu subregionalnym, Przeglad Geograficzny, nr 84/2, 2012, 219-236; K.
Leszczewska: Aktywno$¢ ekonomiczna regiondow peryferyjnych. Nierownosci Spoteczne a Wzrost
Gospodarczy, zeszyt 17, 2010, s. 215-225; A. Lapinska: Rola przedsigbiorczosci w kreowaniu
wielofunkcyjnos$ci rozwoju terenow wiejskich. Wie$ Jutra, pazdziernik 10(123)2008, 8; J.J. Parysek: Rozwdj
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Table 2. Diagnostic variables

Symbol Variable Years Type
X2 | Grossreproductionrate® 20082048 | stmulant
X3 Population density (population per 1 km?) 2008-2018 | stimulant
X4 Change.ln the number .Of re§1dents per 1,000 population (combining 20082018 | stimulant

natural increase and migrations)
Xé """' yTatio "‘3' o+Ppo W RE-ag€ € € ;E;E;; E ] . ]
X6 Old-age dependency ratio 2008-2018 | destimulant
X8 Gross Domestic Product per capita (PLN) 2008-2016 | stimulant
X9 Total registered unemployment rate 2008-2018 | destimulant
X10 Proportion of long-term unemployed (over 12 months) in population of 2008-2018 | destimulant
unemployed
X11 | Proportion of unemployed school-leavers in population of unemployed | 2012-2018 | destimulant
X12 | Proportion of employed in agriculture 2010-2017 | destimulant
X13 | Proportion of employed in services 2010-2017 | stimulant

X14 | Economic entities registered in the REGON per 10,000 population 2008-2018 | stimulant

The EU funds for municipalities and poviats for financing programmes

X16 . . 2010-2017 | stimulant
and projects (per capita)

X17 Proportion of own revenues of municipalities and poviats in total 20102017 | stimulant
budget revenues (%)

X18 Proportion of 1nyestrnent expe‘ndlt‘u_re of munlc}palltles and poviats in 2008-2017 | stimulant
the total expenditure of municipalities and poviats

X19 | Number of permanent border crossings (pedestrian, road or rail) 2018 stimulant

X20 %g(r)lgktl}lllzof municipal and poviat roads with ground surface in km per 2008-2017 | destimulant

X21 | Length of bike paths per 10,000 km® (km) 2011-2017 | stimulant

X22 | Number of bed places per 1,000 population 2008-2018 | stimulant

X23 | Tourists accommodated per 1,000 population 2008-2018 | stimulant

* Quasi-constant variables excluded from further analysis.

Source: Author’s elaboration based on: The map of crossings and objects of the Polish Border Guard (Mapa
przejs¢ i obiektow Strazy Granicznej) [in:] https://www.strazgraniczna.pl/pl/mapa-przejsc-i-obiektow/ (access:
20.06.2019); https://granica.gov.pl/przejsciap.php (access: 20.06.2019) and the Local Data Bank of the
Statistics Poland (BDL GUS).

spoteczno-gospodarczy oraz czynniki i uwarunkowania rozwoju. [w:] Teoretyczne i aplikacyjne wyzwania
wspoélczesnej geografii spoleczno-ekonomicznej, Studia KPZK, tom 183/2018, 37-54; M. Podstawka, B.
Suchodolski: Rozwdj lokalny i jego wyznaczniki na poziomie powiatu. Marketing i Rynek, r. 23, nr 10/2016,
CD, 383-393; 1. Pomianek: Poziom rozwoju spoteczno-gospodarczego obszardw wiejskich wojewoddztwa
warminsko-mazurskiego. Acta Sci. Pol. Oeconomia, 9(3)/2010, 227-239; J. Rakowska: Zréznicowanie
poziomu rozwoju gmin Polski Wschodniej, Roczniki Naukowe Stowarzyszenia Ekonomistéw Rolnictwa i
Agrobiznesu, 2011, tom 13, zeszyt 2, 392-397; J. Rakowska: Zréznicowanie poziomu staro$ci demograficznej
Polski w ujgciu lokalnym, Studia Ekonomiczne i Regionalne, tom 9, 2/2016, s. 13-23; E. Roszko-Wojtowicz,
M.M. Grzelak: Wielowymiarowe ujgcie zrdznicowania poziomu jakosci zycia w wojewddztwach w Polsce.
Zeszyty Naukowe Polityki Europejskie, Finanse i Marketing, 69/2018, 197-214; L. Satota, P. Pogan: Trwaty
rozw¢j lokalny w gminach o zrdéznicowanej sytuacji finansowej, Zeszyty Naukowe Szkoty Glownej
Gospodarstwa Wiejskiego w Warszawie, Ekonomika i Organizacja Gospodarki Zywnosciowej, nr 116, 2016,
119-131; M. Stanny: Przestrzenne zréznicowanie rozwoju obszaréw wiejskich w Polsce. Problemy Rozwoju
Wsi i Rolnictwa, IRWiR PAN, Warszawa 2013.
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Concerning the formal criteria for selecting variables, measurable, available and
complete diagnostic variables were used to construct the measure of subregions’
development. Some potential variables, significant in terms of the content, could not be
included in the group of analysed variables, because in the LDB some information is not
collected at levels below NUTS-2 (voivodships). The years 2008-2018 were adopted as
the time range of the analysis. For some variables, this range was not available, so
possibly the longest time range was adopted for them (see Table 2).

Preliminary data analysis using a coefficient of variation allowed eliminating quasi-
constant variables. The coefficient of variation V; is a relative measure of dispersion, the
value of which is determined as the ratio of the standard deviation to the value of the
arithmetic mean'®. The critical value assumed V * = 0.10. It allowed eliminating the
following variables: X1, X2, X5, X7 and X15. As a result, a set of 18 variables was
obtained. Six variables were destimulants, the others were stimulants. Using the
taxonomic development measure by Z. Hellwig'’, the variables enabled division of the
examined objects (subregions) into three classes differing in terms of the level of socio-
economic development. It is one of the taxonomic methods, in which the aggregate
measure is calculated as a synthetic indicator of the taxonomic distance of an object from
the theoretical development pattern (the higher the value of the measure, the closer the
object is to the pattern). The development measure (d;) usually takes values in the range
[0; 1]. The following classes (groups of subregions) have been distinguished:

1* class (high level of development): d; > d, + Sa;»

— 2" class (medium level of development): d, — Sq; <di <d, + Sg;,

3" class (low level of development): d; < d, — Sa;
where: d; is the value of synthetic measure calculated by Hellwig’s method, d, is the
arithmetic mean of d;, and S, is the standard deviation of ;.

Moreover, the analysis used demographic and spatial ruralisation indicators.
The first of them — the demographic ruralisation rate®® — was calculated as a percentage
of population living in rural areas (out of the cities) in the total population in a
subregion. The spatial ruralisation rate, on the other hand, was calculated as the
percentage proportion of rural areas (beyond the administrative borders of cities) in the
total area of a subregion.

Research results

The calculations allowed ranking the subregions from the highest to the lowest value:

'8 B. Borkowski, H. Dudek, W. Szczesny: Ekonometria, wybrane zagadnienia. Wydawnictwo Naukowe PWN,
Warszawa, 2004.

' 7. Hellwig: Zastosowanie metody taksonomicznej do typologicznego podziatu krajow ze wzgledu na poziom
rozwoju i strukturg kwalifikowanych kadr. Przeglad Statystyczny, 4/1968, 307-328.

% Wskaznik ruralizacji zastosowany zostal m.in. w nastgpujacych pracach badawczych: K. Janc, K. E.
Czapiewski: Wyksztatcenie czynnikiem wspierajacym rozwdj gospodarczy obszarow wiejskich [w:] B.
Glebocki, U. Kaczmarek (red.): Obszary sukcesu na polskiej wsi. Studia Obszarow Wiejskich, Tom 8, Instytut
Geografii i Przestrzennego Zagospodarowania PAN, Warszawa 2005; D. Sledz (red): Analiza sytuacji na
regionalnym rynku pracy. Raport kofcowy z realizacji zadan Polskiego Towarzystwa Statystycznego
O/Olsztyn, Konsorcjum Olsztyfiska Szkota Biznesu — ASM Sp. z o.0. - Polskie Towarzystwo Statystyczne,
Olsztyn 2005.
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1™ class (high level of development): d; > 0.444,

— 2" class (medium level of development): 0.261 < d; < 0.444,

— 3" class (low level of development): d; < 0.148.

The first place was taken by Olsztynski subregion with the measure of 0.519, amounting
to half of the reference value (the pattern =1.0). This means that some of the variables in this
subregion might assume the most favourable values (or almost the best ones). Olsztynski and
Bialostocki subregions were included in the 1% class — with a high level of socio-economic
development. There were six subregions in the group of the medium level of development.
Fomzynski subregion took the last place and it was the only one classified in the 3" class (the
low level of development). Details were presented in Table 3.

Table 3. Classification of subregions according to the level of socio-economic development

Place Subregion Value of d; Class
1 Olsztynski 0.519 1
2 Biatostocki 0.508 1
3 Elblaski 0.388 2
4 Krosénienski 0.308 2
5 Przemyski 0.244 2
6 Etcki 0.238 2
7 Chelmsko-Zamojski 0.192 2
8 Bialski 0.158 2
9 Lomzynski 0.107 3

Source: Author’s calculation.

Figure 1. Spatial diversity of subregions in terms of the level of socio-economic development in 2008-2018
Source: Author’s elaboration.
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Figure 1 presents spatial distribution of the subregions according to the socio-
economic development classes. Olsztynski and Biatostocki subregions, relatively best
developed, are located in the northern part of the studied area. However, Lomzynski
subregion, the last one in the ranking, is a West-South neighbour of Bialostocki
subregion.

The results are — to a large extent — consistent with the analysis of Polish subregions
in terms of economic development and living standards conducted by T. Czyz ' using
data from 2008, which means that the average distribution of the subregions in the years
2008-2018 did not deviate significantly from the distribution in the base year.

Table 4 presents the average values of selected demographic indicators that
characterize each of the subregions’ development classes. The most favourable values
(the lowest for destimulants and the highest for stimulants) do not characterize only
subregions with the high level of development (Olsztynski and Bialostocki). In three
cases out of seven, the best values of the indices was characterized by the Lomzynski
subregion, indicated in the analysis as the weakest one. Considering positive population
growth and quite low values of post-working-age population per 100 working-age
population or proportion of population aged 65+ (compared to the average values in both
higher development classes), it can be concluded that the demographic situation of
Lomzynski subregion is not much unfavourable. Nevertheless, in the analysed period the
population was decreasing there (caused by migrations), and as much as 53% of the
population lived in the rural areas.

Table 4. Average values of selected demographic indicators for the development classes

Demographic indicator - Cl;ss =
Population density (population per 1 km2) 795 503 6]

Change in the number of residents per 1000 population (combining natural increase

and migrations) 0.9 09 | -3.6

Natural increase per 1000 population 0.0 -0.3 0.6
Old-age dependency ratio 20.2 20.5 24.5
Post-working-age population per 100 working-age population 29.0 28.4 26.0
Proportion of population aged 65+ (%) 153 15.0 13.5
Demographic ruralization index (%) 32 56 53

* values for Lomzynski subregion.
Source: Author’s calculation.

The data presented in Table 5 more clearly indicate the dominance of high
development subregions. The 1% class was characterized by almost 30% higher average
GDP per capita and the proportion of employees in the services sector, as well as a
higher rate of entrepreneurship, a higher proportion of own revenues in the budget (and
thus a greater autonomy of the use of the budget funds) as well as a higher proportion of
investment expenditure. There were also the lowest values of destimulants, such as the
proportion of employed in the agricultural sector, the proportion of long-term
unemployed and the proportion of registered unemployed graduates. Nevertheless, it was
in Lomzynski subregion where the registered unemployment rate amounted to the lowest

21 T. Czyz: Poziom rozwoju spoleczno-gospodarczego Polski w ujeciu subregionalnym, Przeglad
Geograficzny, nr 84/2, 2012, 226 1 228.
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average value. Considering this subregion, there was the lowest number of foundations,
associations and social organizations registered (per 10,000 inhabitants) — but the gap
between Lomzynski subregion and other classes was not significant. In the analysed
period, in the same subregion, the proportion of investment expenditure of municipalities
and poviats was almost equal to the proportion observed in Olsztynski and Biatostocki
subregions. In the future it may result in the improvement of other indicators, not only
economic, but also infrastructural and demographic ones. This is significant because, as
P. Sleszynski writes”, the low level of awareness of the inhabitants of peripheral
villages and the lack of private financial resources are often important negative factors
hindering infrastructural modernization.

Table 5. Average values of selected economic indicators for the development classes

R Class
Economic indicator 1 2 3%
GDP per capita (PLN) 34203.9 | 24 747.1 | 26 396.1
Proportion of employed in services (%) 61 44 37
Proportion of employed in agriculture (%) 16 35 43
Total registered unemployment rate (%) 13.9 16.2 11.0

Proportion of long-term unemployed (over 12 months) in population of

unemployed (%) 37.4 40.2 38.9

Proportion of unemployed school-leavers in population of unemployed (%) 4.2 4.9 59
Economic entities registered in the REGON per 10000 population 930.5 727.9 693.8
Foundations, associations and social organizations per 10,000 population 31.8 32.8 31.3

Proportion of own revenues of municipalities and poviats in total budget

revenues (%) 54.5 19.9 19.6

The EU funds for municipalities and poviats for financing programmes and 100

projects (in PLN per capita) 26.0 8.6

Proportion of investment expenditure of municipalities and poviats in the total

expenditure of municipalities and poviats (%) 200 166 193

* values for Lomzynski subregion.
Source: Author’s calculation.

Table 6 presents the average values of selected infrastructure indicators. Subregions
in the 1% class were characterized by the largest number of beds per 1000 inhabitants,
partly the resultant number of tourists accommodated and the highest density of bicycle
paths. On the other hand, in the 2™ class subregions there were relatively fewest
municipal and poviat roads with a ground surface and the largest number of permanent
border crossings. Values of spatial ruralisation were similar in the analysed groups, but
the lowest value was observed in the 1¥ class.

22 p. Sleszynski: Wydatki zwiazane z infrastruktura techniczna [w:] Studia nad chaosem przestrzennym, Studia
KPZK, tom 182/2018, 199.
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Table 6. Average values of selected infrastructural indicators for the development classes

Lo Class
Infrastructural indicator 1 2 3%
Tourist bed places per 1000 population 20.2 19.5 6.9
Tourists accommodated per 1000 population 7324 | 496.2| 2912
Length of municipal and poviat roads with ground surface in km per 100 km* 43.4 38.1 61.5
Length of bike paths per 10,000 km”* (km) 2184 | 130.3| 104.0
Number of permanent border crossings 3.5 3.7 3.0
Spatial ruralization index (%) 95,7 96,8 96,2

* values for Lomzynski subregion.
Source: Author’s calculation.

As research shows (among others: T. Czyz”, J. Soltys and S. Dorocki*!, M.
Chrzanowska and N. Drejerska™) — the eastern border subregions have significantly
lower development potential compared to other Polish and European subregions.
Poland’s membership in the European Union, according to research by W. Baba®™,
resulted in the “transfer” of this country from the group of “poor newly-acceded EU
countries (2004-2006)” to the group of “medium-developed countries”, thanks to co-
financing of numerous development projects from the EU budget. Hence, the lowest (in
comparison to other development groups) average activity of Lomzynski subregion in
terms of spending the EU funds in 2008-2018 may be pessimistic. Nevertheless, the
national socio-economic policy should focus on this subregion and the other border
subregions (especially non-metropolitan ones) in the coming years.

Conclusions

The observed border subregions are located peripherally in relation to European and
national centres of economic activity, while at the EU level they belong to NUTS-3 units
with the lowest transport accessibility.

Among the main features of the studied subregions, determining their socio-
economic situation, these should be mentioned: peripheral location, relatively low
transport accessibility, resulting from this relatively low investment attractiveness, a low
level of entrepreneurship, a dispersed settlement system, low population density, high
population unemployment rate as well as low average income of residents.

Nevertheless, the studied area is diversified in terms of development. Two of the
nine subregions analysed were classified into the class of a high level of development.

B T. Czyz Poziom rozwoju spoleczno-gospodarczego Polski w ujeciu subregionalnym, Przeglad
Geograficzny, nr 84/2, 2012, 219-236.

2 J. Softys, S. Dorocki: Non-metropolitan Industrial NUTS 3 Sub-regions in the European Union —
Identification and Typology. Prace Komisji Geografii Przemystu Polskiego Towarzystwa Geograficznego,
Volume 30, Issue 2, 2016, 55-71

» M. Chrzanowska, N. Drejerska: Statistical Comparative Analysis of Socio-Economic Development Level of
Polish Border Regions (NUTS 3), Proceedings of the International Scientific Conference on Quantitative
Methods in Economics - Multiple Criteria Decision Making XVIII, Vratna, Slovakia, The Slovak Society for
Operations Research, Department of Operations Research and Econometrics, Faculty of Economic Informatics,
University of Economics in Bratislava, May 25-27, 2016, 131.

% W. Baba: Changes in Level of Socio-Economic Development of EU Member Countries in the 2004-2013
Period - Taxonomic Analysis, Proceedings of the 3rd International Conference on European Integration 2016
(ICEI 2016), Technical University of Ostrava, Czech Republic, May 19-20, 2016
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These are metropolitan subregions whose centres are the voivodship major cities:
Olsztyn and Bialystok. The favourable values of most of the analysed indicators result,
to a large extent, from the impact of regional centres on a major part of the subregion’s
area.

In the analysis, Lomzynski subregion, located in the southern part of the studied
area, turned out to be the weakest subregion. The subregion’s biggest problems were
related to the infrastructure, migration and the labour market. In 2008-2018, this
subregion was also characterized by the lowest average values of the entrepreneurship
index as well as foundations, associations and social organizations registered per 10,000
residents. Nevertheless, this region has got some development potential. Although the
population decreased in the subregion during the analysed period, the natural increase
rate was positive. Compared to the average values in the higher development classes,
Lomzynski subregion was characterised by the most favourable values of such indices
as: post-working-age population per 100 working-age population or proportion of
population aged 65+. Besides, significant activity of local governments was manifested
in a relatively high average investment expenditure, even though there was the lowest
spending of the EU funds per capita. To sum up, it is hard to predict, if positive
demographic variables mentioned above and budget activity continue, resulting in
improvement in the socio-economic situation (or at least slowing down unfavourable
changes). Global trends related to the ageing of the population as well as depopulation of
rural areas may threaten socio-economic development not only of the weakest of the
analysed subregions, but also of six subregions of the 2™ class.
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Klasyfikacja podregionéw przygranicznych Polski Wschodniej
wedlug poziomu rozwoju spoleczno-gospodarczego

Streszczenie

W artykule przeprowadzono klasyfikacj¢ podregionow (NUTS 3), na obszarze ktorych znajdowaty
si¢ stale przejScia graniczne, pod wzglgdem poziomu rozwoju spoteczno-gospodarczego.
Badaniem objgto 9 podregiondw usytuowanych w wojewodztwach: warminsko-mazurskim,
podlaskim, lubelskim oraz podkarpackim. Zastosowanie taksonomicznej miary rozwoju Hellwiga
umozliwito pogrupowanie podregionow wg trzech kategorii poziomu rozwoju: wysokiego,
sredniego oraz niskiego. Relatywnie wysoki poziom rozwoju charakteryzowal dwa podregiony
metropolitarne: biatostocki i olsztynski. Najstabszym okazat si¢ podregion przemyski, jednak nie
byt on obszarem pozbawionym zupehie potencjatu rozwojowego. W pordwnaniu z przecigtnymi
warto$ciami w wyznaczonych wyzszych klasach rozwoju, podregion przemyski charakteryzowaty:
najnizszy udzial drég gminnych i powiatowych o nawierzchni gruntowej i najwigksza liczba
statych przej$¢ granicznych. Mimo, ze w badanym okresie w podregionie ubywato ludnosci,
przyrost naturalny byl dodatni. Ponadto, na terenie podregionu przemyskiego zarejestrowanych
bylo najwigcej (w przeliczeniu na 10 tys. mieszkancow) fundacji, stowarzyszen i organizacji
spotecznych, co §wiadczy o aktywnosci spotecznej. Natomiast znaczaca aktywno$¢ samorzadow
lokalnych przejawiala si¢ w relatywnie wysokim przecigtnym wydatkowaniu $rodkow z funduszy
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unijnych, co w przysztosci moze skutkowaé poprawa sytuacji spoleczno-gospodarczej, m.in. w
zakresie infrastruktury, rynku pracy i demografii.

Stowa kluczowe: peryferyjnos¢ przestrzenna, peryferyjnos¢ gospodarcza, NUTS 3, miara rozwoju
Hellwiga
JEL Code: R11
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Skutki stosowania platnosci redystrybucyjnej w zaleznosci
od wariantu wdrozeniowego na przykladzie Polski

THE CONSEQUENCES OF USING DIFFERENT VARIANTS
OF IMPLEMENTATION OF REDISTRIBUTIVE PAYMENT
— A CASE STUDY OF POLAND

W niniejszym opracowaniu, w ramach badan diagnostycznych, dokonano pomiaru
aktualnego stopnia koncentracji pomocy dystrybuowanej w ramach systemu wsparcia
bezposredniego dla rolnikéw w Polsce oraz przedstawiono jego zréznicowanie regionalne. Z kolei
w ramach badan symulacyjnych dokonano kwantyfikacji skutkow redystrybucyjnych stosowania —
w roznych wariantach — instrumentu wyrownujgcego przyznawane kwoty wsparcia miedzy
gospodarstwami. Moze to stanowi¢ podstawe oceny ex ante alternatywnych opcji wdrozeniowych
platnosci redystrybucyjnej. Badania doprowadzily m.in. do wyznaczenia przedziatow obszarowych
gospodarstw korzystajqcych na stosowaniu ptatnosci redystrybucyjnej — w obecnym ksztalcie oraz
w przyktadowych wariantach alternatywnych. W czesci koncowej artykutu sformutowano kilka
rekomendacji w zakresie projektowania platnosci redystrybucyjnej na poziomie krajowym
w zaleznosci od celow, ktore majq by¢ osiqgane za pomocq tego instrumentu.

Stowa kluczowe: Wspolna Polityka Rolna, ptatnosci bezposrednie, ptatnosé redystrybucyjna,
Polska
JEL Code: Q18

Wprowadzenie

Zasadniczo od momentu przystapienia do Unii Europejskiej stosowany w Polsce system
wsparcia bezposredniego dla rolnikow zawsze w duzym stopniu uzaleznial kwote
otrzymanego wsparcia od powierzchni uzytkow rolnych w gospodarstwie. Z badan P.
Gracy-Gelert odnoszacych si¢ do okresu 2005-2010, ktorych celem byto m.in.
oszacowanie wptywu platnosci bezposrednich na zréznicowanie dochodow gospodarstw
domowych w Polsce, wynika, ze poglebiaty one zréznicowanie tych dochodéw, trafiajac
przede wszystkim do bogatszych grup spotecznych — rolnikéw wielkoobszarowych.'
Z drugiej strony w systemie wsparcia bezposredniego upatruje si¢ istotnego czynnika
hamujacego pozytywne zmiany strukturalne w polskim rolnictwie, wskazujac,
ze gospodarstwa generujace niskie dochody ze sprzedazy produktéw rolnych czgsto
przedktadaja coroczny, niewielki, ale stabilny dochod w postaci ptatnosci bezposrednich
nad jednorazowy przychdd ze sprzedazy ziemi dynamicznym gospodarstwom znacznie

' P. Graca-Gelert: Wplyw funduszy unijnych na zroznicowanie dochodéw w Polsce — przyktad doplat
bezposrednich i rent strukturalnych. Nieréwnosci Spoteczne a Wzrost Gospodarczy, nr 38 (2/2014), s. 189.
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silniej ukierunkowanym na produkcje towarowa.” Przy takim podejéciu platnosci
kierowane do matych gospodarstw uznawane sa jako czynnik petryfikujacy niekorzystna
strukturg obszarowa polskiego rolnictwa, mimo ze indywidualne kwoty trafiajace
do poszczegdlnych matych gospodarstw sg stosunkowo niewielkie.

N. Baisakova i T. Herzfeld wymieniaja redystrybucj¢ $rodkow na korzys¢
mniejszych gospodarstw wsrdd najwazniejszych elementéw ostatniej reformy Wspolnej
Polityki Rolnej w I filarze.> Polska od samego poczatku, to jest od 2015 r., korzysta
z wprowadzonej w ramach tej reformy mozliwos$ci stosowania specjalnego instrumentu,
ktérego celem jest zmniejszenie roznic migdzy gospodarstwami w kwotach przyznanej
pomocy, czyli tzw. platnosci redystrybucyjnej. Z motywu 36 preambuly
do rozporzadzenia Parlamentu Europejskiego i Rady (UE) nr 1307/2013* odnoszacego
si¢ do platnosci redystrybucyjnej wynika, zZe instrument ten ma by¢ narzedziem
zwigkszenia skali wsparcia — w ramach systemu platnosci bezposrednich — dochodow
malych gospodarstw rolnych ponad poziom wynikajacy z tego, ze kwota pomocy
przydzielonej w formie najbardziej powszechnego instrumentu wsparcia stosowanego w
ramach tego systemu, czyli platnosci podstawowej (w systemie opartym na
uprawnieniach) badZz jednolitej ptatnosci obszarowej (w systemie uproszczonym),
zasadniczo jest proporcjonalna do powierzchni uzytkowanych rolniczo gruntow w
gospodarstwie. Instrument ten moze by¢ jednoczesnie narzedziem stymulowania
pozytywnych zmian strukturalnych w rolnictwie. Komisja Europejska dopuszcza
bowiem nieobejmowanie platnoscia poczatkowego przedzialu hektarow @ w
gospodarstwie. Jest rownoznaczne z tym, ze gospodarstwa o powierzchni nie wigkszej
niz goérna granica tego poczatkowego przedzialu nie bgda beneficjentami platnosci
redystrybucyjnej, beda natomiast niejako ja finansowaé, bowiem otrzymaja nizsze
wsparcie w postaci jednolitej ptatnosci obszarowej niz w sytuacji, w ktoérej ptatnosé
redystrybucyjna nie bylaby stosowana.

Analizowanie w usystematyzowany sposob dylematéw polityki gospodarczej
i dokonanie prawidtowej oceny roéznych mozliwych dziatan panstwa wymagaja
rozpoznania skutkdw réznych alternatywnych wariantow dzialania oraz stworzenia
odpowiednich kryteriow oceny tych wariantdw, majac na wzgledzie zakladane cele.’
Celem opracowania jest wsparcie proceséw decyzyjnych dotyczacych projektowania
platnoéci redystrybucyjnej w Polsce (w tym wprowadzania zmian w zasadach jej
przyznawania lub poziomie finansowania) poprzez:

1) dokonanie — w ramach diagnozowania sytuacji wyjSciowej — pomiaru

aktualnego stopnia koncentracji pomocy,

2) przeprowadzenie symulacji, pozwalajacych na oceng¢ ex ante skutkow

redystrybucyjnych réznych wariantow wdrozeniowych, oraz

2 M. Kwasowski, S. Zaleski: Die Landwirtschaft in Polen fiinf Jahre nach dem Beitritt zur Europaischen Union.
Polen-Analysen, Nr. 51/09, Deutsches Polen-Institut Darmstadt und Forschungsstelle Osteuropa, Bremen
2009, s. 4.

* N. Baisakova, T. Herzfeld: Aspekte der Agrarpolitik 2013. German Journal of Agricultural Economics, 63
(2014) (Supplement), s. 5.

4 Motyw ten brzmi nastepujaco: ,,Uwzgledniajac potrzebe, aby jednolite wsparcie dla rolnikéw posiadajacych
mate gospodarstwa rolne bylo wystarczajace, aby osiagna¢ cel, jakim jest skuteczne wsparcie dochodu, nalezy
zezwoli¢ panstwom cztonkowskim na ponowny rozdziat wsparcia bezposredniego migdzy rolnikow poprzez
przyznanie im dodatkowej ptatnosci za pierwsze hektary.”.

> I.E. Stiglitz: Ekonomia sektora publicznego. Wydawnictwo Naukowe PWN, Warszawa 2004, s. 20-21.
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3) przedyskutowanie wynikdw przeprowadzonych badan.
Tego rodzaju badania pozwalaja bardziej $wiadomie i racjonalnie projektowac ksztalt
tego instrumentu — tak, aby stanowil on jak najlepsze narzedzie osiagania stawianych
przed nim celéw.

Metodyka badan i material Zzrodlowy

W ramach przeprowadzonych badan, wykorzystujac metody ilosciowe, dokonano
symulacji skutkow zastosowania alternatywnych opcji wdrozeniowych ptatnosci
redystrybucyjnej w Polsce, co umozliwilo przeprowadzenie komparatywnej analizy
wariantowej. Zmierzono wpltyw nast¢pujacych zmian w zasadach przyznawania lub
poziomie finansowania ptatnosci redystrybucyjnej na $rednig kwotg wsparcia na hektar
w gospodarstwie w zaleznosci od jego wielkosci:
a) zwigkszenie poziomu finansowania platnosci redystrybucyjnej
do maksymalnego dopuszczalnego przepisami unijnymi poziomu, to jest do
30% putapu krajowego (wariant I).
b) maksymalne rozszerzenie przedzialu hektarow  objetego  platnoscia
redystrybucyjna, to jest objecie wsparciem ,pierwszych hektarow”
w gospodarstwie w liczbie nie wigkszej niz 30 (wariant II).
¢) zwigkszenie poziomu finansowania ptatnosci redystrybucyjnej do 30% putapu
krajowego, a jednoczesnie objgcie wsparciem ,,pierwszych hektarow”
w gospodarstwie w liczbie nie wigkszej niz 30 (wariant III).

Do pomiaru  nierdwnomierno$ci  rozdzialu  tacznej puli  $rodkéw,
rozdysponowywanych w ramach systemu wsparcia bezposredniego, migdzy
poszczegdlnych rolnikow stanowiacych zbiorowo$¢ beneficjentow tego systemu,
postuzono sig¢ wspotczynnikiem Giniego.

Materiat zrodtowy stanowity dane Ministerstwa Rolnictwa i Rozwoju Wsi oraz
Agencji Restrukturyzacji i Modernizacji Rolnictwa.

Zakres decyzyjnosci panstwa czlonkowskiego

Majac na wzgledzie zasade subsydiarnosci, przydzielono panstwom cztonkowskim
Unii  Europejskiej stosunkowo szerokie uprawnienia odnoszace sig do platnosci
redystrybucyjnej. Obejmuja one mozliwo$¢ podjecia decyzji o stosowaniu badz
niestosowaniu ptatnosci redystrybucyjnej (jej wdrozenie jest bowiem fakultatywne dla
panstw cztonkowskich), o poziomie finansowania tego instrumentu (czyli wielkosci
srodkow przeznaczonych do wyptaty rolnikom w ramach ptatnosci redystrybucyjnej)
oraz o jego ksztalcie (czyli zasadach przyznawania tej ptatnosci).

Zgodnie z przepisami unijnymi, w danym panstwie czlonkowskim w ramach
ptatnosci redystrybucyjnej moze zosta¢ wyplacona rolnikom taczna kwota w wysokosci
nie przekraczajacej 30% tzw. pulapu krajowego, to jest catkowitej puli $rodkow
przydzielonych temu panstwu na dany rok do rozdysponowania w ramach systemu
wsparcia  bezposredniego. Oprocz ograniczenia polegajacego na  okre$leniu
maksymalnego dopuszczalnego tacznego poziomu wsparcia wszystkich beneficjentow
platnosci redystrybucyjnej, w przepisach unijnych ustanowiono jednocze$nie zasadg, ze
stawka tej platnosci nie moze przekracza¢ 65% S$redniej krajowej ptatnosci na hektar,
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obliczonej jako stosunek putapu krajowego na 2019 r. do powierzchni objetej jednolita
platnosécia obszarowa w 2015 r. Jest to wigc ograniczenie polegajace na okresleniu
maksymalnego dopuszczalnego jednostkowego poziomu wsparcia. W razie
koniecznosci, czyli w przypadku gdy stosunek puli $rodkow wydzielonej na
finansowanie ptatnos$ci redystrybucyjnej do powierzchni zatwierdzonej do tej ptatnosci
jest wyzszy niz 65% S$redniej krajowej ptatnosci na hektar, pafnstwo cztonkowskie jest
zobowiazane dokona¢ liniowej redukcji tak wyliczonej pierwotnej stawki platnosci
redystrybucyjnej, aby rzeczywiscie obowiazujaca stawka nie przekraczata
dopuszczalnego limitu.

Poza wyznaczeniem poziomu finansowania platnosci redystrybucyjnej (w granicach
limitu ustanowionego w przepisach Unii Europejskiej) panstwo czionkowskie decyduje
o ksztalcie tego instrumentu, wskazujac przedzial hektarow w gospodarstwie, ktory ma byc
objety platnoscia. Przedzial ten musi si¢ jednak miesci¢ w granicach wyznaczonych
przepisami unijnymi. Dolna granica przedziatu, w ktérym musi si¢ zawiera¢, badz z ktérym
musi si¢ pokrywaé przedzial hektar6w w gospodarstwie objety ptatnoscia redystrybucyjna,
jest 0 ha. Natomiast gorna granice stanowi 30 ha albo $rednia powierzchnia gospodarstwa w
kraju® — w zaleznosci od tego, ktory z tych limitow jest wyzszy. Ponadto panstwo
cztonkowskie ma mozliwo$¢ progresywnego badz degresywnego stopniowania stawki
ptatnosci w wyodrebnionych podprzedziatach hektarowych.

Zgodnie z propozycjami Komisji Europejskiej co do ksztaltu Wspodlnej Polityki
Rolnej po 2020 r.”, w kolejnej perspektywie finansowej panstwa cztonkowskie maja
mie¢ jeszcze wigksze mozliwosci ksztattowania tego instrumentu® na poziomie
krajowym, przy czym ma to by¢ instrument obligatoryjny dla panstw cztonkowskich.
Wigksza swoboda w kwestii ksztaltowania tego instrumentu na poziomie krajowym ma
kilka zrodet. Po pierwsze, projektowane przepisy unijne, w przeciwienstwie do obecnie
obowiazujacych, nie okreslaja gornej granicy przedziatu hektarowego, do ktérego moze
by¢ przyznawana platnos¢. Po drugie, projektowane przepisy przewiduja odejscie
od ustanawiania dopuszczalnego poziomu finansowania ptatnosci redystrybucyjne;j.
Po trzecie, projektowane przepisy unijne przewiduja zlagodzenie ograniczenia
odnoszacego si¢ do maksymalnego dopuszczalnego jednostkowego poziomu wsparcia
poprzez zwigkszenie dopuszczalnej relacji stawki ptatnosci redystrybucyjnej do $redniej
krajowej ptatnosci na hektar z 65% do 100%. Zmiany te zwigksza potencjat ptatnosci
redystrybucyjnej jako instrumentu oddzialywania na rzeczywisto§¢ gospodarcza, w tym
niwelowania r6znic migdzy rolnikami w kwotach otrzymywanego wsparcia.

Wariant wdrozeniowy zastosowany w Polsce

Od poczatku stosowania ptatnosci redystrybucyjnej do biezacego roku, czyli w okresie
2015-2019, poziom finansowania tego instrumentu w ujgciu kwotowym corocznie

¢ Srednie wielkosci gospodarstw rolnych w poszczegdlnych pafstwach cztonkowskich zestawiono w
zataczniku VIII do rozporzadzenia Parlamentu Europejskiego i Rady (UE) nr 1307/2013.

7 Propozycje te znalazly wyraz w projekcie rozporzadzenia Parlamentu Europejskiego i Rady (COM(2018)
392).

¥ Przy czym w wyniku reformy Wspélnej Polityki Rolnej zmieni sie nazewnictwo instrumentéw wsparcia.
Odpowiednikiem platnosci redystrybucyjnej w nowym systemie platnosci bezposrednich ma by¢
,,2uzupehiajace redystrybucyjne wsparcie dochodu do celéw stabilnosci”.
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wzrastal, a w ujeciu wzglednym — wynosit co najmniej 8,3% pulapu krajowego.
Sredniorocznie na jego finansowanie przeznaczono niemal 289 min EUR, co stanowi
prawie 8,5% $redniorocznego putapu krajowego obliczonego dla tego okresu. Wysokos¢
stawki ptatnosci redystrybucyjnej w poszczegdlnych latach analizowanego okresu
oscylowala w przedziale miedzy 40 a 42 EUR/ha, a maksymalna kwota wsparcia
w ramach tego instrumentu — w przedziale migdzy 1080 a 1125 EUR. Informacje
te zestawiono w tabeli 1.

Tabela 1. Poziom finansowania i stawka ptatnosci redystrybucyjnej oraz maksymalna kwota wsparcia na
gospodarstwo w ramach tego instrumentu w Polsce w latach 2015-2019

Rok 2015 2016 2017 2018 2019

min EUR 280,42 281,81 289,80 293,93 298,04

Poziom finansowania
% putapu krajowego 8,30% 8,30% 8,49% 8,57% 8,64%

Stawka EUR/ha 40,07 40,01 41,13 41,62 42,25

Maksymalna
jednostkowa  kwota | EUR/gospodarstwo 1081,89 1 080,27 1110,51 1123,74 1 140,76
wsparcia

Zrodto: opracowanie wiasne na podstawie danych Ministerstwa Rolnictwa i Rozwoju Wsi.

Stawka ptatnosci redystrybucyjnej w Polsce — jako ze zgodnie z przepisami
unijnymi nie moze przekracza¢ 65% S$redniej krajowej platnosci na hektar — nie moze
by¢ wyzsza niz 158,63 EUR/ha’. W odniesieniu do platnosci redystrybucyijnej
przyznawanej na obecnych zasadach ograniczenie to jest tylko pozorne. Przekroczenie
poziomu 65% S$redniej krajowej platnosci na hektar wymagaloby bowiem niemal
czterokrotnego zwigkszenia poziomu finansowania ptatnosci redystrybucyjnej, podczas
gdy — ze wzgledu na limit w wysokosci 30% putapu krajowego — mozliwe byloby
zwigkszenie tego poziomu ok. 3,5-krotnie.

Kolejnym ograniczeniem przy projektowaniu rozwigzan dotyczacych ptatnosci
redystrybucyjnej na poziomie krajowym — obok dopuszczalnego poziomu finansowania
(wyrazonego jako odsetek putapu krajowego) i dopuszczalnej wysokosci stawki
platnoéci (wyrazonej jako odsetek $redniej krajowej ptatnosci na hektar) — jest gérna
granica przedzialu hektarow w gospodarstwie, ktory moze byé objety wsparciem w
ramach tego instrumentu. Ze wzgledu na to, ze $rednia powierzchnia gospodarstwa w
Polsce jest mniejsza niz 30 ha (wynosi 6 ha), w przypadku Polski t¢ gorna granicg
stanowi 30 ha.

Projektujac ptatno$¢ redystrybucyjna na poziomie krajowym uznano, ze grupa
docelowa pomocy dystrybuowanej w ramach tego instrumentu maja by¢ gospodarstwa
sredniej wielkosci, ktore — nie osiagajac tak duzych korzysci ze skali produkcji, jak
gospodarstwa najwicksze — dysponuja jednak znaczacym potencjatem rozwojowym'’. W
zwiazku z tym zdecydowano si¢ na objecie platnoscia redystrybucyjna przedziatu

% Srednia krajowa platno$¢ na hektar wynosi w przypadku Polski 244,05 EUR/ha.
' Ministerstwo Rolnictwa i Rozwoju Wsi: Projekt systemu platnoéci bezposrednich w latach 2015-2020.
Warszawa 2015, s. 11.
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hektarow (3; 30]"'. Takie rozwiazanie dopuszcza Komisja Europejska, uznajac je za
szczegolny przypadek gradacji stawki'> — z zerowa stawka dla poczatkowego przedziatu
hektarow (0; 3]. Z noty informacyjnej Komisji Europejskiej dotyczacej implementacji
przez panstwa czfonkowskie ptatnosci redystrybucyjnej w latach 2015-2020" wynika, ze
Polska jest jedynym krajem stosujacym dolny prog w wysokosci innej niz 0 ha.

Zatem platno$¢ redystrybucyjna jest przyznawana w Polsce do nadwyzki
powierzchni uzytkow rolnych w gospodarstwie, do ktorej przyznano jednolita ptatnoscia
obszarowa, ponad 3 ha, nie wigkszej jednak niz 27 ha. Stad maksymalna roczna kwote
wsparcia pojedynczego gospodarstwa w ramach platnosci redystrybucyjnej w danym
roku stanowi iloczyn 27 ha i stawki platnosci za dany rok. Kwoty w tej wysokosci
otrzymuja wszystkie gospodarstwa, w ktorych powierzchnia uzytkow rolnych objgta
jednolita ptatnoscia obszarowa wynosi przynajmniej 30 ha. Ich wysokos¢ dla
poszczegodlnych lat zestawiono w ostatnim wierszu tabeli 1.

Grupa obszarowa gospodarstw korzystajaca na obecnie stosowanym
rozwigzaniu

Konsekwencja  wydzielenia  okreslonej kwoty na  finansowanie platno$ci
redystrybucyjnej jest nizszy o t¢ wlasnie kwotg poziom finansowania jednolitej ptatnosci
obszarowej. Dlatego stosowanie ptatnosci redystrybucyjnej jest korzystne de facto tylko
dla czesci jej beneficjentow. Kazdy beneficjent ptatnosci redystrybucyjnej jest bowiem
jednoczesnie beneficjentem jednolitej ptatnosci obszarowej, zatem z punktu widzenia
gospodarstwa bedacego beneficjentem platnosci redystrybucyjnej istotny jest bilans
netto realokacji $rodkéw migdzy tymi instrumentami, czyli réznica migdzy przyznang
kwota platnosci redystrybucyjnej a ubytkiem wsparcia w ramach jednolitej ptatnosci
obszarowej. Obliczenie stawki jednolitej ptatnosci obszarowej, ktora obowiazywataby w
sytuacji niestosowania ptatnosci redystrybucyjnej, umozliwia wyznaczenie granicznych
dla efektu redystrybucyjnego wielko$ci gospodarstw, stanowiacych granice przedziatow
powierzchniowych gospodarstw tracacych/korzystajacych na stosowaniu platnosci
redystrybucyjne;.

Z przeprowadzonych obliczen wynika, ze w 2018 r. gospodarstwa o powierzchni
mniejszej niz 5,9 ha oraz gospodarstwa o powierzchni wigkszej niz 54,6 ha stracity na
wprowadzeniu platnosci redystrybucyjnej w obecnym ksztalcie. Dla tej populacji
gospodarstw bilans stosowania platnosci redystrybucyjnej jest ujemny. Kazde
z gospodarstw reprezentujacych te grupy obszarowe otrzymaloby wigksza kwote

' Znalazto to odzwierciedlenie w art. 14 ustawy z dnia 5 lutego 2015 r. o ptatnosciach w ramach systemow
wsparcia bezposredniego (Dz. U. z 2017 r. poz. 278, ze zm.).

12 W przepisach projektowanych na kolejna perspektywe finansowa taka mozliwo$é jest dopuszczona wprost
poprzez wskazanie, ze ptatno$¢ redystrybucyjna moze by¢ ukierunkowana na grupg gospodarstw $redniej
wielko$ci. W motywie 29 preambutly do rozporzadzenia Parlamentu Europejskiego i Rady (COM(2018) 392)
stwierdzono bowiem: ,,Z uwagi na potwierdzona potrzebg promowania bardziej zréwnowazonego podziatu
wsparcia na rzecz matych lub $rednich gospodarstw rolnych w bardziej widoczny i mierzalny sposob, nalezy
ustanowi¢ na poziomie unijnym specjalng platno$¢ niezwiazana z wielkoscia produkcji na hektar, tj.
uzupetniajace redystrybucyjne wsparcie dochodu do celow stabilnosci. (...)”, a w art. 26 ust. 2 — ,,Panstwa
cztonkowskie zapewniaja redystrybucje wsparcia od wigkszych do mniejszych lub $rednich gospodarstw
rolnych przez zapewnienie redystrybucyjnego wsparcia dochodu (...)”.

¥ European Commission: Redistributive payment. 2016, s. 4.
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pomocy, gdyby nie stosowano platnosci redystrybucyjnej, a w konsekwencji $rodki
przeznaczone na jej finansowanie zostalyby rozdysponowane w ramach jednolitej
ptatnosci obszarowej.'* Z kolei gospodarstwa o powierzchni wigkszej niz 5,9 ha, ale
mniejszej niz 54,6 ha korzystaja na stosowaniu platnosci redystrybucyjnej w obecnym
ksztatcie. W ich przypadku ubytek kwoty wsparcia w ramach jednolitej ptatnosci
obszarowej jest z nadwyzka kompensowany wielkos$cia srodkow przyznanych w formie
ptatnoéci redystrybucyjnej. Natomiast dla gospodarstw o granicznych powierzchniach
stosowanie platno$ci redystrybucyjnej jest neutralne z punktu widzenia kwoty
otrzymanej platnosci. Zatem przedzial wielkosci gospodarstw korzystajacych na
stosowaniu platnosci redystrybucyjnej (5,9 ha; 54,6 ha) jest szerszy od przedziatu
hektar6w w gospodarstwie, do ktorych przyznawana jest ta ptatnos¢ (3 ha; 30 ha], i
przesunigty wzglgdem niego w prawo.

Ogdlnie rzecz biorac, gospodarstwa zyskujace na wprowadzeniu platnosci
redystrybucyjnej to te gospodarstwa, w ktérych taczna kwota wsparcia w ramach
jednolitej platnosci obszarowej i platnosci redystrybucyjnej podzielona przez
powierzchnig uzytkow rolnych jest wyzsza niz stawka jednolitej platnosci obszarowe;j,
ktora obowiazywataby w sytuacji niestosowania ptatnosci redystrybucyjnej. Obrazuje to
rysunek 1, na ktérym linia ciaglta wykreslona dla wariantu zastosowanego w 2018 r.
przebiega nad pozioma kropkowana kreska wykre§lona dla wariantu alternatywnego bez
ptatnoéci redystrybucyjnej w przypadku gospodarstw o powierzchni wigkszej niz 5,9 ha,
ale mniejszej niz 54,6 ha.

' Nalezy zauwazy¢, ze platnosci redystrybucyjnej nie otrzymuja jedynie gospodarstwa o powierzchni do 3 ha.
Zatem tylko czg$¢ gospodarstw tracacych na stosowaniu platnosci redystrybucyjnej w obecnym ksztalcie nie
otrzymuje tej ptatnosci.
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Rysunek 1. Wysokos¢ sredniej kwoty wsparcia na hektar w ramach jednolitej ptatnosci obszarowe;j i ptatnosci
redystrybucyjnej (wariant zastosowany w 2018 r.) badz wytacznie w ramach jednolitej ptatnosci obszarowej
(wariant bez ptatnosci redystrybucyjnej) w zaleznosci od wielko$ci gospodarstwa

Zrodto: opracowanie whasne na podstawie danych Agencji Restrukturyzacji i Modernizacji Rolnictwa.

W zastosowanym wariancie §rednia kwota wsparcia na hektar gruntéw jest stala
irowna stawce jednolitej ptatnosci obszarowej jedynie dla gospodarstw o powierzchni
nie wigkszej niz 3 ha (obrazuje to poziomy poczatkowy odcinek ciagtej linii na rysunku
1). Wraz z przekroczeniem dolnej granicy przedziatu hektarow w gospodarstwie
objetego ptatnoscia redystrybucyjna, $rednia kwota wsparcia na hektar gruntow rosnie az
do osiagnigcia gornej granicy tego przedzialu. Zatem najwyzsza Srednia osiagna
gospodarstwa o powierzchni rownej 30 ha (przy tej wielkosci gospodarstwa wykres
funkcji wykreslony na rysunku 1 linia ciagla osiaga apogeum). Wraz z dalszym
wzrostem wielkosci gospodarstwa $rednia kwota wsparcia na hektar maleje, zblizajac sig
asymptotycznie do linii poziomej, ktoéra bylaby wykre§lona na wysokosci stawki
jednolitej ptatnosci obszarowej (to jest 107,35 EUR/ha). Dzieje si¢ tak dopdty, dopdki
nie ujawnia si¢ skutki stosowania tzw. mechanizmu redukcji ptatnosci, ustanowionego w
art. 11 rozporzadzenia Parlamentu Europejskiego i Rady (UE) nr 1307/2013. W 2018 r.
w Polsce stosowanie tego mechanizmu oddziatywato na gospodarstwa o powierzchni
przekraczajacej 1 397,3 ha'®, dlatego od tego momentu dynamika spadku $redniej kwoty
wsparcia na hektar gruntow jest wigksza.

'* W Polsce zastosowano wspotczynnik redukcji w maksymalnej wysokosci (czyli 100%), co oznacza, ze
pojedyncze gospodarstwo moze otrzymac jednolita platno$é obszarowa w kwocie nie wigkszej niz 150 tys.
EUR. Zatem graniczny prog wielkosciowy gospodarstwa, ktorego przekroczenie skutkuje redukcja ptatnosci,
mozna obliczy¢, dzielac 150 tys. EUR przez stawkg jednolitej ptatnosci obszarowej (107,35 EUR/ha).
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Natomiast w wariancie bez platnosci redystrybucyjnej w przypadku wszystkich
gospodarstw o powierzchni nie wigkszej niz 1 172,5 ha'®, érednia kwota wsparcia na
hektar w ramach jednolitej ptatnosci obszarowej i platnosci redystrybucyjnej w istocie
réwnataby si¢ stawce jednolitej platnosci obszarowej. Rysunek 1 nie sigga tak duzych
argumentow funkcji, dlatego $rednia kwota wsparcia na hektar dla tego wariantu jest
obrazowana dla catego ujetego na rysunku zakresu zmiennosci wielko$ci gospodarstwa
linia pozioma (kropkowana). Gospodarstwa przekraczajace prog powierzchniowy
w wysokosci 1 172,5 ha bylyby objete mechanizmem redukcji ptatnosci, wskutek czego
od tego momentu $rednia kwota wsparcia na hektar malalaby wraz ze wzrostem
wielko$ci gospodarstwa.

Symulacja skutkow zastosowania przykladowych opcji
alternatywnych

Przedmiotem poréwnawczej analizy wariantowej w niniejszej czgSci artykulu sa
nastgpujace zmiany W obszarze poziomu finansowania lub ksztaltu ptatnosci
redystrybucyjnej na poziomie krajowym:

a) Wariant I — zwigkszenie poziomu finansowania ptatnosci redystrybucyjnej do

maksymalnego dopuszczalnego przepisami unijnymi poziomu (to jest do 30%
putapu krajowego).
Zwigkszenie puli srodkoéw przeznaczonej na ptatno$é¢ redystrybucyjna odbywa
si¢ kosztem jednolitej ptatnosci obszarowej. Konsekwencja zmiany poziomu
finansowania ptatnosci redystrybucyjnej jest zatem taka sama co do wartoSci
bezwzglednej, a przeciwna co do kierunku zmiana poziomu finansowania
jednolitej ptatnosci obszarowej. W wariancie tym zasady przyznawania
ptatnosci redystrybucyjnej nie réznia si¢ od dotychczas stosowanych, czyli
wsparcie w ramach tego instrumentu kierowane jest do hektarow z przedziatu
(3; 30], a stawka ptatnosci jest stata w calym przedziale hektarowym objetym
pomoca.

b) Wariant II — maksymalne rozszerzenie przedzialu hektar6w objgtego platnoscia
redystrybucyjna (to jest objecie wsparciem ,pierwszych hektarow”
w gospodarstwie w liczbie nie wigkszej niz 30).

W wariancie tym przewiduje si¢ zmiang¢ zasad przyznawania ptatnosci
redystrybucyjnej przy zachowaniu obecnego rocznego poziomu finansowania
tego instrumentu w ujeciu absolutnym, wynoszacego niecate 294 min EUR.
Brak zmian w poziomie finansowania platnosci redystrybucyjnej w ujeciu
kwotowym oznacza automatycznie brak zmian (w stosunku do obecnie
stosowanego rozwigzania) w kwotach jednolitej platnosci obszarowe;j
przyznanej poszczegélnym gospodarstwom. Zmiana zasad przyznawania
platnoéci redystrybucyjnej w poréwnaniu do dotychczas stosowanego
rozwiazania polega na objgciu ptatnoscia rowniez hektarow z przedziatu (0; 3].
Po tej modyfikacji przedzial hektarowy, do ktorego kierowane jest wsparcie w

' T¢ graniczng wielko$é gospodarstwa obliczono w ten sam sposéb, jak dla wczesniej omawianego wariantu,
czyli dzielac 150 tys. EUR przez stawkg jednolitej ptatnosci obszarowej, przy czym dla omawianego w tym
miejscu wariantu stawka jednolitej ptatnosci obszarowej jest wyzsza (wynosi 127,93 EUR/ha), stad w wyniku
dzielenia otrzymano mniejszq graniczng wielkos¢ gospodarstwa.
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ramach ptlatnosci redystrybucyjnej, to (0; 30]. Biorac pod uwagg unijne
regulacje dotyczace platnosci redystrybucyjnej, jest to najszerszy zakres
hektarowy mozliwy do zastosowania w przypadku Polski.

Wariant III — zwigkszenie poziomu finansowania platnosci redystrybucyjnej
do 30% putapu krajowego, a jednoczesnie objgcie wsparciem ,,pierwszych
hektaréw” w gospodarstwie w liczbie nie wigkszej niz 30.

Wariant ten taczy w sobie obie opisane wyzej modyfikacje stanowiace warianty
i1l

Dokonano kwantyfikacji wplywu zastosowania tych wariantow na $rednia kwote
wsparcia w gospodarstwie, a wyniki pomiaréw zwizualizowano przy pomocy wykresow.

Wyniki symulacji obrazujacej, jak ksztaltowalby si¢ $redni poziom wsparcia
gospodarstwa rolnego na jednostkg powierzchni uzytkow rolnych (w ramach jednolitej
platnosci obszarowej oraz platnos$ci redystrybucyjnej) w zalezno$ci od wielkosci
gospodarstwa oraz zastosowanego wariantu wdrozeniowego platnos$ci redystrybucyjne;j,
przedstawiono na rysunku 2.

Z rysunku 2 wynika, ze w stosunku do obecnie stosowanego wariantu:

a)
b)

c)

wariant | poprawia sytuacj¢ finansowa gospodarstw o powierzchni wigkszej niz
5,9 ha, ale mniejszej niz 54,6 ha kosztem wszystkich pozostatych gospodarstw;
wariant II poprawia sytuacje finansowa gospodarstw o powierzchni do 9,0 ha
kosztem wszystkich pozostalych gospodarstw;

wariant III poprawia sytuacj¢ finansowa gospodarstw o powierzchni nie
przekraczajacej 35,2 ha kosztem wszystkich pozostatych gospodarstw.

Ponadto na podstawie rysunku 2 mozna stwierdzi¢, ze wariant I cechuje najwigksze, a
wariant I najmniejsze zréznicowanie sredniego poziomu wsparcia na hektar miedzy
gospodarstwami.
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Rysunek 2. Wysokos¢ sredniej kwoty wsparcia na hektar w ramach jednolitej ptatnosci obszarowej i ptatnosci
redystrybucyjnej w zaleznosci od wielkos$ci gospodarstwa w r6znych wariantach wdrozeniowych ptatnosci
redystrybucyjnej

Zrédto: opracowanie whasne na podstawie danych Agencji Restrukturyzacji i Modernizacji Rolnictwa.

Dodatkowo mozna zauwazy¢, ze w przypadku wariantow, w ktorych dolna granica
przedziatlu objgtego ptatnoscia redystrybucyjng jest wigksza od 0 (wariant zastosowany
w2018 r. i wariant I), najwigksza $rednia kwot¢ wsparcia na hektar powierzchni
gruntow otrzymalyby gospodarstwa o powierzchni réwnej goérnej granicy przedzialu
hektarow w gospodarstwie objetego platnoscia redystrybucyjna (wykres analizowanej
funkcji osiaga apogeum dla x = 30). Natomiast w przypadku wariantow, w ktorych
platnos¢ redystrybucyjna bylaby przyznawana od ,,pierwszych hektaréw” (wariant II i
wariant III) najwyzsza kwote wsparcia na hektar otrzymatyby gospodarstwa o
powierzchni nie wigkszej niz gorna granica tego przedziatu.

Koncentracja pomocy dystrybuowanej w ramach systemu wsparcia
bezposredniego

Cecha charakterystyczng pomocy rozdzielanej w ramach systemu wsparcia
bezposredniego dla rolnikow jest duza koncentracja. Jest to konsekwencja —
wynikajacego z zasad przyznawania platnosci — silnego zwiazku migdzy kwota
otrzymanego wsparcia a powierzchnia gospodarstwa, w warunkach duzego
zréznicowania gospodarstw pod wzgledem wielkosci mierzonej powierzchnig
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uzytkowanych gruntow. Koncentracj¢ t¢ zmniejszaja instrumenty takie jak ptatnosé
redystrybucyjna czy mechanizm redukcji ptatnosci.

Wepdtezynnik Giniego
0, 7086

04995

Obwshughea ne praez ushgy Bing
@ Micrasa fr, Wikl pedia

Rysunek 3. Regionalne zréznicowanie koncentracji pomocy dystrybuowanej w ramach systemu wsparcia
bezposredniego w 2018 r.
Zrédto: opracowanie wlasne na podstawie danych Agencji Restrukturyzacji i Modernizacji Rolnictwa.

Wspotczynnik koncentracji pomocy dystrybuowanej w ramach systemu wsparcia
bezposredniego obliczony dla Polski na podstawie danych dotyczacych 2018 r. wynosi
0,63. Ten sam wskaznik obliczony dla 2014 r. wynidst natomiast 0,61 7 a wigc byl nieco
nizszy, mimo ze wowczas nie stosowano jeszcze platnosci redystrybucyjne;.

Warto$ci wspotczynnika Giniego sa do$¢ silnie zrdéznicowane regionalnie. Zostato
to zobrazowane na kartogramie przedstawionym na rysunku 3, z ktérego wynika, ze w
2018 r. najwigksza czg$¢ pomocy zaabsorbowanej przez dany region trafita do najmniej
licznych gospodarstw w wojewodztwach Polski Zachodniej oraz w wojewodztwie
opolskim. Natomiast najbardziej rownomiernie, w porownaniu do innych wojewodztw,
pomoc zostata rozdzielona w wojewddztwie podlaskim.

7 A. Sadtowski: Podziat $rodkéw w ramach systemu wsparcia bezposredniego pomiedzy beneficjentow —
analiza nier6wnomierno$ci i instrumenty redystrybucyjne wprowadzone w 2015 roku. Zagadnienia Ekonomiki
Rolnej, 4(353) 2017, 5. 175.
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Podsumowanie

Przepisy Unii Europejskiej umozliwiaja panstwom czltonkowskim w duzym stopniu
samodzielne zaprojektowanie platnosci redystrybucyjnej. Daje to mozliwosé
uksztaltowania tego instrumentu stosownie do lokalnych uwarunkowan i priorytetow
przyjetych na poziomie krajowym.

Platno$¢ redystrybucyjna moze by¢ instrumentem pobudzania pozytywnych zmian
strukturalnych w rolnictwie. Nieobejmowanie ptatnoscia pewnego zakresu ,,pierwszych
hektarow” (co jest rownoznaczne z wylaczeniem najmniejszych rolnikow z grona
beneficjentéw tego instrumentu) pozwala silniej wesprze¢ gospodarstwa o preferowane;j
wielkosci, a wysoki poziom finansowania platno$ci redystrybucyjnej zapewnia przy tym
stosunkowo duzy rozdzwigk miedzy $rednim poziomem wsparcia na hektar w grupie
gospodarstw o powierzchni mniejszej niz dolna granica przedzialu objetego ptatnoscia
redystrybucyjna a gospodarstwami o preferowanej wielkosci. Konsekwencja jest
relatywne obnizenie zdolnosci konkurowania na rynku grupy najmniejszych
gospodarstw, a jednoczeS$nie stworzenie silniejszych bodzcow do powigkszania
wielkosci obszarowej gospodarstw w celu uzyskiwania wyzszych kwot pomocy w
przeliczeniu na hektar powierzchni gruntow. W ten sposob ptatnos$¢ redystrybucyjna
moze przyczynia¢ si¢ do wzrostu poziomu koncentracji ziemi, a tym samym — do
zwigkszenia S$redniej wielkosci gospodarstwa, zwlaszcza w drodze powigkszania
gospodarstw najmniejszych przy jednoczesnym spadku ich liczebno$ci. Takie
rozwiazanie moze sprzyja¢ ewolucji sektora rolnego w kierunku sektora w wigkszym
stopniu zintegrowanego z otoczeniem i zdolnego do trwatego funkcjonowania na rynku.

Przeciwdziataniu absorbcji stosunkowo duzej czg$ci $rodkow przyznawanych
w ramach systemu wsparcia bezposredniego przez stosunkowo nieliczng grupg
gospodarstw (czyli zmniejszaniu koncentracji pomocy dystrybuowanej w ramach tego
systemu) sprzyja ustanowienie zasady przyznawania wsparcia w ramach platnosci
redystrybucyjnej od ,,pierwszych hektarow” oraz wydzielenie na finansowanie tego
instrumentu maksymalnej dopuszczalnej przepisami unijnymi kwoty. Bardziej egalitarny
podziat srodkéw dystrybuowanych w ramach systemu wsparcia bezposredniego moze
mie¢ pewne uzasadnienie w zwiazku z realizacja celow quasi-socjalnych oraz dazeniem
do bardziej sprawiedliwego rozdysponowania S$rodkéw, zasadniczo moze jednak
odbywac¢ si¢ kosztem obnizenia efektywnos$ci sektora w wytwarzaniu produktow
rolnych.

Bibliografia

Baisakova N., Herzfeld T.: Aspekte der Agrarpolitik 2013. German Journal of Agricultural
Economics, 63 (2014) (Supplement).

European Commission: Redistributive payment. 2016.

Graca-Gelert P.: Wphw funduszy unijnych na zroznicowanie dochodow w Polsce — przykiad doptat
bezposrednich i rent strukturalnych. Nierdwno$ci Spoleczne a Wzrost Gospodarczy, nr 38
(2/2014).

Kwasowski M., Zaleski S.: Die Landwirtschaft in Polen fiinf Jahre nach dem Beitritt zur
Europdischen Union. Polen-Analysen, Nr. 51/09, Deutsches Polen-Institut Darmstadt und
Forschungsstelle Osteuropa, Bremen 2009.

182



Ministerstwo Rolnictwa i Rozwoju Wsi: Projekt systemu platnosci bezposrednich w latach 2015-
2020. Warszawa 2015.

Projekt rozporzadzenia Parlamentu Europejskiego i Rady ustanawiajacego przepisy dotyczace
wsparcia na podstawie plandéw strategicznych sporzadzanych przez panstwa czlonkowskie w
ramach wspdlnej polityki rolnej (planéw strategicznych WPR) i finansowanych z Europejskiego
Funduszu Rolniczego Gwarancji (EFRG) i z Europejskiego Funduszu Rolnego na rzecz Rozwoju
Obszarow Wiejskich (EFRROW) oraz uchylajacego rozporzadzenie Parlamentu Europejskiego i
Rady (UE) nr 1305/2013 i rozporzadzenie Parlamentu Europejskiego i Rady (UE) nr 1307/2013
(COM(2018) 392).

Rozporzadzenie Parlamentu Europejskiego i Rady (UE) nr 1307/2013 z dnia 17 grudnia 2013 r.
ustanawiajace przepisy dotyczace platnosci bezposrednich dla rolnikéw na podstawie systemow
wsparcia w ramach wspolnej polityki rolnej oraz uchylajace rozporzadzenie Rady (WE) nr
637/2008 i rozporzadzenie Rady (WE) nr 73/2009 (Dz. Urz. UE L 347 z 20.12.2013, s. 608, ze
zm.).

Sadtowski A.: Podzial srodkow w ramach systemu wsparcia bezposredniego pomiedzy
beneficjentow — analiza nieréwnomiernosci i instrumenty redystrybucyjne wprowadzone w 2015
roku. Zagadnienia Ekonomiki Rolnej, 4(353) 2017.

Stiglitz J.E.: Ekonomia sektora publicznego. Wydawnictwo Naukowe PWN, Warszawa 2004.
Ustawa z dnia 5 lutego 2015 r. o ptatnosciach w ramach systemow wsparcia bezposredniego (Dz.
U. 22017 r. poz. 278, ze zm.).

Summary

The article describes a diagnostic study measuring the degree of concentration of the aid which is
currently distributed under the direct support system for farmers in Poland; it also presents the
regional differentiation in aid concentration. The author conducted a simulation test quantifying
the redistributive effects of applying various variants of an instrument equalising the amounts of
support granted to farms. This can make the basis for an ex-ante assessment of alternative options
of the implementation of redistributive payment. The research enabled the identification of ranges
of the areas of farms which benefit from the current shape of redistributive payment and which
may benefit from alternative variants given as examples. The final part of the article contains
several recommendations on how to design redistributive payment at a national level, depending
on the goals to be achieved with this instrument.
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PURCHASE DETERMINANTS OF DURABLE GOODS FOR
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The article presents an analysis of purchase determinants for individual consumers of durable
goods in 6 large cities in Poland. The analysis has been based on the outcomes of consumer research
carried out in the years 2016 and 2017 at Poznan University of Economics and Business, as well as on
other research studies published in Polish publications. The results of the study demonstrate groups of
determinants that shape the purchasing decisions of consumers of durable products, as well as their
variability in years 2016 and 2017.
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Introduction

The main objective of this article is to present a comparative analysis of the role and the
importance of the purchase determinants of durable goods among residents of selected large
cities in Poland (Warsaw, Wroctaw, Lublin, Katowice, Bialystok, and Poznan). The basic
sources of information included in the article are: original material from research carried out
in Poland by various research institutions, and the findings of an empirical study conducted
in large cities in Poland, which was carried out systematically from 2010 by the Product
Marketing Department of the Poznan University of Economics and Business in Poznan,
Poland.

The empirical study presented in this article is a continuation and an extension of earlier
research conducted in Poznan and the Wielkopolska Province, as well as in other large
Polish cities. Earlier studies concentrated on other product categories, such as food,
cosmetics, and household chemicals, and their findings are presented in various previous
publications [Bartkowiak, Sojkin 2014; Sojkin, 2015; Bartkowiak, Sojkin 2015, Ankiel,
Sojkin 2017; Bartkowiak, Sojkin 2017]. In the case of purchase determinants of durable
goods, there are fewer articles in the literature, especially when compared to purchase
determinants of food, cosmetics, and household chemicals. Also, the discussion regarding
these goods and their purchasing determinants mainly focuses on the impact of three factors:
price, quality, and brand (either of product, or producer), or mutual relations between those
factors (i.e. price/quality). Analyses of other factors such as: product (its characteristics), or
consumers and their relationship with the environment, are presented much less often. In
English-based literature, this problem is also poorly covered, and in published studies in the
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field, most focus is placed on selected cultural, social, demographic, psychological, and
economic factors in various distribution channels. The main drawback of the publication was
a very diversified enumeration of the studied factors, in particular their number (from 6 to
20), problems with definitions of variables, and the structure of the purchasing process
[Furaiji, Latuszynska, Wawrzyniak 2012, Neethikumar, Aranganatha 2014, Ramya N., Ali
M 2016, Kalaiselvi 2017]. Also, researchers in this field concentrate on different product
categories such as television sets, refrigerators, furniture or ovens, with the concentration on
age as the main control variable for consumer behavior [Hasan 2014, Johar 2015, Mashao,
Sukdeo 2018, Zalega 2017].

This article is one of the few articles that present cross-sectional characteristics of the
purchase determinants of durable goods among residents of large Polish cities. It is based on
the prior identification of 35 key variables that determine purchasing behavior. It should be
emphasized that the question of purchase determinants is important due to the systematic
increase in the number of durable goods in Polish households, as well as to consumer
expectations regarding their quality, usability, and durability'.

The main goal of the research was to identify the primary purchase determinants of
durable goods and show their variability in the studied cities. According to the literature in
the field, as well as opinions of experts, and representatives of trade enterprises, the most
often indicated groups of factors that influence consumer choices are those related to the
product (its physical, functional and structural characteristics), consumer (demographic,
psychological, economic, and physiological characteristics), and the environment in which
the consumer operates (economic, cultural, social, and infrastructural). One can often find
obvious, though not always justified, arguments that the purchase of most products is
determined by price, quality, and brand [Shopping habits ... 2013; Poles are buying ... 2016].
However, empirical in-depth consumer studies do not always confirm that those variables are
critical determinants of consumer decisions.

Research methodology

The study presented in this article was carried out between 2016 and 2017, in 6 major Polish
cities (all over 250,000 inhabitants) located in different regions of the country. The selection
of cities for research was related to the implemented project covering all regions of the
country. Research was also carried out in the city of Gdansk, but formal errors made during
its implementation forced the authors to omit this city from their analyses.The size of the
research sample in each city was between 350 and 550 consumers, and the research method
used was a direct interview technique with a quota selection of the research unit (that
included: gender, age, place of residence - district). IBM SPSS Statistics ver. 22 was used to
analyze the research data. The main goal of the research was to identify the purchase
determinants of durable goods, generally related to household appliances. For this purpose, a

'L. Piskiewicz, M. Radziukiewicz, Zasoby débr trwatych w gospodarstwach domowych, Przeglad Statystyczny,
GUS, 10/2018, s. 37-55.

185



set of 35 variables was assessed by consumers to identify the relative importance of each
factor concerning this segment of products. Those variables were identified in the earlier
phase of the research that was conducted among residents of the city of Poznan and the
Wielkopolskie voivodeship. Also, the findings were verified by the results of consumer
surveys carried out by other research centers, as well as by new proposals submitted by
participants during the research process. As a result, a set of 35 variables was identified that
represented purchasing determinants of durable goods. The importance of each variable was
determined on the five-point Likert scale, and the collected data were analyzed for variation
in the variability of each factor based on a one-way analysis of variance - ANOVA? [Kowal
1998]. The ANOVA method allowed to examine the statistical significance of each factor in
cities (average values for the factor) and — based on post-hoc tests - to formulate conclusions
regarding the differences/similarities in the behavior of residents in the studied cities.

Determinants of purchases of durable goods

Purchases of durable goods are generally made for households and are a reflection of their
needs, which generate total demand as the sum of primary, duplicative, or replacement
demand. Therefore, in each of them, the role and significance of determinants can be
differentiated, but this issue in the conducted research was not taken into account, and this
constitutes a certain cognitive, and interpretative limitation. Therefore, the obtained results in
the form of arithmetic means should be treated as aggregated values of consumer
assessments without taking into account the impact of the specificity of the need generated
by the premise of purchase. The obtained values for purchase determinants of durable goods
in each city are presented in Figure 1. Calculated mean values as weights/importance for
each factor in each city show that the most important determinants of purchase of durable
goods include the following: product quality (& = 4,33), price (¥ = 4,33 ), usefulness of the
product ( i =4,17), product durability (£ = 4,15), functionality ( £ =4,17) and warranty (i =
4,11). In addition to the above-mentioned, the most important residents indicated as
additional/complementary factors such as: improving the quality of life (¥ = 4,07), technical
parameters (i = 4,02), utilization of the old product (i = 3,97), technical solutions (& = 3,88)
and product design (& = 3,85).

The lowest values were attributed to: product packaging (¥ = 2,63), the effect of
imitation (x = 2,40), special occasions (i = 2,95), fashion and trends (i = 3,04) and product
financing (i = 3,07). Slightly higher values were achieved for: opinions of other people (i =
3,26) and ecological aspects (£ = 3,16). It seems that low values of the first four
determinants are understandable and fully justified, while the low values attributed to friends'
opinions and environmental performance may surprise in the case of durable goods.

% Values on the Likert scale: value 1 meant 'no significance', value 2 is 'irrelevant (not important)' factor, value 3 is
'moderately important (neither significant nor negligible)', value 4 is a 'significant (important) factor' while value 5
defined the factor as 'decisive (most important)'.
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According to different studies and practical experience, Word of Mouth Marketing is a
significant element of marketing communication in building a product and brand image of
durable goods. Also, it is believed that the ecological character of the product is now a social
value, and as such, it constitutes an important part of the decision-making process. Our data
does not support those notions.

Factors AVERAGE
General  Warszawa Wroclaw Bialystok Katowice Lublin Poznan
price 433 434 433 436 420 48 426
ecologicality r 'é r F v
oo 325 315 : 371 206
functionality \ Y : £y "\
warranty 4:l3'3’ 4|-1'5 4:I33 4:':3
quality 415 428 434 02
color L3 L] 1 1
. 4.4 437 43 423
repair cost ya ]"J I'J f_"
operation cost 3 ig 5:'99 4:i5 s:is
country of 3,05 384 417 351
ease of service 1 1 1 1
brand }-19 }05 '}‘1'4 j.-ss
producer :\3 ”‘6 ;; ;’:
fashion/trendy 404 388 422 3,66
model i I I '
3,03 37 316
imitation effect "f J=l" 4:'14 _,=|1_
packaging N 3.63 30 3
L. ) 1 r
opinion of 3,13 3,60 2,62
technical 1 Y 8 s
. . 344 408 300
life quality v i 7
income level 2.41 342 2.10
. L) Y 1
promotions 2,80 3,78 221
product ) 1 A
. 311 300 314
habit = " :
x A Y Y
technical 4:I19 4:-':4 4:13-:) 5:184
service 420 3 424 440 3,05
special occasion 1 1 I 1 I
I 4,04 3o 305 413 3,70
durability 1 ¥ i T i
uniqueness 4{3 3._3{ 3{ 4:;0 3.?:
extra services 217 438 414 424 432 300
product I 1 F 1 1 5 5
) 376 3,85 3,18 300 425 336
terms of i 1 1 1 i i
product 3,88 4,13 3,77 307 410 356
product design g l____ 4{!1 3:!5 5:!? 4.!1 3:!‘?
change in life I I rd 1 I r
; d 295 318 2,15 3,46 .= 27
wear/tear o N \ ~ \ -

Figure 1. Importance of the determinants of buying durable goods
Source: Authors’ own research.

Surprisingly low values were also attributed to the following determinants: country of
origin (i = 3,17), brand (i = 3,57 ), and producer (x = 3,50 ). Those determinants in the past
constituted significant premises for the selection of durable goods in Poland. However,
globalization, technological progress (modern solutions), comparable value of durable goods
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offered by almost all producers, and the competitiveness of the market portfolio, result in the
diminishing role of those factors in the purchasing decisions of the respondents.

We believe that it is the reflection of the growing purchasing maturity of Polish
residents of large cities and their much more advanced market experiences. While imitation,
special occasions, packaging, or country of origin were essential determinants in purchasing
decisions in the 1990s, they are currently much less important, and this trend seems to
continue in the future. Elaborating the analysis through the cross-city comparisons, the
following previously stated conclusions, concerning the entire studied population (average)
were confirmed:

e price level, quality and functionality/usefulness of a durable good were recognized

in each examined city as the most crucial purchase determinants;

e the country of origin, producer, and product brand are not significant determinants

of purchasing these goods;

e packaging, the effect of imitation, special occasions, and fashion/trends were

considered irrelevant in the purchase of these goods.

The next stage of the research process was a comparison of the significance of the
purchase determinants of durable goods in the studied cities. With this regard, a one-way
analysis of variance ANOVA was used [Wieczorkowska, Wierzbinski, 2011]. This method
of comparing the average values of purchase determinants assumed the homogeneity of
variance, which allowed to test the hypothesis about equality of mean values in cities.
Obtained values of F statistics showed that the variance from all cities is higher than in each
examined city.

Therefore, there were reasons to reject the hypothesis about the equality of the average
values of the purchase determinants in the examined cities and the claim that in all cities the
variability is significantly different (Table 1).

Hence, to find differences between cities, it was necessary to use the post hoc test
(multiple comparison tests/homogeneous comparison tests S-N-K*) which allowed
identifying groups of cities whose average level of determinants of food purchases differ
significantly.

Further, medium groups (the average for the city) were obtained, which for the same
group are not significantly different, while the average for cities included in other groups
differs significantly (Table 1). In general, the comparison of the significance of purchase
determinants of durable goods (average) in the examined cities, showed the existence of
statistically significant differences for all factors. On the other hand, a detailed analysis of
the results presented in Table 1 allows distinguishing groups of cities that showed similar
importance of purchase determinants.

* S-N-K - the Student-Newman-Keuls test compares all the averages in pairs using the studentized range
distribution (for samples of equal size also performs comparisons with pairs of means within homogeneous subsets,
using the step method). The average is sorted from the largest to the smallest, and the largest differences between
them are tested first [https://www.ibm.com/support/knowledgecenter/pl].

188



Table 1. Comparison of the importance of the purchase determinants of durable goods

City ANOVA F/
Factor Warszawa | Wroclaw | Bialystok | Katowice | Lublin | Poznan p
Price 4,34 4,33 436 4,20 4,60° 4,26' 85,576%**
Ecological aspects 3,25° 2,74 3,15° 3,31° 3,71° 2,96 42,964***
Functionality 4,30* 391" 4,26 4,17 433 4,08’ 49,147%**
Warranty 4,15° 391" 428’ 4,02 434 4,02 43,503% %%
Product quality 4,49° 4,25 437 4,27 4,397 4,23 51,539%**
Colour 3,68 3,39 3,99° 3,56 4,06° 3,33 32,080%**
Cost of repair 3,95¢ 3,18' 3,94* 3,66° 4,17 3,517 45,675%**
Operating costs 4,19° 3,30 4,06" 3,76° 424 3,66 52,194%**
Country of origin 3,50° 2,78" 3,36° 3,197 3,76 2,74 53,131 %%*
Ease of use 4,04 3,822 3,88° 3,807 4,22 3,66 26,571%**
Brand 3,93* 3,19 3,72° 3,55 4,14 3,16 53,472%**
Producer 3,79° 3,09 3,63’ 3,517 3,92} 3,21 33,833%**
Fashion / trends 3,53 2,40 3,13° 3,03° 3,69° 2,62° 74,236%**
Type 3,90* 327 3,44° 3,45° 4,08 3,09 49,305%**
The effect of imitation 2,83 1,71' 2,41° 2,05° 3,42 2,10 141,838***
Packaging 2,75 1,97 2,89" 2,52} 3,79° 2,21° 115,970%**
Opm;‘;‘;;i other 3,43 3,00' 3,11 3,02 | 390° | 314 31,023%%
Technical parameters 4,19* 3,89° 4,04° 3,94 4,30* 3,84 32,560%**
Impr"“gflti}f‘s quality 420° 3.74' 404 393 | 440 | 3957 | 46,118%**
Income level 4,04 3,922 3,95° 3,88° 4,13 3,79! 9,457%**
Promotion 4,03 3,34 3,73° 3,54 4,10 3,34 43,963%**
Usef‘glrrézsjc‘t’fthe 4,38° 4,147 424 404" | 432 | 3,99 57,2475
Habit 3,95 3,18' 3,90 3,77 425° 3,56 47,947%**
Tezgﬁl‘ﬁgﬁfal 4,134 3,77 3,97 3,790 | 429° | 356 41,532
Service 4,02 3,58' 3,87 3,67 422° 3,47 37,193%%*
Special occasion 3,18} 2,15 3,46 2,57 3,71° 2,717 92,532%**
Product durability 430° 4,15° 421* 4,11° 428’ 3,98 47,200%**
the “mgf::i‘gcsts of the 3,34* 2,49' 3,42 322 | 3,73 | 2.71° 64,9725+
Additional services 3,69* 3,03 3,46° 3,32 3,98° 3,01 46,256%**
Product financing 3,33° 2,747 3,38° 2,852 3,80° 2,62 55,566%**
Terms of payment 3,36° 3,117 3,34 2,97 3,88° 2,76 39,188+ *
Product dimensions 4,00° 3,68 3,87 3,25 4,13 3,26 56,056%**
Design 4,05° 3,75 4,00° 3,76 | 4,20 3,55 35,046%**
Ch;‘:ﬁ;fofr}‘fe 345° 2,53 3,63* 3200 | 382 | 3,15 41,590+
Product wear/tear 4,127 391" 4,08’ 3,79 4,17° 3,81 49,533%%*

values 1,2,3 ... in the upper index means membership in groups due to the importance of the factor in individual
cities; F - value of F statistics; p - level of significance; * p< 0.05; ** p< 0.01; *** p< 0.001
Source: Authors’ own research.
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Table 2 presents groups of cities from 1 to 5 concerning the six determinants which
were indicated in the research as the most critical factors of the purchasing process. Table 2
illustrates the level of variation in the assessment of determinants' significance divided into
groups, but with similar values achieved in each city. They are also considered the most
significant when overall averages are compared.

Referring to the most critical purchase determinants, we can observe that in the case of
prices, the group of cities was composed of Warsaw, Wroctaw, Katowice, Biatystok, Poznan,
and Lublin, with the last city performing slightly differently. In other words - surveyed
residents in almost every city pointed to the importance of this factor in their decisions of
buying durable goods.

Table 2. The most important determinants of the purchase of durable goods by groups of cities

Groups of Determinants of purchase of durable good
cities Price Quality Durability | Usefulness | Functionality Warranty
Warszawa .
1 Lublin Warszawa Warsze‘lwa Warszawa Biatystok Blalys‘tok
Lublin . Lublin
Lublin
Warszawa
Wroctaw Lublin Wroctaw
2 Biatystok . Biatystok Lublin Katowice Warszawa
. Biatystok X
Katowice Katowic
Poznan
Wroctaw Poznan
3 Katowice Poznan Biatystok Poznan Katowice
Poznan Wroclaw
4 Wroctaw Wroctaw
Katowice
5 ,
Poznah

Source: Authors’ own research.

In the case of quality, despite its undoubted importance (high arithmetic mean value),
the indications for this factor were different in each city (three groups). On the other hand,
the most diversified opinions were identified with regard to the usefulness of durable goods —
as much as five groups of cities were distinguished. This determinant was the most important
for the residents of Warsaw and Lublin

Summary

Analysis of the determinants of purchase of durable goods allowed to determine the
significance of the identified factors and to indicate statistically significant differences in
their variability between cities. The presented results of empirical research are confirmed by
observations and research results of other institutions and research units, especially those
concerning prices and quality of this group of goods. Very low importance of packaging, or
the effect of imitation in the case of these goods, was what was expected, but quite a big
surprise was the very low assessment of the determinants such as opinions of others (family,
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friends), country of origin, producer, or brand. Nevertheless, in the case of other
determinants of this product category, the formulation of unambiguous conclusions is no
longer secure, and even in the case of the cities studied, it is possible to talk about the
diversity in their meaning and variability.

The results of the empirical research allowed to confirm unambiguously the priority of
price and the perceived quality as the main determinants of consumer decisions. From a
practical point of view, the usefulness of this type of analysis boils down to two important
dimensions:

e identification of the role and significance of the determinants in the purchasing
decisions of clients (not only in the spatial aspect - but economic, demographic and
social), and the identification of factors that affect the purchasing behavior of
potential customers;

e application of the results by companies operating on this product market (durable
goods) and their usefulness for shaping market policies and the selection of most
useful tools in the marketing and sales of these products.
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Determinanty zakupu dobr trwalego uzytku przez mieszkancow duzych
miast w Polsce

Streszczenie

W artykule zaprezentowano analiz¢ czynnikéw zakupu dobr trwalego uzytku w grupach
indywidualnych klientow w 6 duzych miastach w Polsce. Analiza oparta zostala na wynikach badan
konsumenckich przeprowadzonych w latach 2016 1 2017 na Uniwersytecie Ekonomicznym w Poznaniu
oraz na wynikach innych badan opublikowanych w polskich czasopismach. W wynikach badania
zaprezentowano zbiory determinant ksztattujace decyzje zakupowe konsumentéw dobr trwalego
uzytku oraz ich zmienno$¢ w latach 2016-2017.
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Obszary wiejskie w systemie ekonomiczno-spolecznym
panstw Unii Europejskiej

RURAL AREAS IN THE SOCIO-ECONOMIC SYSTEM
OF EU COUNTRIES

W opracowaniu podjeto problem identyfikacji i oceny obszarow wiejskich oraz posrednich
wiejsko-miejskich krajow Unii Europejskiej. Dla wybranych czterech zmiennych opisujqcych ich;
powierzchnie, udzial ludnosci, udzial zatrudnionych i wypracowanq wartos¢ dodang brutto (GVA)
wykonano analizy tabelaryczne, analize skupien oraz dokonano dyskryminacji informacji
statystycznej przy zastosowaniu techniki drzew klasyfikacyjnych. Przeprowadzone badania
wskazaty na wielowymiarowe zréznicowanie obszarow wiejskich oraz ich duze, cho¢ zréznicowane
znaczenie w ekonomii poszczegolnych krajow. Na wydzielonych stricte obszarach wiejskich krajow
UE, ktore stanowiq 49,7% powierzchni, zamieszkuje 34,7% ludnosci, 26,7% znajduje zatrudnienie
na wsi, a udzial w wypracowanej wartosci dodanej wynosi 13%. Analiza taksonomiczna
skutkowala wyodrebnieniem trzech grup (skupien) liczqcych po osiem panstw. Polska w tej
kompleksowej ocenie obszarow wiejskich jest podobna do Czech, Danii, Francji, Lotwy i Niemiec.

Stowa kluczowe: obszary wiejskie UE, ludno$¢ na obszarach wiejskich, warto$¢ dodana brutto
(GVA)
JEL Codes: Q18, R14, Q15

Wprowadzenie

Zainteresowanie nauk ekonomicznych obszarami wiejskimi ma w Europie dluga
tradycje, lecz badania wskazuja, ze ich wczesniejsze funkcje gospodarcze i spoteczne
daleko odbiegaly od obecnych. Do konca XIX wieku niemal na calym kontynencie
europejskim wsie stanowily naturalne skupiska ludnosci zajmujacych si¢ rolnictwem
irzemiostem, gléwnie z nim zwiazanym. W krajach podlegajacych silnym procesem
industrializacji wsie, gdy byly potozone w poblizu osrodkéw przemystowych, zwykle
miast, bylo czgsto wchlaniane urbanistycznie i poddawane selekcji demograficznej
celem pozyskania sity roboczej dla rozwijajacego si¢ przemyshi. Z czasem wsie
stanowity, takze miejsca lokalizacji rozbudowujacego si¢ od XIX wieku agrobiznesu,
w tym glownie drobnego przetworstwa zywnosci, produkcji materiatow budowlanych
inarzedzi rolniczych. Obecnie takze obszary wiejskie przechodza intensywne
przeobrazenia, ktorych charakter jest regionalnie wysoce zréznicowany ekonomicznie,
spotecznie i kulturowo. Nadal jednak Europa — w tym takze Polska — pozostaje
terytorium, na ktorym obszary wiejskie stanowia wg réznych klasyfikacji od 80%
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do 95% powierzchni'. Rowniez dynamika przemian obszaréw wiejskich w Europie jest
bardzo zréznicowana i wielokierunkowa, co moze prowadzi¢ zaré6wno do ich zapasci,
jak tez i rozkwitu. Wedtug Zawalinskiej® zrownowazony rozw6j moze tu by¢ traktowany
jako skumulowany efekt takich zmiennych jak; uwarunkowania przyrodnicze,
zatrudnienie, struktura demograficzna, stan infrastruktury gospodarczej, struktura sieci
osadniczej, czy tez standw warunkowanych zlozonymi procesami historycznymi i
politycznymi.

Takze sama instytucjonalna i naukowa delimitacja obszaréw wiejskich oraz ich
waloryzacja z czasem ulegatla procesom przemian. Wiejsko§¢ i miejsko$¢é zostaty
wzbogacone o roznie definiowane strefy przejsciowe, wzajemnie zazgbiajace sig
i upodabniajace. Zrodta dochodéw ludnosci wiejskiej, pierwotnie niemal wylacznie lub
gléwnie oparte o pracg w rolnictwie ulegaly glebokiej dywersyfikacji prowadzac
z czasem do zmniejszenia si¢, a nawet do marginalizacji udzialu dochodéw z rolnictwa
w dochodach wiejskich gospodarstw domowych’. Obecnie obszary wiejskie sa
réznorodnie definiowane przez poszczegoélne dyscypliny nauki, a takze réznicowane w
ramach tworzonego tadu instytucjonalnego przez europejskie organizacje wspotpracy
gospodarczej i politycznej. Socjolodzy sprowadzaja definicje wiejskosci do rolno-
lesnego wykorzystania ziemi, skupienia ludnosci w niewielkich jednostkach osadniczych
o odregbnym stylu zycia, wynikajacym z zamieszkiwania w ekstensywnym krajobrazie i
silniej identyfikacji ze $rodowiskiem przyrodniczym?. Wie$ i wiejsko$¢ wiazana jest
zwykle ze specyficznymi funkcjami spotecznymi, w tym kulturg lokalna (materialng i
niematerialng), funkcjami przyrodniczymi 1 ich ochrong oraz warto$ciami
kompensacyjnymi takimi jak spokéj, cisza, czystos¢ $rodowiska’. Ekonomisci,
zwlaszcza zajmujacy si¢ problematyka rolnicza juz od lat 70. XX wieku wie$, czy
obecnie  obszary, wiejskie postrzegaja jako przestrzen  wielofunkcyjna.
Wielofunkcyjno$¢ obszaréw wiejskich wiaza bezposrednio z réznorodnymi dziedzinami
gospodarki wkomponowanymi w wiejska przestrzen, lokalna przedsigbiorczo$é, ale
takze z dywersyfikacja samego rolnictwa’.

Istnieje takze wiele, cho¢ juz bardziej precyzyjnych delimitacji obszarow wiejskich
ujmowanych instytucjonalnie, czy tez formalno-prawnie. Wedlug kryteridow
administracyjnych, w Polsce wyroznia si¢ trzy rodzaje gmin: wiejskie, miejsko-wiejskie
(posiadajace na swym terytorium miasta) oraz miejskie. Wedhug tej klasyfikacji obszary
stricte wiejskie stanowia 64,2% powierzchni gmin w Polsce. Gtowny Urzad
Statystyczny opiera podzial terytorium kraju o wskaznik ggstosci zaludnienia przyjmujac
jako ograniczona warto$¢ tozsama z kryteriami OECD dla wsi na poziomie ponizej 150
0sOb/km®. Jest to kryterium wyzsze niz przyjmowane przez EUROSTAT, w ktorym

'}, Wilkin Ewolucja paradygmatow rozwoju obszaréw wiejskich. Wies i Rolnictwo 2008, (3) 140.

2 K. Zawalinska . Instrumenty i efekty wsparcia Unii Europejskiej dla regionalnego rozwoju obszaréw
wiejskich w Polsce. Seria: Problemy rozwoju wsi i rolnictwa. IRWIR PAN, Warszawa, 2009, s. 26-36.

P w. Sroka, W. Musial. Rolnictwo i gospodarstwa rolne na obszarach miejskich i podmiejskich.
Konceptualizacja oraz przestanki rozwoju Folia Pomerania, Oeconomica 2016, 329(84)3, 123-134.

4 A. Kaleta. Obszary wiejskie i koncentracje jego rozwoju. W: Rozw0j obszarow wiejskich w perspektywie
integracji z UE. FAPA, UMK, SGGW, Torun 1998.

3 . Kostrowicki. Obszary wiejskie jako przestrzen wielofunkcyjna. Zagadnienia badawcze i planistyczne.
Przeglad Geograficzny 1976, z. XLVII z. 4
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graniczna gesto$¢ zaludnienia wynosi 100 osob/km? °. Dla celow polityki gospodarczej,
zwlaszcza krajowej stosowane sa takze roznorodne typologie obszarow wiejskich, w
ktorych  wieloaspektowo 1 w sposob zlozony metodycznie analizowany i
kwantyfikowany jest ich rozwdj gospodarczy, kapitat ludzki, kapitat ekonomiczny, czy
tez uwarunkowania przyrodnicze, wazne zwlaszcza dla rolniczo-wiejskich aspektow
analiz’ ®. Dijkstra i Poelmann’ wychodzac od klasyfikacji regionéw wprowadzonej
przez OECD proponuja rozszerzenie jej na pig¢ kategorii w zaleznosci od czasu dostepu
do najblizszego miasta. Autorzy rozwazaja zasadno$¢ przeklasyfikowania regionow
odleglych (typowo wiejskich) na posrednie jezeli czasu dojazdu si¢ zmniejsza. Dijkstra i
Ruiz'® prowadza rozwazania nad wplywem czasu dojazdu do osrodka miejskiego na
zatrudnienie i demografi¢ odleglych regionéw wiejskich.

Celem opracowania byla ocena stanu 1 zakresu zréznicowania oraz
wielowymiarowosci problemu i znaczenia obszaréw wiejskich w poszczegdlnych
krajach Unii Europejskiej. W opracowaniu dokonano oszacowania wplywu
rozpatrywanych czynnikdéw na rozwazane zagadnienie badawcze.

Metodyka badan

Oceny znaczenia obszarow wiejskich w poszczegélnych krajach Unii Europejskiej
dokonano w oparciu o dane statystyczne EUROSTAT. Zmienne dobrano stosownie do
standardowej metodologii oceny polityk rolnych''. W opracowaniu do badaf stanu
rozwoju i dynamiki zmian na obszarach wiejskich przyjeto cztery wymiary ich oceny, tj.
zmienne charakteryzujace:

- udziat obszarow wiejskich w ogdlnej powierzchni danego kraju,

- udzial ludnosci zamieszkujacej na obszarach wiejskich w catosci struktury

demograficznej kraju,

- odsetek zatrudnionych na obszarach wiejskich,

- udzial obszaréw wiejskich w wypracowaniu wartosci dodanej brutto.
Zagadnienie badawcze rozpatrywano dla 2000 i 2015 roku. Niemniej, baza danych
statystycznych nie zawierala dla niektorych krajow pelnych informacji liczbowych.
W przypadku brakéow danych, dla celéw poréwnan migdzyokresowych opierano si¢
odpowiednio na pierwszym i ostatnim z lat, dla ktorych byly dostgpne informacje
statystyczne.

b K. Zawalifska . Instrumenty i efekty wsparcia Unii Europejskiej dla regionalnego rozwoju obszaréw
wiejskich w Polsce. Seria: Problemy rozwoju wsi i rolnictwa. IRWIR PAN, Warszawa, 2009, s. 26-36.

" A. Rosner. Zmiany rozkladu przestrzennego zaludnienia obszaréw wiejskich. Wiejskie obszary zmniejszajqce
zaludnienie i koncentracje ludnosci wiejskiej. Seria: Problemy rozwoju wsi i rolnictwa. IRWIR PAN,
Warszawa 2012, s. 53-64.

8 M. Stanny. Poziom rozwoju obszaréw wiejskich w Polsce - pomiar zjawiska zlozonego. W: Rozw6j wsi i
rolnictwa w Polsce. Aspekty przestrzenne i regionalne red. Nauk A. Rosner. Seria: Problemy rozwoju wsi i
rolnictwa. IRWIR PAN, Warszawa 2012, s. 93-100

° Dijkstra Lewis, Poelmann Hugo, Remote Rural Regions - How proximity to a city influences the performance
of rural regions, DG Regio, European Commission, Brussels 2008

' Dijkstra Lewis, Ruiz Vicente. Refinement of the OECD regional typology: Economic Performance of
Remote Rural Regions, DG Regio, European Commission, Brussels. 2010.

'! Rural Development in the EU. Statistical and Economic Information Report 2013, European Commission,
Brussels.
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Wzorce w zakresie podobienstw obszarow wiejskich wsrod krajow UE wykrywano
z wykorzystaniem grupowania odwotujacego si¢ do metody statystycznej okreslanej
mianem analizy skupien. Segmentacji zbioru informacji statystycznej (dla czterech
wskazanych powyzej zmiennych) dla ostatniego okresu badan dokonano
z wykorzystaniem hierarchicznej analizy skupien. Podej$cie tego typu polega na
sekwencyjnej probie identyfikacji struktury skupien rozpatrywanych cech (zmiennych).
Funkcja odleglosci migdzy stanami cech obiektow byla odleglos¢ euklidesowa.
Aglomeracji obiektow dokonano w oparciu o algorytm Warda. Wtasciwoscia
grupowania hierarchicznego jest brak jawnie zdefiniowanej globalnej funkcji oceny
procesu. W to miejsce, celem wyodrgbnienia par obiektow (analizowanych krajow)
do faczenia lub rozdzielenia zbioru danych, szacowano lokalne oceny par skupien
danego hierarchicznego grupowania. Stad, r6zne lokalne funkcje oceny moga skutkowaé
odmiennymi efektami grupowania. Z jednej strony rozstrzygajacy glos badacza
zapewnila elastyczno$¢ podejscia do wyrdzniania podgrup analizowanego zbioru
danych. Z drugiej strony, decyzje odnosnie ksztattu delimitacji mogly prowadzi¢
do znacznego zakresu arbitralno$ci wyboréow w odniesieniu do segmentacji danych.
Niemniej, konieczno$¢ zachowania elastycznos$ci ujecia problemu badawczego wynika z
braku jednoznacznych rekomendacji odnosnie charakteru finalnego grupowania. Proces
poszukiwania wzorcow w danych wykonano korzystajac z analizy skupien'? * ' °,

Badanie z uzyciem analizy taksonomicznej objety dwa powiazane etapy.
Pierwszym byla segmentacja zbioru informacji statystycznej na mozliwie jednorodne
grupy. Nastgpnie przeprowadzono statystyczna charakterystyke wyodrgbnionych
skupien 1 nadanie im stosownych opisow. Grupowanie obiektow (tj. krajow)
nakierowane bylo na separacje¢ zbioru panstw UE na podgrupy, aby ich elementy byly do
siebie podobne, a jednoczes$nie jak najbardziej odmienne od pozostatych podzbiorow.
Profilowania podgrup zidentyfikowanych na etapie analizy skupien dokonano
z wykorzystaniem techniki drzew klasyfikacyjnych 1 regresyjnych (C&RT).
Ta hierarchiczna procedura dyskryminacji zbioru danych znalazta odzwierciedlenie
w graficznym diagramie w formie drzewa decyzyjnego. Oceny wyplywu cech
wykorzystywanych do tworzenia skupien na zmienna zalezna — kategorie skupien —
poszukiwano poprzez rekurencyjne podzialy zbioru danych na podzbiory roztaczne
metoda C&RT, ktorymi takze identyfikowano podstawe tych podziatdéw. Budowa
modelu wyjasniajacego zaleznosci w zbiorze danych w oparciu o metodg
nieparametryczng (jaka jest metoda drzew klasyfikacyjnych) uwalniata od koniecznosci
znajomosci rozkladow cech oraz nie wymaga spetnienia czgsto restrykcyjnych zalozen
formalnych w tym zakresie'®.

W opracowaniu zastosowano podziat obszaréw wiejskich na trzy kategorie: obszary
wiejskie), obszary posrednie (tj. wiejsko-miejskie) oraz razem ujmowane obszary
wiejskie 1 posrednie. Dla celow delimitacji przyjeto dane faktualne opisu podstaw
typologii obszaréw wiejskich wedlug EUROSTAT. Obszary wiejskie stanowity

2D, Hand, H. Mannila, P. Smyth. Eksploracja danych. Wydawnictwa Naukowo-Techniczne, Warszawa 2005.
13 J. Koronacki, J. Cwik. Statystyczne systemy uczqce sie. Exit, Warszawa 2008.

' Larose D.L. Odkrywanie wiedzy z danych, wprowadzenie do eksploracji danych. Wydawnictwo Naukowe
PWN, Warszawa 2007.

' T, Marek. Analiza skupier w badaniach empirycznych. Metody SAHN. PWN, Warszawa 1989.

' T. Marek. Analiza skupier: w badaniach empirycznych. Metody SAHN. PWN, Warszawa 1989.
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subregiony wyodrebnione na poziomie NUTS 3, ktore nie spelialy warunkow
wyznaczonych dla obszaré6w miejskich. Delimitacji dokonuje si¢ w oparciu tzw. ,,gridy”
(kwadraty 1x1 km wyznaczone przez linie siatki geograficznej). Dany ,grid” jest
kwalifikowany jako obszar miejski jesli wypeknia oba ponizsze warunki:
e gesto$c zaludnienia na obszarze danego ,,gridu” wynosi powyzej 300 os6b/km2,
e minimalna liczba ludnos$ci na obszarze danego ,.gridu” wraz z o$mioma
sasiadujacymi ,,gridami” wynosi powyzej 5 tys. 0sob.
Natomiast obszary posrednie tj. wiejsko-miejskie wyodrgbniane sa w oparciu o kryteria
20-50% udzialu ludnosci zamieszkujacej tereny wiejskie. Analizy statystyczne
poprzedzono inwentaryzacyjna ocena stanu i rozwoju obszaréw wiejskich krajow UE,
dla ktérych EUROSTAT zgromadzit obszerne (cho¢ niepelne) bazy danych.

Analiza stanu obszarow wiejskich Unii Europejskiej

Powierzchnia geograficzna Unii Europejskiej wynosi ogotem 4554,9 tys. km®. W sktad
tego obszaru wchodzi 4369,4 tys. km® terenow ladowych oraz 132,3 tys. km’
zajmowanych przez wody. Ogolna powierzchnia obszarow wiejskich i posrednich
wynosi w UE-28 3883,8 tys. km’® z czego na obszary wiejskie przypada 1928,7 tys. km?,
tj. 49,7%. Najwigce] w ujeciu bezwzglednym obszaréw wiejskich jest we Francji
i w Szwecji odpowiednio 582,4 tys. km” i 381,2 tys. km®.
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Z kolei w Holandii obszary wiejskie i posrednie stanowia tylko 21,49 tys. ha, w tym
wiejskie 0,88 tys. km* a w Luksemburgu obszary posrednie i wiejskie zajmujace 2,59
tys. ha i nie podlegaja dalszemu podziatowi, co oznacza, ze w kraju tym nie wyodrgbnia
sig¢ terenéw sklasyfikowanych jako typowo wiejskie (tab. 1). Statystyke ta uzupelnia
analiza udzialu obszarow ocenianych w trzech kategoriach tj. obszaréw wiejskich,
posrednich oraz wiejskich i posrednich ujmowanych tacznie (tab. 2). Najwigkszy udziat
obszarow stricte wiejskich w krajach UE posiada Irlandia - 90,0 % oraz Finlandia
i Estonia, odpowiednio 82,4% i 81,6%. Polska w tej klasyfikacji lokuje si¢ niemal
w $srodku zestawienia europejskiego przy udziale obszaréw wiejskich na poziomie
52,1%. Natomiast w Holandii jest to tylko 2,1%, na Litwie 13,6%, a w Hiszpanii 16,9%.

Tabela 2. Udziat obszarow wiejskich i posrednich w wybranych krajach UE w latach 2000 i 2015

Udziat obszarow I,sz1a.1 obszqrgw Razem udziat obszaréw wiejskich
Kraje wigjskich posrednich (wicjsko- i posrednich
miejskie)
2000 r. 2015 . 2000 r. 2015 . 2000 r. 2015 .

Austria 75,2 75,2 17,7 17,7 92,9 92,9
Belgia 32,6 32,6 43,7 43,7 76,3 76,3
Bulgaria 22,1 22,1 76,7 76,7 98,8 98,8
Chorwacja . : . . . :
Cypr . : 100,0 100,0 100,0 100,0
Czechy 36,8 36,7 48,6 48,7 85,4 85,4
Dania 51,5 51,4 47,3 474 98,8 98,8
Estonia 82,4 81,6 7,7 8,8 90,1 90,4
Finlandia 82,4 82,4 14,7 14,8 97,2 97,2
Francja 53,9 53,9 38,2 38,2 92,1 92,1
Grecja 66,1 66,0 28,3 28,3 94,3 94,3
Hiszpania 16,9 16,9 59,8 59,8 76,7 76,7
Holandia 4,1 2,0 49,0 49,6 51,0 51,7
Irlandia 90,0 90,0 8,7 8,7 98,7 98,7
Litwa 12,8 13,6 72,5 71,5 85,2 85,1
Luksemburg . : 100,0 100,0 100,0 100,0
Lotwa 404 40,2 43,6 43,6 84,0 83,8
Malta . . . . . .
Niemcy 38,6 38,6 49,7 49,7 88,3 88,3
Polska 52,1 52,1 42,9 42,9 95,0 95,0
Portugalia 79,0 79,0 14,7 14,7 93,7 93,7
Rumunia 67,8 67,8 29,4 29,4 97,2 97,2
Stowacja 46,1 46,0 49,7 49,8 95,8 95,8
Stowenia 72,8 72,8 27,2 27,2 100,0 100,0
Szwecja 24,7 24,7 62,3 62,3 87,0 87,0
Wegry 27,6 27,6 71,9 71,8 99,5 99,4
Wielka Brytania 29,5 29,5 42,3 42,3 71,8 71,8
Wiochy 24,0 24,0 54,4 54,4 78,4 78,4
Srednia 47,0 46,9 46,2 46,2 93,2 93,1

Zrédto: opracowanie whasne na podstawie EUROSTAT 2018.

W wielu krajach UE obszary posrednie tj. wiejsko-miejskie dominuja obszarowo, a stad
i udzialem mierzonym w odsetkach nad obszarami wiejskimi. Dotyczy to zwtaszcza
kilku krajow, ktore w pdzniejszym okresie uzyskaty cztonkostwo w UE tj. w Bulgarii
jest 76,6% obszarow wiejsko — miejskich i kolejno na Litwie 71,5%, na Wegrzech
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71,8% i na Stowacji 49,8%. Tylko w niektorych ,starych” krajach UE proporcje te sa
podobne, tj. obszary wiejsko-miejskie dominuja nad wiejskimi. W Hiszpanii proporcje te
wynosza 59,8% do 16,9%, w Niemczech 49,7% do 38,6% a Szwecji 62,3% do 24,7%.
Po skumulowaniu udziatu obszarow wiejskich i wiejsko-miejskich uwidacznia sig ich
dominacja we wszystkich krajach UE. W wigkszosci krajow udziat tych skumulowanych
typow obszarowych wynosi ponad 90%, przy $redniej dla UE 93,1%. W statystykach
Stowenii i Luksemburgu jest to 100%, na Wegrzech 99,4%, w Rumunii 97,2%. Niejako
na drugim biegunie tych poréwnan sa Holandia (51,7%) oraz Wielka Brytania i Belgia
odpowiednio 71,8% i 76,3%. W rozwazanych 15 latach, w instytucjonalnie ocenianych
zmianach w powierzchni i udziale obszaréw wiejskich nie zaszly wigksze zmiany.
Jedynie w Holandii udziat obszaréw wiejskich zmniejszyt si¢ z 4,1% do 2,0%,
a w Estonii wzrost udziat obszarow posrednich z 7,7% do 8,8%.

Tabela 3. Udziat ludno$ci na obszarach wiejskich i posrednich w wybranych krajach UE w latach
200012015

o o Razem ludno$¢ na
Ludno$¢ na Ludno$¢ na obszarach b h wieiskie i
Kraje obszarach wiejskich posrednich (wiejsko-miejskie) obszarach wieyskie 1
posrednich

2000 r. 2015 . 2000 r. 2015 . 2000 r. 2015r.
Austria 43,1 40,8 27,6 27,6 70,7 68,4
Belgia 8,5 8,5 38,7 38,2 47,2 46,7
Bulgaria 14,7 13,1 70,4 68,5 85,1 81,6
Chorwacja 43,7 43,6 37,9 37,8 81,6 81,4
Cypr . . 100,0 100,0 100,0 100,0
Czechy 21,5 21,2 56,2 54,3 71,7 75,5
Dania 30,1 28,7 48,5 48,7 78,6 77,4
Estonia 48,6 45,0 13,1 11,2 61,7 56,2
Finlandia 42,6 40,2 30,6 30,4 73,2 70,6
Francja 31,6 31,2 33,6 33,6 65,2 64,8
Grecja 32,1 31,8 22,0 22,7 54,1 54,5
Hiszpania 4,0 3,5 34,3 33,7 38,3 37,2
Holandia 0,7 0,6 26,1 25,4 26,8 26,0
Irlandia 60,8 60,7 10,3 11,9 71,1 72,6
Litwa 9,3 8,7 66,4 63,6 75,7 72,3
Luksemburg . . 100,0 100,0 100,0 100,0
Lotwa 23,1 23,1 29,7 26,0 52,8 49,1

Malta . . . . . .

Niemcy 16,7 15,8 41,4 40,9 58,1 56,7
Polska 35,4 35,1 38,4 39,5 73,8 74,6
Portugalia 33,6 31,5 21,7 22,2 55,3 53,7
Rumunia 55,5 53,9 32,6 33,1 88,1 87,0
Stowacja 37,0 37,5 51,5 50,9 88,6 88,4
Stowenia 61,0 58,7 39,0 41,3 100,0 100,0
Szwecja 9,9 9,1 42,0 40,8 51,9 49,9
Wegry 19,9 19,0 62,7 63,1 82,6 82,1
Wielka Brytania 3,7 3,6 21,7 21,7 25,4 25,4
Wriochy 10,0 9,6 424 42,6 52,4 52,2
Srednia 27,9 27,0 42,2 41,8 70,1 68,8

Zr6dto: opracowanie wiasne na podstawie EUROSTAT 2018.
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Na obszarze UE w 2015 r., zamieszkiwalo ogotem 508,54 min ludnos$ci przy czym
na obszarach wiejskich i posrednich 281,68 mln, a stricte wiejskich 97,84 mln. Rozktad
udziatu ludno$ci na tych obszarach jest wysoce zdywersyfikowany. Najwigcej ludnosci
zamieszkuje na obszarach wiejskich we Francji 20,7 mln oséb oraz w Polsce
i w Niemczech, odpowiednio 13,5 i 12,9 mIn os6b. Jednak najwigkszy udziat ludnos$ci
zamieszkujacej obszary wiejskie wykazuje Irlandia (60,7%) oraz Rumunia (53,9%).
Z kolei najnizszy udziat tej kategorii analitycznej odnotowano w Holandii (0,6%),
Hiszpanii (3,5%) i Wielkiej Brytanii (3,6%). Analizujac sumarycznie te dwie kategorie
ludnosci w aspekcie miejsca zamieszkania poza Stowenig, Cyprem i Luksemburgiem
(100% ludno$ci zamieszkuje obszary wiejskie i posrednie), najwigkszy udziat tych
dwoéch grup odnotowano na Stowacji (88,4%) i w Rumunii (87,0%) a najnizszy
w Wielkiej Brytanii (25,4%) i Holandii (26,0%). W ostatnim 15-leciu odnotowano takze
niewielkie zmiany w udziale ludno$ci zamieszkujacej obszary wiejskie. Jedynie
w Stowacji nieznaczny przyrost ludnosci zamieszkujacej obszary wiejskie z 37%
do 37,5%. Natomiast nie odnotowano zmian w Belgii, na Lotwie, a w pozostatych
krajach nieznaczne zmniejszania udzialu ludnoéci zamieszkujacej na obszarach
wiejskich. Relatywnie najwigksze takie zmiany odnotowano w Estonii (spadek o 3,6
p-p-), W Austrii (spadek o 2,3 p.p.), Portugalii i Stowenii spadek odpowiednio o 2,1 p.p.
12,3 p.p. Dane charakteryzujace zmiany udziatu ludnosci zamieszkujacej ujmowane
facznie tereny wiejskie i posrednie wskazuja na rozbiezno$¢ zachodzacych przemian
pomigdzy poszczegélnymi krajami. Tak ujmowana ,wiejsko$¢” wzrosta, choc
nieznacznie, w krajach jak: Hiszpania, Irlandia, Polska i Portugalia. W pozostatych
krajach ulegta nieznaczacym obnizeniu (1,0-2,0 p.p.).

W roku 2015 w UE-28 zatrudnienie wyniosto ogotem 215804,2 tys. osob, a na
obszarach wiejskich i posrednich lacznie aktywnych ekonomicznie oséb byto ok.
117484 tys., tj. 54,4% og6lu zatrudnionych, w tym 26,7% wylacznie na obszarach
wiejskich. Najwigkszy udziat zatrudnionych na obszarach wiejskich (tab. 4) odnotowano
w Stowenii (57,7%), Irlandii (57,2%) i Rumunii (54,9%).

Tabela 4. Udziat zatrudnionych na obszarach wiejskich i posrednich w krajach UE w latach 2000 i
2015

. Zatrudnionych na Razem zatrudnionych na
Zatrudnionych na A . AT
Kraje obszarach wiejskich obsz.afach po'sr_edr_nch obszaragh w1gsk1ch i
(wiejsko-miejskie) posrednich

2000 r. 2015. 2000 r. 2015 . 2000 r. 2015 .
Austria 42,5 42,9 26,8 27,1 69,3 70,0
Belgia 7,1 7,8 37,3 39,7 44,4 47,5
Bulgaria 10,2 11,8 28,8 66,1 39,0 77,9
Chorwacja 34,5 34,6 35,1 34,9 69,6 69,5
Cypr . . 100,0 100,0 100,0 100,0
Czechy 20,1 21,4 51,5 52,9 71,6 74,4
Dania 29 27,8 48,7 47,8 71,7 75,6
Estonia 44,6 43 12,4 9,4 57,0 52,4
Finlandia 28,3 37,9 15 29,2 43,3 67,1
Francja 31,2 31,7 31,3 32,8 62,5 64,5
Grecja 48,2 29,6 35,7 23,0 83,9 52,6
Hiszpania 4,1 3,3 34,3 32,5 38,4 35,8
Holandia 0,6 0,6 25,5 25,1 26,1 25,7
Irlandia 57,3 57,2 10,7 12,0 68,0 69,2

201



. Zatrudnionych na Razem zatrudnionych na
Zatrudnionych na A . AT
Kraje obszarach wiejskich obsz.afach po‘sr'edr'nch obszaragh w1gsk1ch i
(wiejsko-miejskie) posrednich

2000 . 2015 1. 2000 r. 2015r. 2000 r. 2015r.
Litwa 9,1 8,0 65,0 62,3 74,1 70,3
Luksemburg : : 100,0 100,0 100,0 100,0
Lotwa 22,8 21,5 26,2 24,2 49,0 45,7

Malta . . . . . .

Niemcy 15,3 17,3 38,3 41,3 53,6 58,6
Polska 27,7 34,6 37,9 38,2 65,6 72,8
Portugalia 44,6 30,9 26,8 23,3 71,4 54,2
Rumunia 57,1 54,9 31,5 30,3 88,6 85,2
Stowacja 35,6 36,7 49,6 50,3 85,2 87,0
Stowenia 58,7 57,7 41,3 42,3 100 100,0
Szwecja 9,5 8,8 40,1 39,3 49,6 48,1
Wegry 18,2 17,7 62,3 63,3 80,5 81,0
Wielka Brytania 4,1 4.4 27,4 25,1 31,5 29,5
Wiochy 13,1 9,6 34,2 43,9 47,3 53,5
Srednia 26,9 26,1 39,8 41,3 66,7 67,4

Zr6dto: opracowanie wiasne na podstawie EUROSTAT 2018.

Na drugim biegunie zatrudnienia na obszarach wiejskich jest Holandia (0,6%),
Hiszpania (3,3%) i Wielka Brytania (4,4%). W Polsce udziat ten wynosi 34,6% i jest taki
sam, jak w Chorwacji i zblizony do krajow jak Stowacja (36,7%) i Finlandia (37,9%).
Na obszarach posrednich (wiejsko-miejskich) wigkszy udzial zatrudnionych niz na
obszarach wiejskich odnotowano w takich krajach jak Butlgaria (réznica 54,3%), Litwa
(roznice takze 54,3%) oraz w Stowenii i na Wegrzech, rdéznice odpowiednio 30,5%
145,6% Ogotem zatrudnienie na obszarach wiejskich 1 posrednich wynosi,
w analizowanych krajach UE 67,4%, poza Cyprem, Stowenia i Luksemburgiem (po
100%), a najwyzsze odnotowano na Stowacji (87,0%), w Rumunii (85,2%) i na
Wegrzech (81,0%), a najnizsze w Holandii (25,7%) oraz w Wielkiej Brytanii (29,5%).
W analizowanym okresie 15 lat obszary wiejskie i posrednie ujmowane tacznie
zmniejszyly swoj potencjat w tym zakresie odpowiednio o 0,8 p.p., a na obszarach
wiejskich i1 obszarach posrednich zwigkszyly o 1,5 p.p. Najwyzsze spadki zatrudnienia
na obszarach wiejskich odnotowano w Grecji o 18,6 p.p. Portugalii o 13,7 p.p. 1 we
Wioszech 3,5 p.p. Najsilniej natomiast wzrosto zatrudnienie w Finlandii i w Polsce,
odpowiednio 0 9,6 p.p. 16,9 p.p.

Ogdlny potencjal gospodarczy analizowanych krajow UE oceniany poprzez
wielko$¢ i udziat warto$ci dodanej brutto (GVA) wzrost w latach 2000 — 2015 o 53,2%,
tj. do poziomu 13261,8 mld €. Na obszarach wiejskich udziat ten wynidst w 2015 r.
ogotem 1728,5 mld €, tj. 12,3%, a tacznie na analizowanych obszarach wiejskich
i mieszanych 5778,1 mld €, tj. 43,6% ogodlnego poziomu GVA. Najwyzsza warto§é
dodana brutto wypracowywana jest na obszarach wiejskich we Francji (468,0 mln €)
oraz w Niemczech (351,8 mld €), co wynika migdzy innymi z wielkosci i ogélnie
duzego potencjatu gospodarczego zlokalizowanego na obszarach wiejskich tych krajow.
W Polsce GVA wypracowywana na obszarach wiejskich wynosi ok 97,5 mld € i jest
porownywalna z Austrig (103,4 mld €) i znacznie wyzsza anizeli w Wielkiej Brytanii
(58,9 mld€). Jednak najwyzszy udzial GVA jest wypracowywany na obszarach
wiejskich Stowenii 49,2% oraz Irlandii (46,5%) (tab. 5).
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Tabela 5. Udziat wartosci dodanej brutto (GVA) wypracowanej na obszarach wiejskich w krajach
UE w latach 2000 i 2015

Udzial GVA na Udziat GVA na obszarach Razem Udzm. GVA
Kraje obszarach wiejskich posrednich (wiejsko-miejskie) na ob_szargch wie) skich
i po$rednich

2000 r. 2015r. 2000 r. 2015 . 2000 r. 2015r.
Austria 324 33,8 31,2 30,9 63,6 64,7
Belgia 5,4 5,3 33,7 34,7 39,1 40,0
Bulgaria 11,1 9,2 63,3 51,1 74,4 60,3
Chorwacja 37,3 34,0 333 32,6 70,6 66,6
Cypr - - 100,0 100,0 100,0 100,0
Czechy 19,1 18,0 473 45,5 66,4 63,5
Dania 26,0 23,5 43,7 42,4 69,7 65,9
Estonia 34,5 30,0 8,4 6,5 42,9 36,5
Finlandia 34,4 34,1 28,6 26,9 63,0 61,0
Francja 25,7 23,9 29,6 28,0 55,3 51,9
Grecja 26,8 25,5 18,8 18,1 45,6 43,6
Hiszpania 33 3,1 31,0 30,6 34,3 33,7
Holandia 0,6 0,5 22,0 21,5 22,6 22,0
Irlandia 50,3 45,3 8,7 10,6 59,0 55,9
Litwa 5,7 52 58,3 54,6 64,0 59,8
Luksemburg . . 100,0 100,0 100,0 100,0
Lotwa 14,4 14,3 19,9 16,7 34,3 31,0

Malta . . . . . .
Niemcy 12,6 12,9 35,3 35,6 47,9 48,5
Polska 26,1 25,5 34,0 34,5 60,1 60,0
Portugalia 27,1 26,8 17,5 19,1 44,6 45,9
Rumunia 43,0 37,1 333 34,1 76,3 71,2
Stowacja 29,8 28,8 45,4 43,0 75,2 71,8
Stowenia 52,3 49,2 47,7 50,8 100,0 100,0
Szwecja 8,4 7,5 36,5 34,0 44,9 41,5
Wegry 13,6 12,0 51,5 51,6 65,1 63,6
Wielka Brytania 2,7 2,6 19,7 19,2 22,4 21,8
Wiochy 8,9 8,8 41,7 41,2 50,6 50,1
Srednia 22,1 20,7 38,5 37,5 60,6 58,2

Zrodto: opracowanie whasne na podstawie EUROSTAT 2018.

Okoto jednej trzeciej GVA tworzone jest na obszarach wiejskich takich krajow jak
Austria (33,8%), Chorwacja (34,0%), Estonia (30,0%), Finlandia (34,1%) i Rumunia
(37,1%). Polska z udziatem 25,5% jest podobna pod tym wzglgdem do Portugalii
(26,8%), Grecji (25,5%) oraz Francji (23,9%) i Finlandii (34,1%). Sredni udziat GVA
wytwarzanego na obszarach wiejskich ogétem w krajach UE w roku 2015 jest o 18,2
p.p. nizszy niz na obszarach posrednich. Zdecydowanie wyzszy udzial GVA
wypracowywany jest na obszarach posrednich w Belgii (o 29,4 p.p.), Bulgarii (o 41,9
p.p.) oraz Niemczech (o 22,7 p.p.), ale takze na Wegrzech (o 39,6 p.p.). W Polsce
roznice w tym zakresie nie sg tak wielkie i wynosza tylko okoto 9 p.p. Wyzsze GVA
wypracowywane jest na obszarach wiejskich anizeli posrednich w takich krajach jak
Finlandia (o 7,2 p.p.), Grecja (o 7,4 p.p.) oraz Portugalia (o 7,7 p.p.).
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Analiza statystyczna obszarow wiejskich

Hierarchiczna metoda grupowania pozwolila na przedstawienie w formie graficznej
sekwencji procesu laczenia (badz dzielenia) podgrup. Jej wyniki zaprezentowano
w formie dendrogramu. Finalne skupienia otrzymano przez obcigcie dendrogramu
na wybranym poziomie. Dla Chorwacji, Cypru, Luksemburga i Malty braki danych
odnosnie udzialu obszarow wiejskich skutkowaty wykluczeniem tych obiektow z analizy
taksonomicznej. Na kolejnych wynikach segmentacji panstwa z brakami danych sa
prezentowane z przynaleznoscia do grupy ,zero” (oznaczanej symbolem”0”).
Grupowanie przeprowadzone dla danych reprezentujacych obszary wiejskie w UE
odzwierciedla rysunek 1. Analize skupien przeprowadzono w oparciu o osiem
zmiennych — cztery charakterystyki podstawowe: udzial powierzchni obszarow
wiejskich, odsetek ludnosci na obszarach wiejskich, odsetek zatrudnionych na obszarach
wiejskich, udziat obszarow wiejskich w tworzeniu wartosci dodanej brutto danego kraju.
Do badania wlaczono takze indeksy zmian dla wskazanych zmiennych pomigdzy
pierwszym i ostatnim okresem analizy.

Austria
Estonia
Finlandia
Grecja
Portugalia
Irlandia
Rumunia
Stowenia
Belgia
Wielka Brytania
Butgaria
Szwecja
Wtochy
Hiszpania
Litwa
Holandia
Czechy
totwa
Niemcy
Wegry
Dania
Francja
Polska
Stowacja

TP TT

100 200 300 400
Odlegto$¢ wigzania skupien
Rysunek 1. Grupowanie krajow UE ze wzgledu na cechy opisujace wazno$¢ obszaréw wiejskich (analiza
skupiefi, metoda hierarchiczna)
Zrodlo: opracowanie wiasne na podstawie EUROSTAT 2018.

Separacja dendrogramu przeprowadzona na odlegloéci 100 wigzan skutkuje
wydzieleniem trzech grup panstw. Kazde ze skupien wyrdznionych metoda
taksonomiczng sktada si¢ z osSmiu obiektow. W sktad grupy pierwszej weszty: Belgia,
Bulgaria, Hiszpania, Holandia, Litwa, Szwecja, Wielka Brytania oraz Wtochy. Grupg
druga utworzyly Austria, Estonia, Finlandia, Grecja, Irlandia, Portugalia, Rumunia i
Stowenia. Skupienie trzecie zostalo uformowane w oparciu o Czechy, Danig, Francje,
Lotwe, Niemcy, Polske, Stowacje oraz Wegry. W tabeli 6 zamieszczono najwazniejsze
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charakterystyki réznicujace zidentyfikowane grupy panstw ze wzglgdu na rolg obszarow
wiejskich. W tabeli tej przedstawiono rowniez odpowiednie statystyki dla grupy
oznaczonej numerem zero, ktorej wydzielenie nie wynika z grupowania procedurg
taksonomiczng, ale jest poklosiem brakow danych dla niektorych z rozpatrywanych
zmiennych.

Najwazniejszym czynnikiem zroznicowania dla obszaréw wiejskich UE zdaje sig
by¢ udzial powierzchni tej kategorii w ogodle terytorium kraju. 76,85% odsetkiem
obszarow wiejskich charakteryzuje si¢ skupienie drugie. Warunkuje to posrednio
wysokie udzialy pozostatych z rozwazanych wyréznikow — w szczego6lnosci odsetka
ludnosci zamieszkujacej na obszarach wiejskich oraz udziatu zatrudnionych na
obszarach wiejskich. W grupie drugiej stosunkowo nizszy jest natomiast udzial wartosci
dodanej brutto wytwarzanej na obszarach wiejskich (35,36%). Skupienie to mimo
najwyzszych wartosci kazdej ze zmiennych cechuje si¢ ich najnizszym zréznicowaniem
wzglednym (mierzonym wspotczynnikiem zmiennosci). Nieznacznie wigksza dyspersje
rozwazanych cech obserwowano w grupie trzeciej. Natomiast najwyzsze zrdznicowanie
(poréwnywalne ze $rednim dla catosci zbioru) kazdej ze zmiennych opisujacych
wazno$¢ obszarow wiejskich odnotowano z grupie pierwszej. Kontrastowo do skupienia
o najwyzszych wartosciach, w grupie pierwszej wystgpuja najnizsze wartosci
poszczegolnych cech. Dodatkowo, mimo $redniego 20,68% udziatu obszaréw wiejskich
srednie wartosci pozostatych trzech wskaznikéw oscyluja jedynie w granicach 5-7%.
Grupa trzecia wykazuje analogie pod wzgledem struktury wskaznikow do skupienia
drugiego, jednak wartosci cech sa w niej nizsze minimum o jedna trzecia.

Tabela 6. Charakterystyka grup wyréznionych metoda analizy skupien dla obszaréw wiejskich

. . Grupy wyr6znione dla obszaréw wiejskich
Ocemane zmienne
0 1 2 3 Ogodtem
N . 8 8 8 24
Odsetek Srednia . 20,68 76,85 4331 46,95
powierzchni Wspotczynnik zmiennosci . 46,9% 10,4% 21,1% 53,4%
Obszal:éz Rozstep . 30,44 23,96 26,29 87,89
SEAOW
wiejskich (%) mum . 211 6603 27,59 2,11
Maksimum . 32,55 90,00 53,89 90,00
N 1 8 8 8 25
Srednia 43,65 7,09 4531 26,45 26,98
Odsetek ludnosci |wgptezynnik zmiennosci 57.8%|  25,1%|  29.7%|  65.9%
na obszarach
wicjskich (%)  |Rozstep 0,00 12,51 29,21 21,70 60,06
Minimum 43,65 0,63 31,47 15,79 0,63
Maksimum 43,65 13,14 60,69 37,50 60,69
N 1 8 8 8 25
Srednia 34,57 6,80 4426 26,09 26,07
Odsetek
zatrudnionych na Wspotczynnik zmiennosci 54,3% 25,6% 29,3% 65,9%
obszarach Rozstep 0,00 11,20 28,15 19,43 57,11
sraracn
wiejskich (%) |G 34,57 0,63 2959 1727 0,63
Maksimum 34,57 11,83 57,74 36,70 57,74
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. . Grupy wyr6znione dla obszaréw wiejskich
Oceniane zmienne 0 | 5 3 O
goélem
N 1 8 8 8 25
Odsetek wartosci |Srednia 34,00 5,27 35,36 19,87 20,72
?3‘3;1:? brutto  |wspotezynnik zmiennosci 58.8%|  24,5%|  322%|  67.4%
na
obszarach Rozstep 0,00 8,61 23,74 16,82 48,67
wiejskich (%) Minimum 34,00 0,55 25,48 12,01 0,55
Maksimum 34,00 9,16 49,22 28,83 49,22

Zrodto: opracowanie whasne na podstawie EUROSTAT 2018.

Analize taksonomiczng przeprowadzano w oparciu o cztery przedstawione powyzej
wskazniki oraz indeksy ich zmiany w okresie badania, a do oceny podstaw
zrdznicowania wylonionych skupien wykorzystano technologi¢ drzew klasyfikacyjnych
i regresyjnych (C&RT). Metodologia ta umozliwia ustalenie wagi poszczegoélnych
zmiennych dla dokonanego grupowania. W tabeli 7 zaprezentowano wage
poszczegdlnych predykatorow w procesie dyskryminacji wyodrgbnionych grup
taksonomicznych. Oszacowania wskazuja na dominujaca rol¢ w tym zakresie cech
zaprezentowanych w tabeli 6. Metoda drzew klasyfikacyjnych sugeruje, ze
najwazniejszym wyrdznikiem jest odsetek obszarow wiejskich. Natomiast pozostale trzy
cechy maja porownywalny, ale mniejszy wplyw na rozréznienie migdzy grupami.
Indeksy zmian dla rozpatrywanych zmiennych dyskryminuja skupienia w znacznie
mniejszym zakresie. Najwazniejszym z nich jest ,,Zmiana udzialu zatrudnionych na
obszarach wiejskich”, a najmniej oddzialujacym ,,Zmiana udziatu obszaréw wiejskich w
tworzeniu warto$ci dodanej brutto”.

Tabela 7 Waznos¢ predyktorow w procesie dyskryminacji przynaleznosci do grup wyréznionych
dla obszaréw wiejskich metoda drzew klasyfikacyjnych i regresyjnych (C&RT)

Zmienna Ranga Waznos$é

Odsetek powierzchni obszaréw wiejskich (t RUR) 100 1,000
Udziat ogétu zatrudnionych na obszarach wiejskich (e RUR) 76 0,760
Odsetek ludnosci zamieszkujacej na obszarach wiejskich (p_ RUR) 76 0,760
Udziat obszarow wiejskich w tworzeniu wartoéci dodanej brutto (G_RUR) 76 0,760
Zmiana udziatu zatrudnionych na obszarach wiejskich (v_eR) 39 0,391
Zmiana udziatu ludno$ci na obszarach wiejskich (v_pR) 29 0,294
Zmiana powierzchni obszaréw wiejskich (v_tR) 27 0,268
Zmiana udzialu obszaréw wiejskich w tworzeniu wartosci dodanej brutto

(v GR) 12 0,124

Zrodto: opracowanie whasne na podstawie EUROSTAT 2018

Istot¢ wplywu zmiennych bedacych podstawa formowania skupien metoda
taksonomiczna na ich ostateczny ksztalt odzwierciedla struktura drzewa
klasyfikacyjnego przedstawiona na rysunku 2.

Ukazuje ona, ze w pierwszej kolejno$ci wyrdznione grupy rdznia si¢ najbardziej ze
wzgledu na udziat obszaréw wiejskich w tworzeniu wartosci dodanej brutto. Kraje grupy
pierwszej cechuja si¢ niskim odsetkiem wartosci dodanej brutto (we¢zet 2: ponizej
10,6%).
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Rysunek 2. Dyskryminacja przynaleznosci do grup wyréznionych dla obszaréw wiejskich (metoda drzew
klasyfikacyjnych i regresyjnych C&RT)
Zrodto: opracowanie wlasne na podstawie EUROSTAT 2018.

Pozostale panstwa zakwalifikowane do wezta 3 w najwigkszym stopniu sa roznicowane
ze wzgledu na udzial terytorialny obszarow wiejskich. Na kolejnym etapie wezet ten jest
dzielony na podgrupe o warto$ciach wskaznika ponizej 60% (skupienie trzecie) oraz
podgrupe, w ktorej udzial obszarow wiejskich w tendencji przekracza 60% (skupienie
drugie).

Podsumowanie

Podziat obszaréw wiejskich w krajach Unii Europejskiej na trzy kategorie delimitacji, tj.
obszary wiejskie, posrednie (wiejsko-miejskie) i miejskie ma charakter sformalizowany i
stanowi podstawe ich klasyfikacji w statystykach EUROSTAT. Przeprowadzone badania
obejmowaly analizy i oceny zrdéznicowania oraz wielowymiarowo$¢ i1 znaczenie
powyzej wskazanych dwoch kategorii wiejskosci. Dla wybranych czterech zmiennych
opisujacych; powierzchni¢ obszaréw wiejskich, udziat ludnos$ci, udziat zatrudnionych i
udzial w wypracowanej wartosci dodanej brutto (GVA) wykonano analizy tabelaryczne,
analizg¢ skupien oraz dokonano typologii wyréznionych grup krajéw przy zastosowaniu
techniki drzew klasyfikacyjnych.

Przeprowadzone badania wskazaly na wielowymiarowe zréznicowanie obszaréw
wiejskich oraz ich duze, a nawet dominujace, znaczenie w gospodarce poszczegdlnych
krajow. Na wydzielonych stricte obszarach wiejskich krajow UE, ktére stanowia 44,14%
powierzchni ladowej, zamieszkuje 19,24% ludnos$ci. Najwigksza powierzchnig obszarow
wiejskich ma Francja i Finlandia (odpowiednio 340,82 tys. km® i 278,88 tys. km’.
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Natomiast najwigkszy udziat obszarow stricte wiejskich wykazuja takie kraje jak: Irlandia,
Finlandia i Estonia tj. odpowiednio 90,0, 82,4 i 81,6%. Na przeciwnym biegunie tego
podziatu jest Holandia (2,1%), Litwa (13,6%) i Hiszpania (16,9%). Na obszarach wiejskich
krajow UE zamieszkuje 97,8 min mieszkancow, tj. 19,2% mieszkancow UE, a na
obszarach wiejskich i posrednich 55,3%. Najwigkszy udzial ludnosci mieszkajacej na
obszarach wiejskich wykazuje Irlandia (60,7%) i Rumunia (53,9%). Z kolei najmniejszy
udziat tej kategorii analitycznej odnotowano w Holandii (0,6%) i Hiszpanii (3,5%). Na
obszarach stricte wiejskich zatrudnionych jest 18,9% ludnos$ci aktywnej zawodowo, a na
obszarach wiejskich i posrednich 54,4%. Powyzej 50% ludnosci znajduje zatrudnienie na
obszarach wiejskich, a takich krajow jak Stowenia (57,7%), Irlandia (57,2%) i Rumunia
(54,9%). Jednakze na obszarach wiejskich wytwarza si¢ tylko 13,0% wartosci dodanej
brutto (GVA), a na obszarach wiejskich i posrednich 43,6%. Pod wzgledem udzialu GVA
wypracowanej na obszarach wiejskich dodatnio wyrdzniaja si¢ takie kraje jak Stowenia
(49,2%) 1 Irlandia (46,5%), a najmniejszy udzial odnotowano w Holandii (0,5%), Wielkiej
Brytanii (2,6%) oraz Hiszpanii (3,1%).

Analiza skupien przeprowadzona dla o§miu zmiennych — tj. czterech analizowanych
powyzej wskaznikow charakteryzujacych obszary wiejskie oraz indeksy ich zmian w okresie
badania — pozwolita na wyodrebnienie trzech homogenicznych grup panstw. Polska oraz
kraje, jak: Czechy, Dania, Francja, Lotwa i Niemcy znalazty si¢ w skupieniu trzecim.
Czynnikiem najsilniej réznicujacym obszary wiejskie w krajach UE jest udziat ich
powierzchni w ogdlnej powierzchni kraju. Najwyzszym odsetkiem obszarow wiejskich
(76,85%) oraz najnizszym zréznicowaniem wyroznia si¢ skupienie drugie (Austria, Estonia,
Finlandia, Grecja, Irlandia, Portugalia, Rumunia i Stowenia). Kontrastowo, w grupie tej
stosunkowo niski jest udziat wartosci dodanej brutto (GVA) wytwarzanej na obszarach
wiejskich (35,36%). Odmiennie, w grupie pierwszej (Belgia, Bulgaria, Hiszpania, Holandia,
Litwa, Szwecja, Wielka Brytania oraz Wiochy) ze $rednim 20,7% udzialem obszaréw
wiejskich wystepuja najnizsze wartosci poszczegélnych cech oraz ich najwyzsze
zroznicowanie. Grupy druga oraz trzecia posiadaja podobne struktury rozpatrywanych
wskaznikow, jednak warto$ci cech sa wyraznie nizsze w skupieniu trzecim.
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Summary

The study undertakes the problem of identifying, cataloguing, and evaluating rural areas and
intermediate areas of European Union countries, for four selected variables which describe: area,
share of population, share of employed, and share of gross value added (GVA). Tabular analyses
and cluster analysis ware conducted, and the statistical information was differentiated through
classification trees. The research revealed multidimensional diversification of rural areas and their
meaningful, although diverse, relevance within the economic systems of individual countries.
34,7% of the EU population reside in strictly rural areas, which make up 49,7% of the EU
geographic area. The share of employed in rural areas in the EU amounts to 26,7%. Additionally,
the contribution of the rural areas to elaborated gross value added adds up to 13%. The taxonomy
resulted in the extraction of three groups (clusters), each containing eight countries. According to
that comprehensive evaluation of rural areas, Poland is similar to the Czech Republic, Denmark,
France, Latvia and Germany.
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Rola audytu wewnetrznego w ocenie wydatkow
samorzgdow miejskich

THE ROLE OF INTERNAL AUDIT IN THE EVALUATION
OF URBAN LOCAL GOVERNMENT EXPENDITURES

Artykut przedstawia role oraz zadania audytu wewnetrznego w ocenie wydatkow publicznych
w wybranym obszarze na przykladzie samorzqdow miejskich w Lodzi, Piotrkowie Trybunalskim
oraz Skierniewicach. W toku badan ustalono m.in., Ze audyt wewnetrzny poprzez swoje zadania
przyezynia sie do racjonalniejszego wydatkowania srodkow finansowych z budzetu miasta na
dziatania administracji publicznej. Ponadto wykazano rowniez, Ze audyt wewnetrzny jest
pomocnym narzedziem w dbaniu o ponoszenie uzasadnionych wydatkow przez jednostki sektora
finansow publicznych. Ocena oraz monitorowanie wydatkow jest powinnosciq wiadzy publicznej
w celu zapewnienia racjonalnej gospodarki finansowej danej jednostki samorzqdu terytorialnego.

Celem artykutu jest przedstawienie audytu wewnetrznego jako istotnego narzedzia wsparcia
organow miasta w ocenie wydatkow gmin miejskich w wybranym obszarze. Na potrzeby niniejszej
publikacji jako przyktad do analizy wybrano jednostki samorzqdu terytorialnego z wojewodztwa
todzkiego tj. miasta na prawach powiatu.

W niniejszym artykule jako metody badawcze wykorzystano studium przypadku, metode
analityczng, metode wnioskowania oraz metode badania dokumentow. Do przeprowadzenia
niezbednych analiz wykorzystano materialy udostepniane przez badane podmioty oraz dane
dostepne w rejestrach publicznych, gromadzonych przez uprawnione do tego instytucje.

Slowa kluczowe: finanse publiczne, audyt wewngtrzny, samorzad terytorialny
JEL Codes: H-72, H-83

Wprowadzenie

Finanse samorzadu terytorialnego powinny by¢ wydatkowane racjonalnie, zasadnie oraz
adekwatnie do poziomu dochodow i ogoélnego stanu §rodkdéw finansowych w budzecie
danej jednostki. Racjonalne wydatkowanie srodkow publicznych ma miejsce gdy jest
celowe, oszczgdne, terminowe, wynika z uchwaty budzetowej oraz jest zgodne z
przyjetymi przez jednostke planami finansowymi.' Nie jest to mozliwe bez sprawowania
nadzoru i kontroli nad tym procesem. Przydatnym narzedziem w tym zakresie jest audyt
wewnetrzny, ktory poprzez swoje zadania dostarcza poszczegdlnym interesariuszom
informacji 1 wskazoéwek dotyczacych sytuacji finansowej jednostki samorzadu
terytorialnego. Prawidlowos$¢, zasadno$¢ 1 racjonalno$¢ wydatkowania $rodkow

' J. Szomo-Koguc, Racjonalnosé¢ wydatkéw publicznych a realizacja budzetowej zasady jednosci [w:]
Gtuchowski, J., Pomorska, A., Szolo-Koguc, J. (red.), Ekonomiczne i prawne problemy racjonalizacji
wydatkow publicznych, Tom 1: Racjonalizacja wydatkéow publicznych [ uwarunkowania i instrumenty,
Uniwersytet Marii Curie — Sklodowskiej, Lublin, 2005 r., s. 140.
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publicznych jest kluczowa dla procesu realizacji budzetu danej jednostki samorzadu
terytorialnego. Kazdy wydatek powinien by¢ zgodny z planem budzetu na dany rok oraz
odpowiednio udokumentowany i zaewidencjonowany w systemach finansowo —
ksiggowych jednostki. Ocena wydatkdéw moze obejmowac roézny zakres w zaleznosci
od celow realizowanego audytu.” Rola audytu wewnetrznego jest m.in. przeprowadzenie
oceny planowania i realizacji budzetu jednostki. Zatem audyt wydatkow jest jednym z
kluczowych obszar6w do prowadzenia oceny funkcjonowania Jednostkl sektora
finans6w publicznych przede wszystkim w zakresie reahzaCJl budzetu.” Kazdorazowo
audyt wewngetrzny w wybranym obszarze wydatkéw powinien obejmowac poszczegdlne
wydatki ekwiwalentne i redystrybucyjne. Warto wspomnieé, ze koncowa ocena audytora
w zakresie poszczegdlnych wydatkéw powinna uwzgledniaé szereg ograniczen sektora
publicznego, ktére dotycza choéby polityki zakupowej czy tez zasad budzetowania.*

Samorzad terytorialny realizuje wiele zadan wilasnych i zleconych z zakresu
administracji rzadowej w ramach, ktorych $wiadczy ustugi publiczne na rzecz danej
spotecznosci. Obowiazujacy w Polsce system administracji publicznej, wyznaczyt
administracji samorzadowej bardzo wazng rol¢ stuzebna na rzecz danej wspdlnoty
(regionalnej lub lokalnej). Najwigkszy wptyw na biezace zycie kazdego mieszkanca ma
dziatalno$¢ samorzadu terytorialnego na szczeblu gminy (w tym miasta na prawach
p0w1atu) Gmina zapewnia swojej spotecznosci lokalnej ustugi pubhczne bez ktorych
nie jest mozliwe biezace funkqonowanle danej spotecznos$ci i rozwdj spoteczno
— gospodarczy. Realizacja tych zadan nie jest mozliwa bez odpowiedniej infrastruktury
technicznej, zasobow kadrowych oraz srodkéw finansowych.

Wykonywanie przez gming jej ustawowych zadan wymaga ponoszenia wydatkéw
na ich realizacj¢ w tym takze zwiazanych z funkcjonowaniem administracji publiczne;j.
Realizacja zadan przez samorzad gminny finansowana jest z danin publicznych, na ktore
sktadaja si¢ poszczegodlni mieszkancy zgodnie z obowiazujacymi przepisami prawa
w tym zakresie. W zwiazku z tym bardzo istotne jest, aby s$rodki finansowe
zgromadzone w budzecie kazdej jednostki samorzadu terytorialnego byty wydatkowane
zgodnie z prawem i w zakresie niezbednym do skutecznej realizacji zadan. Prowadzenie
racjonalnej gospodarki finansowej (w tym zroéwnowazenia budzetu gminy w zakresie
dochodow 1 wydatkow) wymaga od jej kierownictwa sprawowania adekwatnego
do potrzeb nadzoru nad dochodami i poszczegélnymi wydatkami z jej budzetu.” Bardzo
wazne jest przy tym prowadzenie weryfikacji wydatkéw pod katem mozliwosci ich
sfinansowania, czyli pokrycie danego wydatku z dochodéw do budzetu gminy.°

Jednym z obszaréw dziatania samorzadu, ktory generuje znaczne koszty dziatania
kazdej gminy sa wydatki na administracje publiczng. Wydatki w powyzszym obszarze
budza znaczne zainteresowanie poszczegdlnych interesariuszy w gminie (mieszkancow,
przedsigbiorcow itd.). W zwiazku z tym istotne jest, aby réwniez w tym obszarze
racjonalnie wydatkowano s$rodki publiczne z budzetu gminy. Istotne zadania w tym
zakresie realizuje audyt wewngetrzny, ktory dokonuje oceny poszczegélnych obszarow

2 . Pfaff, Rewizja finansowa, Uniwersytet Ekonomiczny w Katowicach, 2011 r. s. 72-77.

3 A. Zabka, Efficiency of budget expenditure inthe process of creating framework conditions for local
development. Planing and evaluation, Wyzsza Szkota Finanséw i Prawa, Bielsko — Biata, 2017 r., s. 56-59.
4J.E. Stiglitz, Ekonomia sektora publicznego, PWN, Warszawa 2004 r., s. 235-237.

> M. Gazda, O procesie racjonalizacji wydatkéw publicznych, Ruch Prawniczy, Ekonomiczny i Socjologiczny,
VOL 78, NR 1 (2016), Uniwersytet Adama Mickiewicza w Poznaniu, s. 169-179.

® M. Dylewski, B. Filipiak, M. Gorzatczynska-Koczkodaj, Finanse samorzqdowe. Narzedzia, decyzje, procesy,
PWN, Warszawa 2006 1., s. 184-186.
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dziatania danej jednostki sektora finanséw publicznych. Ocena audytu wewngtrznego
obejmuje wszystkie aspekty i obszary dzialania danej jednostki ze szczegdlnym
zwroceniem uwagi na oceng realizacji jej budzetu. Zatem audyt wydatkow jednostki
samorzadu terytorialnego na funkcjonowanie samorzadowej administracji publicznej
stanowi istotny obszar, ktory zastuguje na analizg oraz oceng.

Audyt wewnetrzny w jednostkach sektora finansow publicznych

Zasady funkcjonowania audytu wewngtrznego oraz obligatoryjny obowiazek jego wdrazania
w poszczeg6lnych jednostkach sektora finanséw publicznych zostaty uregulowane w ustawie
z dnia 27 sierpnia 2009 r. o finansach publicznych. Ustawa okreslita réwniez niezbgdne
kwalifikacje i kryteria jakie musi spetni¢ osoba wykonujaca zawod audytora wewngtrznego.
Gloéwnym celem audytu wewngtrznego jest usprawnienie systemu sprawowania nadzoru i
kontroli nad dziatalnoécia danej jednostki, szczegdlnie w zakresie gospodarki finansowej.
Szczegotowe zasady prowadzenia audytu wewngtrznego w jednostkach sektora finansow
publicznych, raportowania o jego wynikach i zasady sprawozdawczosci w tym zakresie
zostaty okreslone w Rozporzadzeniu Ministra Finansow z dnia 4 wrzesnia 2015 r.” Audyt
wewngtrzny w Polsce jest realizowany zgodnie z migdzynarodowymi zasadami, wytycznymi
oraz metodami pracy. Przyczynit si¢ do wielu zmian w jednostkach sektora finansow
publicznych, ktére obejmowaly m.in. wdrozenie procesu identyfikacji i1 zarzadzania
ryzykiem, zwigkszenie nadzoru i kontroli nad realizacja zadan, usprawnienie poszczegdlnych
procesow objetych audytem itd.

Audyt wewngetrzny zgodnie z tre$cig art. 272 ustawy o finansach publicznych
z 2009 r. jest ,dzialalnosciq niezaleing i obiektywnaq, ktorej celem jest wspieranie
ministra kierujqcego dziatem lub kierownika jednostki w realizacji celow i zadan przez
systematyczng ocene kontroli zarzqdczej oraz czynnosci doradcze, ocena dotyczy
w szczegolnosci adekwatnosci, skutecznosci i efektywnosci kontroli zarzqdczej w dziale
administracji rzadowej lub jednostce”. ® Warto wspomnieé, ze kierownicy jednostek
sektora finans6w publicznych w efekcie wprowadzenia audytu wewngtrznego uzyskali
nowy instrument wspomagajacy procesy podejmowania decyzji, zarzadzania ryzykiem
oraz gospodarowania finansami bgdacymi w dyspozycji organu wladzy publiczne;j.
Audyt wewngtrzny z uwagi na swoja niezalezno$¢ i brak zaangazowania w bezposrednia
dziatalno$¢ operacyjna jednostki przedstawia obiektywna oceng badanego obszaru
i proponuje jego usprawnienie. Audytorzy wewngtrzni w swojej pracy musza kierowaé
si¢ migdzynarodowymi standardami pracy oraz zasadami kodeksu etyki audytora
wewngtrznego. Standardy stanowia dla audytorow wewngtrznych podstawowe
wytyczne, okreslajace sposob prowadzenia przez nich swoich czynnoéci oraz zadan im
przypisanych, w sposob zapewniajacy wysoka jakos¢ wykonywanej pracy, obiektywizm,
niezaleznos¢ oraz profesjonalizm. Zachowanie obiektywnej, bezstronnej oceny
audytowanego procesu zapewnia kierownikowi jednostki sektora finanséw publicznych
rzetelny oglad sytuacji podmiotu w zakresie gospodarki finansowe;.

Glownym celem audytu wewnetrznego jest wsparcie kierownictwa jednostki poprzez
systematyczna oceng poszczegélnych obszarow dziatania danej instytucji, przy
jednoczesnym uwzglednieniu oceny potencjalnych ryzyk. Ryzyko mozna zdefiniowac jako

" Rozporzqdzenie Ministra Finanséw z dnia 4 wrzesnia 2015 r. w sprawie audytu wewnetrznego oraz
informacji o pracy i wynikach tego audytu (tj. Dz. U. z 2018 r., poz. 506).
8 Ustawa z dnia 27 sierpnia 2009 r. o finansach publicznych (tj. Dz. U. z 2019 1., poz. 869), art. 272.
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,mozliwos¢ wystqpienia zdarzenia, ktore bedzie miato wplyw na organizacje. Istniejq dwa
zrodia ryzyka: zagrozenie bezposrednie (zdarzenie szkodliwe), ktore powodujq, ze cele nie
zostanq osiqgniete, szanse (zdarzenia korzystne), ktore dajq mozliwos¢ skuteczniejszego
osiagniecia celow”.” Audytorzy podczas swojej pracy obejmujacej glownie analize i
weryfikacj¢ dokumentacji zrodtowej (bedacej podstawa do wydania oceny w badanym
obszarze) musza kazdorazowo identyfikowal oraz szacowal potencjalne ryzyka
wystepujace w tym obszarze. Analiza ryzyka w zakresie badanego obszaru musi odnosi¢
si¢ rowniez do wdrozonego przez kierownictwo systemu kontroli wewnetrznej."
Audytorzy wewngetrzni podczas prowadzenia czynnosci audytowych w  zakresie
realizowanego audytu (np. dochodoéw lub wydatkow), zobligowani sa do weryfikacji i
oceny funkcjonujacego w jednostce systemu kontroli zarzadczej."' Kontrola zarzadcza to
,,0801 dziatan podejmowanych dla zapewnienia realizacji celow i zadan w sposob zgodny z
prawem, efektywny, oszczedny i terminowy. Celem kontroli zarzqdczej jest zapewnienie w
szczegolnosci:  zgodnosci  dzialalnosci  z  przepisami prawa oraz procedurami
wewnetrznymi,; skutecznosci i efektywnosci dziatania; wiarygodnosci sprawozdan, ochrony
zasobow, przestrzegania i promowania zasad etycznego post@zpowania; efektywnosci i
skutecznosci przeplywu informacji; zarzqdzania ryzykiem”."* Kontrola badz audyt
wydatkéw jest zalecana przez ekspertow np. Banku Swiatowego narzedzie do
prawidlowego zarzadzania budzetem przez samorzady."

Audytorzy wewngtrzni realizujac swoje zadania oceniaja m.in. proces gromadzenia
srodkow budzetowych, systemy egzekucji naleznosci, proces planowania budzetu
jednostki oraz jego realizacje w poszczegdlnych obszarach. Zajmuja si¢ réwniez
weryfikacja prawidlowego ewidencjonowania operacji finansowych w systemach
finansowo — ksiggowych. Audyt wewngtrzny prowadzac oceng danego zagadnienia
(np. planowania budzetu) przyczynia si¢ do ujawnienia ewentualnych nieprawidtowos$ci
lub efektywniejszego gospodarowania posiadanymi przez jednostke $rodkami
finansowymi. Ponadto audyt przyczynia si¢ do identyfikacji i ograniczania ryzyk oraz
oszczednosci np. poprzez zmniejszenie kosztow dziatania jednostki."

Audytorzy swoje wyniki pracy (sprawozdanie z audytu) przedstawiaja
kierownikowi jednostki sektora finansow publicznych, ktéry na jego podstawie
podejmuje kluczowe decyzje w odniesieniu do badanego obszaru.” Bardzo duza
dynamika zmian jaka nastgpuje w otoczeniu prawnym i gospodarczym jednostek sektora
finansow publicznych sprawia, ze audyt wewngtrzny staje si¢ kluczowym instrumentem
wsparcia kierownikow jednostki, a jego dzialania przyczyniaja si¢ do poprawy
gospodarki finansowej podmiotu.

? K. Czerwinski, Audyt wewnetrzny, InfoAudit Sp. z 0.0., wyd. 1, Warszawa 2004 r., s. 60.

YR, Moeller, Nowoczesny audyt wewnetrzny, Wolters Kluwer Polska, Warszawa 2011 r., s. 47.

"' T. Kiziukiewicz, H. Szymanska, Kontrola zarzaqdcza w jednostkach sektora finanséw publicznych [w:]
T. Kiziukiewicz (red.), Audyt wewnetrzny w strukturze kontroli zarzqdczej, Difin, Warszawa 2013 r., s. 40-44.
"2 Ustawa z dnia 27 sierpnia 2009 r. o finansach..., art. 68.

' L. Morrell, M. Kopanyi, Managing Local Expenditures [w:] C. Farvacque-Vitkovic, M. Kopanyi (red.),
Municipal Finances. A Handbook for Local Governments, International Bank for Reconstruction and
Development / The World Bank, Washington DC, 2014 r. s. 220.

“KH Spencer Pickett, The internal auditing handbook. Third edition, John Wiley & Sons Ltd, West Sussex,
United Kingdom, 2010 r., s. 179-182.

'S H. Grocholski (red.), Praktyczne aspekty audytu wewnetrznego. Tom I, Instytut Rachunkowosci i Podatkow,
Warszawa 2004 r., s. 11-12.
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Rola audytu wewngtrznego w ocenie wydatkow na administracje
publiczng w badanych samorzadach miejskich

Ponoszenie wydatkdw przez jednostke sektora finanséw publicznych jest jednym z
kluczowych procesow realizowanych w ramach systemu finanséw publicznych, ktory
poddawany jest ocenie przez uprawnione do tego zewngtrzne organy kontroli jak rowniez
przez niezaleznych audytorow wewngtrznych zatrudnionych w danej jednostce. Audytorzy
wewnetrzni na podstawie prowadzonej analizy ryzyka wyznaczaja obszary, ktore powinny
by¢ przez nich objgte niezalezna oceng w jednostce. Wérod tych obszarow kluczowa jest
gospodarka finansowa danej jednostki. Sektor finansow publicznych obejmuje bardzo
duzo podmiotéw, w tym rowniez jednostki samorzadu terytorialnego.

Poszczegdlne jednostki sektora finansow publicznych realizuja swoje zadania
w oparciu o srodki finansowe gromadzone zgodnie z obowiazujacymi przepisami prawa
regulujacymi m.in. ich dochody. Srodki publiczne powinny by¢ wykorzystywane
efektywnie, skutecznie oraz zgodnie z ich przeznaczeniem okre$lonym przepisami oraz
decyzjami wiasciwych organow ustawodawczych lub uchwalodawczych. Zgodno$¢
ponoszenia wydatkow z przepisami prawa jest w tym obszarze kluczowa. Ocena procesu
gospodarowania i wydatkowania §rodkéw publicznych musi podlega¢ skutecznemu
nadzorowi i audytowi przy jednoczesnym zdiagnozowaniu potencjalnych zagrozen w
tym obszarze. Nalezy podkresli¢, ze ,,przeznaczanie srodkow publicznych na okreslone
cele znajduje odzwierciedlenie w wydatkach. Wydatkami publicznymi sq wydatki
ponoszone na realizacje zadan publicznych. Sq one ponoszone w celu zaspokojenia
potrzeb zbiorowych i czesciowo potrzeb indywidualnych”.'®

Prawidlowe oszacowanie ryzyk zwiazanych z niewlasciwym wydatkowaniem
srodkow ma kluczowe znaczenie dla stabilnosci finansowej danej jednostki. Wynika
to z koniecznoéci rownowazenia budzetu oraz racjonalnego wydatkowania $rodkow
przez samorzady na niezb¢dne cele i zadania wynikajace z przepisow. W celu
zapewnienia prawidlowego wydatkowania §rodkéw publicznych w sektorze finansow
publicznych ustawodawca wprowadzil przepisy o naruszeniu dyscypliny finansow
publicznych.” Katalog naruszen dyscypliny finansow obejmuje rdéwniez szereg
przewinien zwiazanych z nieprawidlowym wydatkowaniem $rodkéw publicznych.
Zatem prowadzenie przez audytorow wewngtrznych oceny procesu wydatkowania przez
jednostke $rodkéw publicznych ma znaczenie z wielu wzgledow, zarowno zarzadczych
jak i formalno — prawnych. Rola audytora w tym obszarze jest kluczowa, gdyz
przeprowadzenie przez niego oceny procesu wydatkowania w wybranym zakresie, moze
przyczyni¢ si¢ do ustalenia potencjalnych zagrozen i nieprawidtowos$ci oraz do poprawy
skuteczno$ci dziatania poprzez wyeliminowanie stwierdzonych blgdow w ocenianym
obszarze. Ustalenie przez audytora wewngtrznego potencjalnego zagrozenia w badanym
obszarze moze umozliwi¢ jego wyeliminowanie oraz uchronienie jednostki przed
konsekwencjami zwigzanymi ze zmaterializowaniem sig tego ryzyka.

Rola audytu jest nie do przecenienia w procesie oceny gospodarki finansowej, gdyz
badanie prawidlowosci ponoszenia wydatkow moze przyczynic si¢ do oszczednosci lub

' M. Podstawka, Podstawy finansow. Teoria i praktyka, SGGW, wyd. 2, Warszawa, 2011 1. s. 62.
7 Ustawa z dnia 17 grudnia 2004 r. o odpowiedzialnosci za naruszenie dyscypliny finanséw publicznych,
(4. Dz. U. 22018 1. poz. 1458).
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tez uniknigcia niezasadnego wydatku z budzetu. Ponoszenie wydatkow przez dana
jednostke sektora finanséw publicznych niestety zazwyczaj nie obejmuje bardzo waznej
kwestii jaka jest ich efektywnos¢. ,,W zasadzie wydatkowaniu publicznych srodkow
pienieznych w Polsce nie towarzyszy ocena efektywnosciowa. Formalne kryteria owego
wydatkowania zastepujq kryteria efektywnosci i racjonalnosci”."®

Zadania jednostek samorzadu terytorialnego szczebla gminnego obejmuja zardwno
zadania whasne jak i zlecone (tj. zadania z zakresu administracji rzadowej)."” Ponadto
trzeba mie¢ na uwadze, ze przyjgte rozwiazania organizacyjno — prawne w zakresie
funkcjonowania administracji publicznej w Polsce sprawity, ze niektore gminy miejskie
sa takze powiatem (miastem na prawach powiatu) i wykonuja réwniez jego zadania.”
Oznacza to konieczno$¢ ponoszenia przez takie jednostki wydatkow z tytulu
wykonywania zadan przypisanych dla samorzadu szczebla gminnego i powiatowego, co
wymaga zwigkszonego nadzoru i kontroli.

Realizacja audytu wewnetrznego w zakresie oceny procesu wydatkowania §rodkow
publicznych przez jednostk¢ moze obejmowaé kazdy z dzialéw, rozdzialow lub tez
paragraféw ujetych w klasyfikacji budzetowej. Prowadzenie audytow w zakresie
realizacji budzetu gminy wpisuje si¢ bezposrednio w system kontroli zarzadczej, w
ktorym audyt wewngtrzny petni wazng funkcj¢ monitorujaca caty proces. Ponadto audyt
wydatkow, moze poprawi¢ gospodarke finansowa jednostki. Uzyskane podczas audytu
informacje oraz przedstawiona ocena procesu gospodarowania $rodkami publicznymi
moze by¢ podstawa do podjecia dziatan naprawczych badz ograniczenia lub tez
zaniechania nieuzasadnionych wydatkow z budzetu.”

Podstawa do przeprowadzenia audytu wydatkéw jest analiza planu finansowego
jednostki (budzetu miasta na prawach powiatu). Obejmuje ona ocen¢ procesu
planowania wydatkow oraz ich wykonania w danym roku budzetowym. Kluczowa jest
weryfikacja zgodno$ci ponoszonych wydatkow z planem finansowym oraz analiza
dokumentéw finansowych i zapisow w systemach finansowo — ksiggowych jednostki.
Ocenie podlega rowniez system kontroli finansowej danego wydatku. W ramach tego
audytorzy analizujg proces opisywania dokumentéw finansowych danego wydatku,
zgodnie z obowiazujaca w jednostce instrukcja obiegu dokumentow finansowo —
ksiggowych. Kluczowa jest rowniez analiza sprawowania nadzoru nad wydatkami przez
upowaznionych do tego pracownikow jednostki. Ponadto ocenie podlega takze
zasadno$¢ danego wydatku. Stwierdzenie podczas audytu ewentualnych odstepstw od
obowiazujacych procedur i przepisow moze $wiadczy¢ o braku skutecznych
mechanizméw kontrolnych w tym zakresie. Poza tym bardzo wazne jest
zidentyfikowanie oraz szacowanie potencjalnych ryzyk, stanowiacych kluczowe
zagrozenie jakim jest niezasadne wydatkowanie §rodkdéw publicznych. Poza tym przy
audycie wydatkéw konieczne jest rowniez ustalenie, czy zachowano zasady budzetowe
takie jak zasada rownowagi, jawnosci, jednosci, operatywnosci, jednorodnosci a przede

'8 M. Podstawka, Nowoczesne zarzqdzanie wydatkami publicznymi, [w:] Polityki Europejskie, Finanse
i Marketing, Nr 6 (55)/2011, SGGW, Warszawa, 2011 r., s. 89.

¥ Ustawa z dnia 8 marca 1990 r. o samorzqdzie gminnym (t.j. Dz. U. z 2019 1. poz. 506).

® Ustawa z dnia 5 czerwca 1998 r. o samorzqdzie powiatowym (t.j. Dz. U. z 2019 r. poz. 511).

21D, E. Wildasin, Urban Public Finance, wyd. Routledge Taylor&Francis Group, New York, 2012 r., s. 36-62.
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wszystkim zupelosci (powszechnosci), ktora ,,oznacza, iz w budzecie uwzglednione
powinny zostaé wszystkie dochody i wydatki” >

Wigkszos¢ wydatkdow z budzetu samorzadu wynika z konieczno$ci realizacji
okreslonych zadan ustawowych. Swiadczenie ustug publicznych a zatem realizacja zadan
samorzadu wymaga ponoszenia wydatkow na podlegla jej administracj¢ publiczna.
Wydatki na funkcjonowanie administracji publicznej ksztaltuja si¢ na réznym poziomie,
przede wszystkim w zalezno$ci od wielkosci danej jednostki samorzadu terytorialnego.

Tabela 1 zawiera ogolne zestawienie wybranych pozycji wydatkow w dziale
750 — administracja publiczna dla 3 miast na prawach powiatu z wojewodztwa todzkiego
za lata 2013-2017, wedlug danych na 31 grudnia danego roku.

Tabela 1. Wybrane pozycje wydatkow z budzetéw trzech miast na prawach powiatu z
wojewodztwa todzkiego za lata 2013-2017 w dziale 750 — administracja publiczna w zt wraz z
dynamika zmian (L6dz, Piotrkow Trybunalski, Skierniewice)

. X Dynamika Dynamioka Dynamika

Lata | Lodz | DOMKOW | qpiomiewice | 2013=100% | 20137100%m- ) 50131005

Trybunalski s Piotrkow S
m. Lodz . m. Skierniewice

Trybunalski
Wydatki ogdtem w zt
2013 | 449 591 793 | 20009 701 13 934 541 100% 100% 100%
2014 | 267 034 853 | 21374610 13 723 003 59% 107% 98%
2015 | 241 724268 | 24819 779 14 582 653 54% 124% 105%
2016 | 287422459 | 21490 452 17 107 747 64% 107% 123%
2017 | 343 817093 | 25866 972 18 895 212 76% 129% 136%
Wydatki biezace ogdtem w zt
2013 | 179117773 | 19313 636 13 844 990 100% 100% 100%
2014 | 177 882238 | 19 667 949 13679 129 99% 102% 99%
2015|204 199210 | 20568 174 14 528 462 115% 106% 105%
2016 | 189 546 936 | 20941 306 16 255 023 106% 108% 117%
2017 | 230 025 588 | 24221119 18 183 040 128% 125% 131%
Wydatki biezace na wynagrodzenia w zt
2013 | 90081211 | 12979 032 7 803 156 100% 100% 100%
2014 | 92066782 | 13201959 8 128 889 102% 102% 104%
2015 | 93200625 | 13784480 8903 330 103% 106% 114%
2016 | 95438248 | 14137805 10 504 174 106% 109% 135%
2017 | 105856 552 | 16 173 738 11457 492 118% 125% 147%
Wydatki majatkowe ogdtem w zt
2013 | 270474019 696 065 89 551 100% 100% 100%
2014 | 89152615] 1706660 43 874 33% 245% 49%
2015 | 37525058 | 4251605 54191 14% 611% 61%
2016 | 97875523 549 146 852724 36% 79% 952%
2017 113791 506 | 1645 853 712172 42% 236% 795%
Zrédto: opracowanie wiasne na podstawie danych z Banku Danych Lokalnych Gtéwnego Urzedu

Statystycznego (data pobrania 19 maja 2019 r. https://bdl.stat.gov.pl/BDL/dane/podgrup/tablica) wedtug stanu
danych na dzien 16 maja 2019 r.

22 M. Podstawka, Zasady budzetowania [w:] M. Podstawka (red.), Finanse, Instytucje. Instrumenty. Podmioty.
Rynki. Regulacje., PWN, Warszawa, 2010 r. s. 121.
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Tabela 1 poza ogoélnym zestawieniem ponoszonych wydatkéw na samorzadowa
administracje publiczng przez wybrane jednostki zawiera informacje o dynamice tych
wydatkow. W przypadku miasta todzi wyraznie wida¢, ze wydatki ogoélem
na administracj¢ publicznag w poszczeg6élnych latach 2014-2017 ulegaty zmniejszeniu
w odniesieniu do bazowego roku 2013 (w 2017 r. o 24% w odniesieniu do 2013 r.,
tj. z 449.591.793 zt do 343.817.093 z}). Pomimo tego spadku wzrosty w Lodzi wydatki
biezace na wynagrodzenia pracownikoéw (wzrost o 18% w 2017 r. w odniesieniu do roku
bazowego tj. 2013 tj. z 90.081.211 zt w 2013 r. do 105.856.552 zt w 2017 r.).

Odmienna sytuacja miata miejsce w przypadku dwoch pozostatych miast
tj. Piotrkowa Trybunalskiego i Skierniewic, poniewaz wydatki ogdlne na administracjg
publiczna rosty w poszczegdlnych latach w odniesieniu do roku 2013 (wyjatkiem byt rok
2014, wtedy miasto Skierniewice zmniejszyly wydatki rok do roku o 2%). Dodatkowo
wzrost nastgpowatl w poszczegélnych kategoriach wydatkéw. Ponadto w przypadku
miast Piotrkéw Trybunalski oraz Skierniewice w odroznieniu od Lodzi zwigkszono
znacznie wydatki majatkowe w dziale 750 — administracja publiczna. Wynikalo to z
koniecznosci podejmowania przez kierownikow jednostek dziatan majacych na celu
doposazenia sprzgtowego pracownikow urzedu oraz jednostek organizacyjnych
poszczegdlnych miast. Konieczno$¢ realizacji nowych zadan przez samorzady skutkuje
zwigkszeniem wydatkow na administracje. Przedmiotowe wydatki moga by¢ wynikiem
zwigkszenia zatrudnienia oraz potrzeby wyposazenia nowych pracownikow w niezbgdny
sprzet itd. Jednakze wzrost tych wydatkow moze byé réwniez spowodowany innymi
czynnikami, ktére w trakcie audytu muszg by¢ przedmiotem wnikliwej analizy.

Audyt wewnetrzny wydatkow w dziale 750 - administracja publiczna
w jednostce samorzadu terytorialnego

Realizacja audytu wydatkéw na administracj¢ publiczna obejmuje przede wszystkim
analize zasadnos$ci ponoszonych wydatkow. Zasadnicza czg¢§¢ wydatkow zwigzanych z
administracja publiczna stanowia wydatki biezace, w tym przede wszystkim na
wynagrodzenia pracownikow urzedu. Ponadto czgs¢ $rodkow przeznaczana jest na
wydatki majatkowe zwiazane m.in. z konieczno$cia wyposazenia pracownikow w
niezbedny sprzet. Realizacja audytu wydatkoéw w wybranym dziale wymaga analizy
poszczegdlnych wydatkow w zakresie ich zasadnosci oraz zgodnos$ci z planem
finansowym. Weryfikacja zasadnos$ci wydatku powoduje konieczno$¢ zapoznania si¢
przez audytora z uzasadnieniem danego wydatku. Zgodnie z przyjetymi rozwigzaniami
organizacyjnymi zadania audytu wewngtrznego w Urzedzie Miasta Piotrkowa
Trybunalskiego realizuje audytor wewngtrzny z Biura Audytu Wewngtrznego i
Kontroli.”

Kluczowa pozycje w wydatkach jednostki samorzadu terytorialnego (w dziale
— 750 na administracja publiczna) stanowia wydatki na wynagrodzenia pracownikow.
Zmiany w tej pozycji wydatkow determinowane byly rotacja pracownikow oraz
wzrostem wynagrodzen. Na zmiang poziomu zatrudnienia wptywato naktadanie nowych
zadan,
co kazdorazowo potwierdzane jest w opisie / uzasadnieniu do danego wydatku. Podczas

3 http://www.bip.piotrkow.pl/index.php?idg=2&id=10568&x=36&y=8&z=17 [data pobrania 8.10.2019 r.].

217



audytu wydatkéw weryfikacja obejmuje ocen¢ wykonania danego wydatku z planem
finansowym (planem budzetu wraz z jego zmianami) na dany rok oraz jego wplyw na
budzet miasta. Na potrzeby niniejszej publikacji dokonano analizy wydatkéw w dziale
— 750 na administracja publiczna) w miescie Piotrkow Trybunalski (miasto na prawach
powiatu w wojewodztwie t6dzkim) za 2018 r. Do analizy wykorzystano informacje
ze ,,Sprawozdania z realizacji budzetu Miasta Piotrkowa Trybunalskiego za 2018 r.”**

W przypadku audytu wewngtrznego wydatkow na administracj¢ publiczna cele
ogolne audytu obejmuja przede wszystkim: oceng zgodnosci poszczegolnych wydatkow
z budzetu miasta z obowiazujacymi przepisami oraz wewngtrznymi procedurami, oceng
zasadno$ci poszczegdlnych wydatkow pod katem ich racjonalnosci oraz weryfikacje
funkcjonowania systemu kontroli zarzadczej w badanym obszarze.

Tabela 2 Wydatki z budzetu Miasta Piotrkowa Trybunalskiego w 2018 wedlug stanu na dzien 31
grudnia 2018 r. w rozdziale 750 — administracja publiczna wraz kwota wydatkéw w zt na 1
mieszkanca oraz procentowym udziatem danego wydatku z rozdziatlu 750 w ogdlnej kwocie
wydatkéw z budzetu w 2018 1.

Wydatki w zt | Kwota wydatkow w zt
z budzetu na jednego mieszkanca % udzial danego
L Wybrane wydatki z rozdzialu miasta wedlug na dzien 31.12.2018 wydatku w ogolnej
p- 750 - administracja publiczna stanu (wedtug stanu ludnosci | kwocie wydatkow
na na31.12.2018 r. miasta w 2018 1.
31.12.2018 . - 73 670 0sob)
Wydatki biezace na
1 wynagrodzenia wraz ze sktadkami 20475 160 278 4,34%
od nich naliczanymi
2 Wydatki biezace zwigzane z 4763 963 65 1,01%
realizacja ich zadan statutowych
3 Wydatki bleza(cye na $wiadczenia 413 526 6 0.09%
na rzecz oséb fizycznych
4 Wydatki biezace ogdlem 25 652 649 348 5,44%
(suma wierszy 1 - 3)
s |, Wydatkimajatkowe 4458739 61 0,95%
(inwestycje i zakupy inwestycyjne)
6 Wydatki z bpdzetu ogolem 30111 388 409 6.39%
(suma wierszy 4 - 5)

Zrédto: Opracowanie whasne na podstawie Sprawozdania z wykonania budzetu Miasta Piotrkowa
Trybunalskiego za 2018 r. oraz danych z Banku Danych Lokalnych Glownego Urzedu Statystycznego
(https://bdl.stat.gov.pl/BDL/start).

Szczegdtowe dane dotyczace poszczegdlnych wydatkow zawieraja sprawozdania
finansowe (m.in. sprawozdanie z realizacji budzetu jednostki za dany rok). Podczas
audytu niezbedna jest rowniez analiza dokumentacji finansowej prowadzonej przez
poszczegdlne komorki organizacyjne odpowiadajace za gospodarowanie $rodkami
budzetowymi (m.in. uzasadnienia merytoryczne wydatkow). Kluczowe dane zawarto
w tabeli 2, ktére obejmuja wybrane informacje o wysokos$ci poniesionych przez miasto
Piotrkow Trybunalski w 2018 r. wydatkéw w dziale 750 — administracja publiczna.
Ponadto w tabeli ujgto réwniez rozktad poszczegdlnych pozycji wydatkow w 2018 r. na

*  Sprawozdanie z  wykonania  budzetu  Miasta  Piotrkowa  Trybunalskiego za 2018 r.

- http://www.bip.piotrkow.pl/index.php?idg=3 &id=1843 &x=56&y=2, data dostgpu: [8 czerwca 2019 r.]
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administracje publiczna w przeliczeniu na 1 mieszkanca Piotrkowa Trybunalskiego®.
Dodatkowo ponizsza tabela przedstawia procentowy udzial poszczegdlnych wydatkow
z budzetu miasta Piotrkowa Trybunalskiego w ogdélnej kwocie wydatkéw poniesionych
przez miasto w badanym roku, ktére wyniosly ogdétem na 31 grudnia 2018 r. 471 283
588 zt (przy ogolnej kwocie dochodow miasta — 432 733 130 zt (deficyt budzetu w
wysokosci 38 550 458 zt).%

Wydatki ogotem z budzetu miasta Piotrkowa Trybunalskiego na administracje
publiczna w 2018 r. stanowity tacznie 6,39% ogodlnej kwoty wydatkow z budzetu, ktora
wyniosta na dzien 31 grudnia 2018 r. 471.283.588 zt.”’ Wydatki biezace na
administracjg publiczng stanowity 85,19% ogolnej kwoty wydatkow z budzetu miasta w
2018 r. Zgodnie z danymi tabeli 2 najwigksze wydatki w 2018 r. w dziale 750
poniesiono na wynagrodzenia, tj. — 20.475.160 zl, co stanowilo 4,34% wydatkow
ogotem. Wydatki majatkowe na administracjg w 2018 r. wyniosty ogotem 4.458.739 zt i
stanowity 0,95% ogétu wydatkéw z budzetu miasta. Analizujac wydatki ogdétem na
administracje publiczng w Piotrkowie Trybunalskim (zgodnie z danymi w tabeli 1 i
tabeli 2) rok do roku (2017/2018), wzrosty one z 25.866.972 zt w 2017 r. do 30.111.388
zt w 2018 r. (wzrost wydatkow o 4.244.416 zt). Oznacza to utrzymywanie si¢ tendencji
wzrostowej, ktorag wyraznie wida¢ w danych za lata 2013-2017 zawartych w tabeli 1.
Wskazuje to, ze wydatki miasta Piotrkowa Trybunalskiego na biezaca realizacj¢ zadan
przez pracownikow z kazdym rokiem generuja coraz wigksze koszty. Zaobserwowana
tendencja wzrostowa powinna stanowi¢ wskazowke / zalecenie audytoréw dla
kierownictwa urzg¢du, aby dokona¢ dokladnej analizy potrzeb kadrowych jednostki w
celu ewentualnego ograniczenia dynamiki wzrostu wydatkow na wynagrodzenia w
kolejnych latach.

Powyzsze ustalenia zwiazane sa z potencjalnym ryzykiem utrzymywania w
jednostce zatrudnienia pracownikow na nieadekwatnym poziomie do liczby
realizowanych zadan oraz realnego obciazenia praca poszczegodlnych stanowisk pracy.
Ustalenie zasadno$ci przedmiotowego wydatku na wynagrodzenia wymaga
przeprowadzenia dodatkowych analiz zwigzanych z ocena relacji poziomu zatrudnienia
do realizowanych zadan. W zwiazku z powyzszym kolejne zalecenie z audytu wydatkow
powinno dotyczy¢ konieczno$ci przeprowadzenia odrgbnego zadania audytowego w
zakresie oceny efektywnoS$ci pracy poszczegdlnych pracownikow.

Poza wydatkami biezacymi na administracjg, czgs$¢ $rodkdéw przeznaczono na
inwestycje. Wydatki miasta na inwestycje w rozdziale 750 stanowity 14,81% ogolnej
kwoty wydatkow z budzetu w 2018 r. Wydatki inwestycyjne w analizowanym rozdziale
750 stanowity lacznie 0,95% ogodlnej kwoty wydatkow z budzetu miasta w 2018 r.
Analiza poszczegolnych wydatkow w tym zakresie wykazata, ze $rodki te przeznaczono
m.in. na nastgpujace zadania inwestycyjne:

> zakup sprzetu komputerowego i oprogramowania - 36 900 zt,
> system kolejkowy dla budynkow Urzedu Miasta — 45 315 zi,

 Na podstawie danych z Banku Danych Lokalnych Gtéwnego Urzedu Statystycznego
https://bdl.stat.gov.pl/BDL/start [data dostgpu: 8 czerwca 2019 r.] ogoélna liczba mieszkancow miasta na dzien
31 grudnia 2018 r. wynosita 73 670 osoéb.

¢ Sprawozdanie z wykonania budzetu Miasta Piotrkowa Trybunalskiego za 2018 r. — kwoty wydatkow zostaty
zaokraglone do petnych ztotych.

27 Sprawozdanie z wykonania budzetu Miasta Piotrkowa Trybunalskiego za 2018 r.
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> termomodernizacja i adaptacja budynku na potrzeby Urzgdu Miasta —

4342 048 z1.”*

Poszczegdlne wydatki inwestycyjne zostaly zrealizowane z planem budzetu na
2018 r., zatem byly ujgte w pierwotnym planie finansowym jednostki. Zgodnie
z powyzszymi danymi wydatki inwestycyjne w rozdziale 750 stanowily niewielki udziat
w ogélnych wydatkach (ponizej 1%). Zatem mozna stwierdzi¢, ze kluczowym
wydatkiem na funkcjonowanie administracji sa koszty osobowe. Poszczegolne wydatki
byly realizowane wedlug procedury obiegu i kontroli dokumentéw finansowo —
ksiggowych.”’ Stwierdzenie w trakcie audytu ewentualnych odstepstw od procedury
moze skutkowaé np. naruszeniem przepisow w tym dyscypliny finansow publicznych.
Ponadto stwarza to powazne zagrozenie nieprawidtowego wydatkowania $rodkéw z
budzetu miasta.

Przeprowadzona analiza wydatkéw z budzetu na administracj¢ publicznag
uwidocznita, ze niezalezny audyt wydatkoéw jest niezbedny dla racjonalizacji wydatkow
w odniesieniu do pozostatych dzialow budzetu. Kompleksowy audyt wszystkich
wydatkéw urzedu w tym zakresie bylby przydatny, gdyz moglby przyczynic¢ sig¢ do
zracjonalizowania wydatkow catej jednostki. Skuteczniejsze gospodarowanie wydatkami
publicznymi byloby pozadane szczegdlnie w obszarze wydatkow biezacych na
wynagrodzenia, ktére stanowia najwigksza pozycje w wydatkach w dziale 750
i dynamicznie wzrastaly w poszczeg6lnych latach (tabela 1) objetych badaniem.

Audytowanie wydatkéw samorzadéow lokalnych jest standardem w panstwach
demokratycznych. Ich zakres, cele oraz podmioty uprawnione do audytu okresla prawo
danego panstwa. Przykladowo National Audit Office jako uprawniony podmiot
przeprowadza audyty wydatkéw wiadz lokalnych w Wielkiej Brytanii. Przedstawiane
raporty z audytow potwierdzaja, ze monitorowanie wydatkow publicznych jest
niezbedne do sprawnego zarzadzania finansami samorzadéw lokalnych.** Audyt
wydatkéw budzetowych, w tym na administracj¢ publiczna prowadzi réwniez Unia
Europejska. Analizy wydatkéw przedstawiane w raportach Unii Europejskiej dotycza
wszystkich panstw cztonkowskich ogotem jak i kazdego panstwa odrebnie. Aktualne
dane z 2019 r. dotyczace wydatkéw Unii Europejskiej w okresie programowania 2014-
2020 za lata 2014-2018 dowodza, ze wydatki na administracj¢ publiczna ogétem maja
tendencj¢ wzrostowa, gdyz wzrosty z 9.656,2 min Euro w 2017 r. do 9.943,5 min Euro
w2018 .

Majac powyzsze na uwadze mozna stwierdzi¢, ze audyt wydatkow samorzadu
terytorialnego w Polsce niezaleznie od zakresu lub obszaru jakiego dotyczy jest
w pewnym zakresie tozsamy z dziatlaniami podejmowanymi w krajach Unii
Europejskiej. Wynika to w duzej mierze z faktu, ze metodyka audytu prowadzonego w
Polsce opiera si¢ na sprawdzonych §wiatowych rozwiazaniach w tym zakresie a problem
ograniczania i racjonalizacji wydatkow ogotem dotyczy wigkszosci panstw na §wiecie.

2 Sprawozdanie z wykonania budzetu Miasta Piotrkowa Trybunalskiego za 2018 r.

¥ Zarzqdzenie Nr 230 Prezydenta Miasta Piotrkowa Trybunalskiego z dnia 1 czerwca 2017 r.
w sprawie wprowadzenia instrukcji obiegu i kontroli dokumentow finansowo — ksiegowych ze zm. (dostgp
2 czerwca 2019 r. - http://www.bip.piotrkow.pl/upload/20170602131058zxysva9ffl lu.pdf

3 https://www.nao.org.uk/report/local-authority-governance-2/ - dostep [26.11.2019 r.].

*! https://ec.europa.eu/budget/graphs/revenue_expediture.html - dostep [26.11.2019 r.].
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Podsumowanie

Przedmiotem badania byt audyt wydatkow budzetowych w wybranych miastach
na prawach powiatu w dziale 750 administracja publiczna. Przeprowadzenie audytu
wydatkow pozwolito stwierdzi¢, ze w 2 z 3 analizowanych miast wystapita dynamika
wzrostu ogoélnych wydatkow z budzetu na administracj¢ publiczna (w latach 2013-
2017). W kazdym z 3 analizowanych miast nastapil wzrost wydatkow na wynagrodzenia
pracownikow ogotem. Ponadto szczegdtowa analiza wydatkéw za 2018 r. w Piotrkowie
Trybunalskim wskazala, ze wzrost wydatkdéw w ocenianym dziale - 750 ma tendencj¢
wzrostowa, gdyz zwigkszyl si¢ 0 4.244.416 zt w stosunku do wydatkow w roku 2017 r.
Audyt wydatkow w dziale 750 wykazuje, ze wlasciwym byloby przeprowadzenie
kompleksowego audytu wydatkow, a wnioski z niego moglyby przyczyni¢ si¢ do
zrownowazenia budzetu miasta Piotrkowa Trybunalskiego, ktorego deficyt w 2018 r.
wynidst ogotem 38.550.458,10 zi. Istotnym ograniczeniem w przeprowadzonych
badaniach byt brak dostgpu do szczegbélowych danych z systeméw finansowo
— ksiggowych ocenianych jednostek samorzadu, ktore zawieraja uzasadnienia danego
wydatku. Dostep do tych danych umozliwitby petniejsza analiz¢ badanego obszaru.
Przeprowadzona analiza wydatkow z budzetu samorzadu miejskiego jest
przyktadem mozliwosci wykorzystania audytu wewngtrznego jako narzedzia
racjonalizacji wydatkow danej jednostki sektora finansow publicznych. Audyt
wydatkow jest zatem waznym instrumentem przyczyniajacym si¢ do usprawnienia
gospodarki finansowej danej jednostki a przez to catego sektora finanséw publicznych.
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Summary

The article presents the role and tasks of internal audit in the assessment of public expenditures in
a selected area for municipal governments in £6dz, Piotrkéw Trybunalski and Skierniewice in
Poland. The research found, among other things, that internal audits contribute to a more rational
spending of funds from the city budget on public administration activities. In addition, it has also
been shown that internal audit is a helpful tool in ensuring reasonable expenses for public finance
sector entities. The assessment and monitoring of expenses is the responsibility of public
authorities, to ensure rational financial management of a given local government unit.

The aim of the article is to present internal audit as an important tool to support city
authorities in assessing the expenditure of municipalities in a selected area. For the purposes of
this publication, local government units from the £6dz Voivodeship, i.e. a city with district status,
were selected as an example for analysis. In this article, case study, analytical method, inference
method and document examination method were used as research methods. To make the necessary
analyses, materials made available by the surveyed entities and data available in public registers
collected by authorized institutions were used.
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EVALUATION OF TARGET MARKET SEGMENTS FOR
ENTERPRISES

The purpose of the article is to substantiate the emergence of new — and the development of
existing — factors and segmentation criteria for meeting consumer needs and increasing the
efficiency of marketing activities for Ukrainian enterprises under modern market conditions. The
object of the research is to analyze the process of development and any increases in the
effectiveness of marketing segmentation. The subject of research is the theoretical, methodical and
practical provisions of the formation of targeted marketing segmentation for the markets of
Ukrainian enterprises. The goal of the research is to evaluate the direction and type of market
segmentation that determines future target segments for enterprises and their share of existing
markets.

We present the characteristics of enterprises that work on market relations for the
production and sale of computer devices that provide network connections. Our method was to
estimate the direction and type of market segmentation in order to determine the prospective
segments for such enterprises and their share of the existing market. In order to evaluate the
attractiveness of target segments for Ukrainian enterprises, a survey was conducted to validate
customer reactions. The analyzed variables included: the length of time a person uses his/her
computer device, the reasons for possible changes and important settings when choosing a
computer device; the timeframe for buying a computer device. The results of the questionnaire are
separated by gender, social and geographic factors, as well as by family composition and age of
respondents, taking into account the stages of their life cycle, as well as their educational level
and professions — for three enterprises. Particular attention was paid to the psychographic factors
of occupation and social class. The questionnaire also contained a self-assessment section on the
psychological qualities of the consumer and on their psychography, which we analyzed.

The hypotheses presented by individual factors and the consumer segment, separated by the
results of the survey, and the analysis of the respondents' answers, are presented. Confirmation of
the hypotheses and isolation of the consumer segment are given.

Keywords: market segmentation, psychographic factors, relevant factors, questionnaires,
respondents
JEL Codes: M31

Introduction

Today, the importance of segmentation as an effective tool for marketing activity of a
business enterprise is beyond doubt. The vast majority of successful companies in all
industries use segmentation as an effective tool to gain sustainable competitive
advantage.
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By separating consumer segments and providing them with relevant goods and
services, a company can retain and expand its market share, obtain target profits and
make optimal use of available resources. Accordingly, segmentation is a sensitive and
dynamic tool that must respond quickly to changes in the social and economic life of

society.

Table 1. Market segmentation methods

Market segmentation
methods

Application and essence

Segmentation by
benefits

McDonald M, Dunbar I
(2004)"

The method is based on the construction of a model of consumer behavior, and
involves three consecutive stages:

1. Determining the benefits that interest the consumer, and their importance

2. Identifying differences in lifestyle that lead to benefit segmentation.
Consumer grouping by these estimates.

3. Determining whether the benefit segments have a variety of product views
and competing brands.

Segmentation network
building Dolnicar S,
Leisch F (2010

The method is used at the macro-segmentation level to highlight the
underlying markets. A combination of variables characterizing functions,
consumers, and technology is considered. According to the results of the
analysis, there are primary segments that give the maximum percentage of
benefits.

Multi-dimensional
classification
Wood SN (2006)*

The essence of the method lies in the simultaneous, multidimensional
classification of signs of consumer behavior. Consumers that are similar in a
number of characteristics (e.g., demographic, psychographic, etc.) are
combined in one type. The degree of similarity between people of one type
should be higher than that of people of different types. The method enables
segmentation of consumers by the most important attribute.

Division by groups
Cliff K (2009)*

Objects are grouped consecutively. Usually, one of the features is recorded as
system-forming. This allows the formation of subgroups in which this feature
is more important than features of other consumers of the product.

Functional maps
Dolnicar S, Leisch F
(2017)°

The method involves double segmentation by product and consumer. Such
aspects may be:
- single-factor, when double market segmentation is performed by one factor

for a homogeneous product group;

- multifactorial, when analyzing to which consumer groups a specific product
model is assigned, and which parameters are most important for market
promotion.

Source: Developed by authors.

At the same time, changes in consumer behavior, preferences and consumer
lifestyles lead to the emergence of new and development of existing factors and
segmentation criteria to better meet consumer needs and increase the efficiency of
enterprise marketing activities. Kumar (2008) ® has constructed a blockchain based on

' McDonald M, Dunbar 1 (2004). Market Segmentation: How to Do It, How to Profit from It.Elsevier
ButterworthHeinemann. Oxford.

2 Dolnicar S, Leisch F (2010) Evaluation of structure and reproducibility of cluster solutions using the
bootstrap. Mark Lett 21:83—101.

* Wood SN (2006) Generalized additive models: an introduction with R. Chapman and Hall/CRC, Boca Raton
* Wallenburg, C. M. and Lukassen, P. (2011). Proactive Improvement of Logistics Service Providers as Driver
of Customer Loyalty, European Journal of Marketing, Vol. 45, No: 3, pp. 438-454.

*Dolnicar S, Leisch F (2017) Using segment level stability to select target segments in data-driven market
segmentation studies. Mark Lett 28(3):423—436.

¢ Kumar, N. (2008). Marketing as Strategy Leading to Successs, Prague: Grada Publishing (in Czech).
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the management of the value of networks from manufacturers to end consumers and
offers a comprehensive perception of the value chain.. Kotler, P. and Keller, L.G. (2013)
7 analyze the increased value for the customer. Kowalkowski (2011) ® views customer
value as an integrated configuration. Kourdi, J. (2011) ? states that the form and design
of products and services should also reflect the big picture.

Wallenburg, C. M. and Lukassen, P. (2011) ' emphasize the importance of
intangible attributes of customer value (emotional and social), which constitute assets
that lead to deepening customer relationships. E-commerce behavior is carefully
described by Wiedmann et al., 2010'". Baron, S. and Harris, K., 2010 '* note that the
concept of customer satisfaction can lead to long-term relationships with customers.
Table 1 demonstrates the methods of segmentation.

It is worth mentioning, that the multidimensional segmentation foresees the
building of consumer groups in terms of psychographics, demographics, socio-economic
or other indicators, as noted by Wood, S. N. (2006). As a result, the researcher receives
several groups of consumers who are similar.

Dolnicar S, Leisch F (2017) emphasize that the functional card method identifies a
group of consumers meeting certain product characteristics.

Therefore, market segmentation methods are interconnected, as has been proved by
Anderson, E. W., Fornell, C., & Mazvacheryl, S. K. (2004)"* (Table 2).

Table 2. Market segmentation factors

Types of factors Objective Subjective (psychographic)
Non-specific Demographic: Personal features:
marketing factors -sex; - psychotype,
-age. - ideology,
- perception and benefits,
- behavior.
Marketing- Socio-economic: Lifestyle:
specific factors - income; - values;
- education; - hobby;
- consumer lifecycle; - entertainment;
- classification of residential areas; - style of interaction with other people;
- use of media. - judgments.

Source: Developed by authors.

"Kotler, P. and Keller, L.G. (2013). Marketing Management, Prague: Grada Publishing (in Czech).

8 Kowalkowski, CH. (2011). Dynamics of Value Propositions: Insights from Service-Dominant Logic,
European Journal of Marketing, Vol.45, No:1/2, pp. 277-294.

® Kourdi, J. (2011). Marketing Century: How Marketing Drives Business and Shapes Society, Chichester: John
Wiley & Sons.

' Wallenburg, C. M. and Lukassen, P. (2011). Proactive Improvement of Logistics Service Providers as Driver
of Customer Loyalty, European Journal of Marketing, Vol. 45, No: 3, pp. 438-454.

" Wiedmann, K.P., Hennigs, N., Pankalla, L., Kassubek, M., Seegebarth, B. and Reeh, M.O. (2010). Online
Distribution of Pharmaceuticals: Investigating Relations of Consumers’ Value Perception, Online Shopping
Attitudes and Behaviour in a Epharmacy Context, Journal of Customer Behaviour, Vol. 9, No. 2, pp. 175-199.
2 Baron, S. and Harris, K. (2010). Toward an Understanding of Customer Perspectives on Experiences.
Journal of Services Marketing, 24(7), pp. 518-531

BAnderson, E. W., Fornell, C., & Mazvacheryl, S. K. (2004).Customer satisfaction and shareholder
value.Journal of Marketing, 68(4), 172—185. Retrieved from http://dx.doi.org/10.1509/jmkg.68.4.172.42723.
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The methodological basis of the research is the specific research methods: analytical
and logical method, method of analysis and synthesis to distinguish modern marketing
strategies according to the level of market segmentation and their role in the process of
strategic marketing, as well as analysis of questionnaires to approve customer reactions.

However, there are a number of issues related to the marketing analysis of the
Ukrainian market vis-a-vis the global market of computer devices that provide network
connections, as well as the study of the segmentation levels of the Ukrainian market.
They require new methodological approaches to identify current segmentation criteria
confirming the relevance of existing segments, which is one of the most urgent problems
for the marketing activity of enterprises under current conditions.

Thus today, market segmentation is not just an option, but also a necessity for any
enterprise that seeks to operate effectively and to develop in the face of increased
competition and growing demands of potential and existing consumers. Nevertheless, in
order to be effective, market segmentation should not be used as an isolated tool, but
should complement and develop the overall corporate strategy of enterprise
development.

Therefore, identifying new topical segmentation criteria along with confirming the
relevance of existing segmentation is one of the most pressing problems for an
enterprise's marketing activities in today's context.

In order to evaluate the attractiveness of target segments of Ukrainian enterprises, a
survey was conducted to validate customer reactions.

Research result

The results and analysis of questionnaires to validate customer reactions
Table 3 shows the companies that work in the field of market relations for the
manufacture and sale of computer devices with network connectivity.

Table 3. Characteristics of enterprises for the production and sale of computers

Enterprise Company profile
(Market period)
. Samsung Electronics is the world leader in the production of telecommunications and
Samsupg Electronics digital media equipment, as well as in the field of digital convergence technology.
Ukraine Company Wholesale of electrical and electronic goods - digital media (LCD panels and
(20 years) software)
Manufacturer of the full range of TM Impression computer systems: desktops,
laptops, servers (including blade systems), graphic stations and a wide range of
consumer solutions (tablets, monoblocks, laptops, ultrabooks). The leader in the
"Navigator" volume of production and sales of desktops in Ukraine, the distributor of IT products
(22 years) of leading world manufacturers, providing IT consulting, design, implementation of
corporate networks, customer support. Exports goods to the following countries:
Kazakhstan, South Korea, The company imports goods from the following countries:
China, Hong Kong (Hong Kong), South Korea, The Netherlands, Russia
Largest manufacturer of PV energy products, integrated circuits and silicon wafers in
Eastern Europe. The plant is one of the five largest manufacturers of photovoltaic
"Quasar" modules and autonomous power plants based on them. The plant manufactures and
(20 years) offers a complete range of PV power products, ranging from photovoltaic converters
of any size and shape, mono or polycrystalline modules, from 1 to 200 watts, and
ending with solar chargers and power supplies of various power and functionality

Source: Developed by authors.
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Bludova (2005)'* notes that when conducting any type of questioning, it is
necessary to determine the size of the sample. Note that the sample size is determined by
the formula:

n=—Dt—:()
|
N
where N is the size of the aggregate - the number of potential consumers of products of
selected enterprises in the area; » is the minimum sample size given that the sample of
consumers who buy computer devices with online connectivity in online stores selling
products of a select group of companies is being investigated.

The following sample size was determined for the enterprises: 156 persons -
Samsung Electronics Ukraine Company; 143 persons - Navigator; 137 persons are
"Quasar".

Figure 1 shows a breakdown of the answers to the question: "How much time per day do
you use your computer device?"

40
35
30 A
25 4

20
15 Samsung

B Quasar

10 A = Navigator

1-2 2-3 3-4 4-5 5-6 6-7 7-8 89 9-10 10-11
years years years years years years years years years years

Figure 1. The length of time you use your computer device
Source: Developed by authors.

Note that in the life of each person there comes a time when it becomes necessary to
change an existing computer or buy a new one. Of course, in any configuration - a new
or first computer device will satisfy almost all expectations for innovative technology,
though it may be far from the optimal choice. And it is unwise to spend money on what
will quickly depreciate. In this case, it is somewhat easier for experienced users to make
the right choice because they are aware of their preferences and have an idea of what
tasks they will be faced with when choosing a new computer device.

Figure 2 shows the percentages of the answers to the reasons for the possible
change of the computer device. Therefore, we see the need to identify the segment of
consumers who want to buy a new model of computer device. Note that if, for example,
a consumer uses a computer device to visit websites, play simple games (such as Alawar
or mini-games that are on social networks), and also to listen to music on a computer
device, then a powerful computer is needed.

'* T, Bludova (2005). Probability Theory: Educ. guide Lviv. NBU National Bank, 2005— 319 p. (In Ukrainian )
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A simple computer with an integrated video card will suffice for simple tasks. If the
consumer wants to watch HD movies on a computer and play modern games with three-
dimensional graphics, then the parameters of the computer device should be powerful
enough, especially the video card, which should be powerful and not embedded.

the rest 2
Difficult to answer | 11 |
1
want a new mode | 47 | ® Quasar
does not satisfy the design 16
| | Samsung
not satisfied with screen size 27
| B Navigator
fails 26 |
not satisfactory by functional.. ! 27

T T T T T 1

0% 20%  40% 60% 80%  100%

Figure 2. An analysis of the reasons for a possible change of computer device
Source: Developed by authors.

Figure 3 shows the percentages of the questionnaire response to the question of
what options are most important to the consumer when choosing a computer device.

The results in Figure 3 show that in the first place there is a segment of
consumers for whom it is important to have the latest operating system, and then the size
of the built-in and RAM is an important factor. Indeed, the operating system is one of the
most important components of the software. This is a suite of programs that allow you to
manage your computer's hardware and software resources, plan for efficient use of its
resources, and solve tasks at the user's request.

Another
Additional bonuses

Wi-fi / Bluetooth I.'l_ l 14 l

Design, color and material of the case
+ | 1 W Quasar
|

15

GPS navigation available
Processor

| Samsung
Operating System 41
Working time without recharging l 13 l B Navigator
Built-in size and amount of RAM l 26 l
Price l 16 l
Screen resolution ! 7 !
0% 20% 40% 60% 80% 100%

Figure 3. An analysis of the most important options when choosing a computer device
Source: Developed by authors
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The operating system ensures the interaction of programs with external devices and
with each other; allocates RAM; recognizes various situations that occur when executing
programs by notifying the user. RAM, in turn, is a temporary repository of files that are
often used or copied. As a rule, 4 Gigabytes of RAM will be enough for a computer of
unpretentious users, but the advanced user will need all 8 Gigabytes of RAM.

Less than 3 months

From 3 to 6 months

6 months to 9 months
9 months to 1 year 5 B Quasar
From 1 to one and a half years 5? Samsung
From one and a half to 2 years 19 ® Navigator

From 2 to 3 years
More than 3 years ago

Difficult to answer

2
I
I
I
I
I
I
|

I

I
I26I
I I16
I I17
| |

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Figure 4. Analysis of the purchase time of a computer device
Source: Developed by authors.

Figure 4 shows the percentages of the questionnaire response to the question of how
long ago the computer device you used was purchased. As shown in Figure 4, a
significant number of consumers purchased a computer device from one to one and a
half years ago. This is to say that the modern user wants to keep up with all the news in
the space of improving computer devices.

It should be noted that recently scientists are working on the creation of a computer
that can understand human voice commands. It has been proven that electronic circuits
in computers of the new generation are similar to the structure of the human brain, so
such computers are capable of learning on their own. In the near future, a computer user
will speak to their machine in their native language. This means that your computer is
even more accessible and much easier to manage.

Gender, social and geographical segmentation survey results

Undoubtedly, technique is an integral part of the everyday life of a contemporary,
regardless of gender. At the wheel of cars - both men and women, similar to the use of
computer devices. This statement is true and for Internet users, which is confirmed by
sociological data of 2016, there is no gender imbalance (Table 4).

Table 4. Gender Internet users

Sociological Institution

Male users,%

Female users,%

KMIC
GfK Ukraine
InMind

51
50,9
50

49
49,1
50

Source: Developed by authors.
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Table 5. Survey results for geographic segmentation

Enterprise The sample size Males Females Nationality (Ukrainians)
Quasar 137 69 - 50.3% 68 - 49.7% 95.7%
Samsung 156 86 -55.1% 70 - 44.9% 91.3%
Navigator 143 81 -56.6% 62 - 43.4% 93.9%

Source: Developed by authors.

To confirm this pattern, a survey was conducted on the gender of consumers of
computer devices and the results for determining geographical factors are presented in
Table 5. Almost all respondents are Ukrainian, and on average half of respondents are
male and half are female.

Today, an interesting demographic question arises regarding the identification of
families and their characteristics. This issue plays an important role in market
segmentation. After all, families and their "varieties" are many. Therefore, the right
definition of the focus of the society will help to conduct the right marketing policy,
taking into account the segmentation.

Figure 5 presents the survey results, which show the distribution of the three
enterprises by family composition and age of respondents.

60
50
40 -
30 - B Quasar
20 - Samsung
10 4 B Navigator

0 4

from 12to 15 16-25 years 26-35 years 36-45 years 46-60 years from 61 years
years

100

80

60 - M 2 persons

40 - . With - 4 persons

20 B 5 people and more

N | — _ B
Quasar Samsung Navigator

Figure 5. Distribution by composition of families, age of respondents of enterprises
Source: Authors’ elaboration.

Analyzing Figure 5, we can conclude the segment of respondents aged 26-35 years

and 16-25 years living in families with 3-4 people. Figure 6 presents the results of the
survey, which show the distribution of life cycle stages of the respondents.
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single elderly without children
spouses without children
older couple with children
young family with a child over 6.. l M Quasar
a young family with a young child.. Samsung

young family with young children 16 ® Navigator

young family

singleton 2

0% 20% 40% 60% 80% 100%

Figure 6. Distribution of respondents according to the life cycle stages of the three enterprises
Source: Developed by authors.

As can be seen from Figure 6, the largest segment here is a family of 3-4 persons,
aged 26-35 years, with the largest purchase of a computer device by a young family with
a child over 6 years of age '°.

Bludova T.V., Tokar V.V. (2013) ' emphasize that computer technologies have a
great influence on the development of science, technology, business and many other
spheres of human activity. The specifics of different professions play a role in the choice
of goods. Figure 7 presents a diagram of the type of profession of respondents. Figure 7
shows that the distribution of respondents by occupation by district has the same
characteristics. As you can see, you can select a segment of managers and students. This
segment is characteristic of all three enterprises.

unemployed
teachers

service workers 2

pensioners

B Quasar
students
. Samsung
middle management 1

¥ Navigat
managers 36 avigator

technical specialists

|

|

|1
-
[
-
-
-
T
| }

government officials | I 17

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure. 7. Distribution of respondents by type of professions of the three enterprises
Source: Developed by authors.

It should be noted that in terms of religious beliefs, almost all respondents (an
average of 96.7%) turned out to be Orthodox.
Figure 8 presents a diagram of the distribution of respondents by level of education.

'3 Kumar, N. (2008). Marketing as Strategy Leading to Successs, Prague: Grada Publishing (in Czech).

' Bludova T.V., Tokar V.V. (2013). Modeling of innovation and investment activity in the context of
economic security of the enterprise // Effective Economics. - 2013. - Ne 2. - [Electronic resource]. - Access
mode: http://nbuv.gov.ua/UJRN/efek 2013 _2 58 (In Ukrainian )
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average, secondary special, incomplete higher higher
education,

Figure. 8. Distribution of respondents by education level criterion for three enterprises
Source: Developed by authors.

Figure 8 shows that the distribution of respondents by level of education has similar
characteristics. It is possible to distinguish a segment of students with incomplete higher
education.

Results of questionnaires for segmentation by psychographic factors

The results of the questionnaire for determining the psychographic factors are presented
in Figures 9 - 10.

started using the network recently.

most value the social aspect of the network,
spend a lot of time drifting through the
Internet and learning about it,

driven primarily by one's own interests
rather than business interests.

focused on getting useful information, are
confident users of the network,

focused primarily on getting information ® Quasar
related to professional activity, Samsung
focused mainly on the social aspects of the = Navigator
Internet.

overwhelmingly have a good understanding
of the technical aspect of the network,...

use the network to address professional
issues and meet their own needs,

use the network solely for practical purposes
to find specific, specific information,

active and professional and inclined to the
target audience of new software products. ..

0% 10%20%30%40%50%60%70%80%90%l 00%

Figure 9. The results of the survey on the psychography of consumers as they refer to themselves
Source: Developed by authors.
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Note that psychography is a stable position; feelings experienced by an object,
person, or idea that are formed on the basis of ideas and feelings that lead to certain
behavior. We form and develop relationships that can be positive or negative, reflecting
affection or dislike or being neutral. Relationships are important for advertisers because
they influence the consumer response to the product (a positive attitude can be turned
into a brand preference). Thought research is used to test how people feel about other
people, products, brands, appeals, and current trends. A special role here is played by
individuality - these are characteristics of character and mental makeup that distinguish
one person from another. The way the consumer views the world, how he/she perceives
(with what emotions) and interprets what is happening, how he/she reacts intellectually
and emotionally, how he/she shapes thoughts and positions, all of which characterize the
consumer's individuality, which makes his/her personality. Figure 9 presents the results
of the responses regarding the psychography of the consumers to whom they refer. The
answers are uniform, but there is still a noticeable segment of consumers who are
focused mainly on the social aspects of the Internet.

Figure 10 shows the results of responses to the consumer's psychological qualities.

Capable of fruitful cooperation

Friends are advised, seek advice

understand people's experiences and
sympathize with them

knowledgeable in life affairs, erudite,

. e B Navigator
interesting
Samsung
diplomatic enough B Quasar

attractive in the manner of his behavior
constructively communicate with others
to achieve their own goals
manage circumstances through
psychological sensation

0 10 20 30 40 50 60

Figure 10. The results of the survey questionnaire on the consumer's psychological qualities
Source: Developed by authors.

It clearly distinguishes a segment of consumers who believe that they are erudite,
interesting and knowledgeable in life matters. We emphasize that self-awareness is a
perception of oneself. Our own image reflects our vision of our individuality and a
personal example of strength and weakness. Therefore, the urgent question arises about
identifying the character traits that best characterize the consumer and what they think
about themselves. Of particular interest is the identification of characteristics that affect the
consumer's attitude to various products, advertising, as well as his/her behavior as a buyer.

The survey results for determining social factors are presented in Figures 11-12.
The distribution of respondents by social classes is shown in Figure 11, where a
significant segment of consumers is in the middle class, in the second place are the poor
and in the third place is the upper class.
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Figure 11. Distribution of respondents by social classes
Source: Developed by authors.

The breakdown of respondents by occupation is given in Figure 12, where a significant

segment of consumers are employees, second place students and third place

entrepreneurs.
60
50
40
30 A
20 +—
10 A
0 -

B Quasar
Samsung

B Navigator

Schoolboy Student Official Entrepreneur Housewife

Figure 12. Distribution of respondents by occupation
Source: Developed by authors.

Figure 13 presents the results of the responses regarding the devices purchased by the
respondents. A significant segment stood out for tablets, followed by smartphone
purchases.

80
70
60
50 B Quasar
40

30
20 B Navigator

Samsung

10 A
0

Cellphone Smartphone Tablet others

Figure 13. Buying Device Features You give preference to devices by respondents
Source: Developed by authors.
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Figure 14 shows the results of the survey of respondents' answers to the question of the
characteristics of the devices that were preferred during the purchase.

Quality of housing materials; | 11 | |
3G connection; | 4|17 |
Work time; | 1|6 | Quasar
Game component 27 Samsung
. | | | Navigator
The amount of internal memory; | | 26 | |
Screen diagonal,; 29

| | | |

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Figure 14. Characteristics of respondents' preferred devices
Source: Developed by authors.

As can be seen from Figure 14, the segment of consumers that prefers 3G connectivity is
currently distinguished. In the second place comes the game component.
Conclusions

Similarly, the questionnaire survey of respondents' answers was processed to evaluate
the relevant factors. The results are presented in Table 6. The best performance is
Samsung Electronics Ukraine Company. In second place is Navigator.

Table 6. Evaluation of relevant factors of enterprises

What manufacturers | Advantage at | The level of prices Products are

Enterprise are known to the the same for products of the | always on sale
respondents price enterprise
Samsung Electronics high
Ukraine Company 3 a4 37
"Navigator" 35 37 receptive 38
"Quasar" 10 19 receptive 5

Source: Authors’ elaboration.

Thus, we combine the results in Table 7, which presents the hypotheses, individual and
segment factors.

Table 7. Confirmation of hypotheses and isolation of the consumer segment

Hypothesis (factor) Separation of consumer segment
Most consumers use 6-7 hours a day; The length of the time corridor for using a computer device is
the existing device is not satisfactory in 4-5 hours.
terms of functional characteristics; Consumers who want to buy a new model of computer device.
important in choosing is the price and Consumers who need an up-to-date operating system and then

processor; device purchased up to 1 year | the size of the built-in and RAM are important.
ago (Behavioral)
Most consumers are men aged 26-35, Almost all respondents are Ukrainian, and on average half of
married, have two children, with an the respondents are male and half are female. 26-35 years old
average monthly income of 2000-5000 and 16-25 year olds living in families with 3-4 people, with
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UAH. (Demographic)

the most likely to purchase a young family computer with a
child over 6 years of age. Segment of students with tertiary
education. This segment is unique to all three districts. The
following major segments can be distinguished: respondents
with specialized secondary education and higher education.

Basically, consumers buy products in
their area if they have a business store

connection (Geographic)

selling computer devices with a network

The hypothesis is confirmed
The segment of managers and students can be distinguished

Consumers who use the network to
address both professional and
professional needs are extroverted and
have the potential to be open to the
experience of being (Psychographic)

A segment of consumers focused mainly on the social aspects
of the Internet.

A segment of consumers who think they are erudite,
interesting, and knowledgeable in life.

Medium Consumers, Employees Who
Perceive Media Impact on Mass Media
Products

(Social)

A significant segment of consumers are in the middle class, in
the second place are the poor, and in the third place are the
upper class. Considerable segment of consumers are
employees, in the second place - students, and in the third
place - entrepreneurs

25-35 year olds who buy devices every
9 months and prefer tablets that come
with a keyboard with computer features
purchased a one to one and a half year
old computer device.

A significant segment is buying tablets, followed by
smartphones. The consumer segment that prefers 3G
connectivity then comes out with the game component.

The company selected by the consumer
he knows is given priority at the same
price, it is this enterprise, the price level

The best performance of Samsung Electronics Ukraine
company.
In second place is Navigator.

is perceived and its products are on sale

Source: Authors’ elaboration.

Consumers' answers are distinguished by the results of the survey and the analysis of the
answers of the respondents above. So, we present segmentation of the market for
computer devices with network connectivity in a three-company survey. Thus, Table 5
provides confirmation of the hypotheses and the segregation of the consumer segment.

Note that there is also the danger that if marketers-competitors try too hard to
"segment" each other, then the market will be crushed to an unacceptable level and
consumers become entangled in the variety of products they are offered.
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THE DEVELOPMENT OF PROSUMPTION
ON THE POLISH E-SERVICES MARKET

In the information age, the growth of prosumer behavior would not be possible without the
development of ICT technologies. The interactivity of contemporary media creates favourable
conditions for the development of prosumption (a combination of “production” and
“consumption.”) The article presents the problem of the behaviors of e-service consumers and
demonstrates the results of a qualitative study which was conducted in 2018. For the purpose of
the study, non-participant observation was adopted: conversations on internet forums dedicated to
e-services were followed.

Key words: prosumption, prosumer, e-services, ICT, non-participant observation
JEL Codes: M31, L86

Introduction

Technological development, in particular, the revolution in information technology (IT),
has changed the way society and the economy function, and has impacted the
functioning of the service market. One symptom of the new economic reality and of
virtualization is the emergence of the e-service market. The changes in consumer interest
in e-services are the result of changes in consumer attitudes to Internet networks and
various ICT technologies. In recent years, the Internet, various mobile devices and
online applications have significantly impacted the behaviour of market entities. The
service sector has seen dynamic development of ICT, and the level of modernization in
ICT determines the level of modernity for the whole economy.

The popularization of ICT technologies (mainly in the service sector) has
significantly influenced consumer behaviour, bringing changes not only to the place of
purchase but also to the subject and frequency of purchase, information gathered and
many other issues. The shift of consumer behaviour to e-behaviour' is also a step
towards prosumption.

The aim of the article is to identify and exemplify prosumer behaviour for consumers
on the e-service market and also to present a new product solution for this market.

Development of prosumption

Although the term prosumption is a coinage of the words production and consumption, its
etymology has not been clearly defined. The phenomenon of prosumption is described as a
mixture of consumption and production processes until the distinctions between them
become less clear’. According to Guido and Peluso®, Alvin Toffler, who introduced the

' M. Jaciow, R. Wolny: Polski e-konsument. Typologia, zachowania, OnePress, Gliwice 2011, p. 10.
? B. Jung B: Kapitalizm postmodernistyczny. ,,Ekonomista” 1997, nr 5-6, p. 720.
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term in his book “The Third Wave” in 1980, is known as the precursor of prosumption.

Prosumption might be the effect of the following tendency: consumption is involved in the

production process — the producer becomes a consumer, so production is involved in

consumption — the consumer becomes a producer. Prosumption might also be described as

a desire to possess products which are in accordance with consumer conceptions. Thanks

to individual choices and activities, consumers become co-producers of a given product®.

Toffler’ describes situations which indicate that consumers are taking over some functions

which were previously attributed to producers; for instance:

e Consumers are focused on: purchasing new products and exchanging broken/
damaged items for new ones; using the scope of available services in order to
perform all the activities pertaining to restoration, servicing and storage of the
purchased products on their own; performing (on their own) a greater number of
services which had been previously performed outside the household;

e  Consumers consciously become involved in the process of design and preparation of
goods and services, which makes them become creative consumers.

The determinants of the development of prosumption might be divided into two
categories. The first distinguishes so-called general determinants (biological, economic,
social, cultural and technological factors) which are connected with consumption as it is
more broadly understood. These determinants also influence prosumption (a particular
example of consumption). The second category distinguishes the factors which are
specific to prosumption’, which are:

e The increase of free time and the need to fulfil it in an attractive way;

e The possibility of working from home and combining it with consumption
activities;

e  The development of education;

e Changes in the work culture and redefining the role of labour in human life: the
evolution of labour towards creativity.

Other factors which are involved in the development of prosumption include:
economic and social trends, technological development, knowledge and research
development, and the activities of companies (Figure 1).

For Toffler, the main source of prosumption was a developing self-help movement
(emergence of organizations and consumer societies whose main aim was providing help
by exchanging experiences, observations and advice) and the involvement of consumers
in dealing with issues which were previously performed by companies, e.g. through the
growth of self-service activities in the process of customer service or involving
consumers in the process of product design’. It must be stressed that ICT development
contributes to the development of prosumption and an increase in the number of

* G. Guido, A. M. Peluso: Preconditions for the diffusion of prosumption among firms: a case study approach.
,,Problems and Perspectives in Management” 2008, Vol. 6, Issue 4, p. 65.

* D. Gach: Pozyskiwanie i wykorzystywanie wiedzy klientow. ,,E-Mentor” 2008, nr 23, p. 57.

5 A. Toffler: Trzecia fala. PIW, Warszawa 1997, p- 79.

¢ Cz. Bywalec, L. Rudnicki: Konsumpcja, PWE, Warszawa 2002, p. 145.

" Toffler A., 1997. Trzecia fala. PIW Warszawa, p 420.
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prosumers. It is even believed that each Internet user is a prosumer, although not every
prosumer is a user of the network®.

company activiteis

- oustsourcig of some
activities from consumers
- the implementaion of
consumer knowledge in the
technological process of product

development development

research method
development

- Internet development
- ICT technology
development

- qualitative techniques
- eye tracking

consumers — prosumers
. . and value creators
economic and social trends
knowledge development

- increase of free time - focusing on

: - creativit;
- increase of labor cost prosfumpt}on processes - pursuing g(})/als
- isati - focusing on non- A
need for personalisation of & - postmodernism

material values of the
products in consumer
consciousness

the offer

Figure 1. Factors which allow the development of prosumption
Source: Author’s study based on: S. V. Troye, Ch. Xie: The active consumer: Conceptual, methodological, and
managerial challenges of prosumption. Norwegian School of Economics and Business Administration, 2007, p. 16.

A prosumer might also be called a person who describes or comments on products
(brands) on internet websites, while sharing at the same time his/her knowledge and
remarks not only with other consumers, but producers as well’. There are a vast number
of places on the Internet in which prosumer behaviour can be observed (these are places
where prosumers are able to put their comments or opinions about products and/or
exchange their opinions with other prosumers). Such places include: vertical portals
(vortals), corporate portals, social networking websites, blogs and internet forums'’.
Social networking websites and internet forums are places which are most popular
among prosumers.

Prosumers’ level of involvement in the information transfer varies. Some prosumers
merely express their opinion about the product (they recommend it or not to others).
However, there are some active prosumers who try to participate in designing or
improving the service offer. Figure 2 presents the stages of development of prosumer
behaviours on the e-service market.

8 I A. Baruk, A. Iwanicka: Prosumpcja internetowa vs. Prosumpcja pozainternetowa. Prace Naukowe
Uniwersytetu Ekonomicznego we Wroctawiu 2016, nr 459, p. 184.

® K. Domanska: Kim jest prosument. ,,Marketing w praktyce” 2009, nr 29, p. 37.

1 M. Bartosik-Purgat: Social networking sites as a channel for delivering information about durable products
and its impact on purchasing decisions. “Acta Scientiarum Polonorum Oeconomia” 2018, nr 17 (1), p. 8; R.
Wolny: Prosumpcja i prosument na rynku e-ustug. ,,Konsumpcja i Rozwoj” 2013, nr 1(4), p. 156.
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Level 0
no behaviours displaying in phenomenon of prosumption

\Z

Level 1
following the opinions of other internet users during the purchase of products/during the use of e-services

N7

Level 2
asking internet users/e-services providers questions about e-services

N7

Level 3
putting opinions about e-services on the Internet

N7

Level 4
putting suggestions concerning the introduction of new e-services on the Internet

\Z

Level 5
putting suggestions concerning the improvement of e-services on the Internet

\Z

Level 6
e-services personalisation - own vision/decision what a given e-service should look like

Figure 2. Stages of development of prosumer behaviours on the e-service market
Source: Author’s own elaboration.

According to Xie'', the theory of prosumption is connected with a new form of
interaction between a producer and consumer, which follows the concept of DIY (do it
yourself). Toffler observed that the production of standard goods filled the market. That
is why, in order to continue production growth, companies need to initiate the process of
customization of mass production into very personalized products. Reaching a high level
of adjusting products to consumer needs requires involving consumers — prosumers — in
the production process, especially at the level of establishing design requirements. To
conclude, it might be stated that prosumer behaviours are the element of broadly
understood economic behaviours of individuals'?, which include:

e Real processes — the aim of which is expending workload, financial and material
resources,

e Information processes — the aim of which is transferring data, opinions, comments
and decisions (nowadays, consumer opinion transfer is recognized as part of the
concept of consumer involvement'?).

" Ch. Xie: Trying to prosume. Toward a perspective on prosumption, Norwegian School of Economics and
Business Administration, 2008, p. 2.

12 7. Kedzior: Zachowania gospodarstw domowych i przedsigbiorstw. Prawidtowosci, determinanty. CBiE AE
Katowice, Katowice 1997, p. 20.

" M. Kucia: Studium terminologiczne koncepcji Costumer engagement, ,,Handel Wewngtrzny” 2018, nr 6
(377) tom 11, p. 240.
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Source material and research methods

The implementation of participant and non-participant observation in the research of
prosumption on the e-service market provides reliable results'. The use of observation for
the purpose of Internet research means learning and observing the behaviours of people and
phenomena and their effects performed on the Internet. The researcher provides intentional
remarks according to a previously established plan. The research is conducted in accordance
with the procedures of netmography research and follows five steps (Figure 3).

definition of research questions, topics to
investigate

observation technique selection, community and
place identfication and selection

data collection

data analysis and interative interpretation of
findings

write, present and report research findings

Figure. 3. Simplified model of netnography research project
Source: R. V. Kozinets: Etnografia. Badania etnograficzne online. Wydawnictwo Naukowe PWN, Warszawa
2012.

According to Wolny'", non-participant observation on the Internet involves using
the information which already exists in the network (the so-called archive materials from
internet forums) and drawing certain conclusions. The main aim of non-participant
observation is to diagnose situations — the frequency and course of action of certain
phenomena — yet it does not analyse the reasons for these phenomena. Elements of the
content analysis of texts which are put on internet forums are used in the research of e-
service markets in order to assess: assortment in the offer of e-services, prices of e-
services, purchase and prosumer behaviour of consumers. Content analysis also focuses
on the language, style and symbols incorporated in the researched texts. It might be
stated that content analysis resembles an inventory, as the means in which the
information is collected from primary sources and the unfeasibility of repetition of the
conditions in which the data is gathered. This makes all the information unique, and the

'* A. Dabrowska, M. Jano$-Kresto, A. Wodkowski: E-ustugi a spoteczenstwo informacyjne. Difin, Warszawa
2009, p. 124; D. Silverman: Prowadzenie badan jakosciowych. Wydawnictwo Naukowe PWN, Warszawa
2008, p. 82; P. Baines, B. Chansarkar: Introducing Marketing Research. Wiley, New York 2002.

'* R. Wolny: Mozliwoéci wykorzystania obserwacji w Internecie w badaniach rynku e-ustug. Prace Naukowe
Uniwersytetu Ekonomicznego we Wroctawiu 2014, nr 336, p. 353.
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informative value of such data is significant. Finally, as far as the research of the market
of e-services is concerned, there is no alternative way, so far, of data collection.

The article demonstrates the results of the primary research of 146 internet forums
dedicated to the market of e-services. For the purpose of the research, non-participant
observation was implemented. The observation covered the period from January 2017 to
June 2018. The qualitative data obtained during the research was compiled in 2018. The
total number of internet users of the researched forums was 51 154 (46.6% men and 36.1
% women). It was not possible to identify the sex of 17% of the participants — neither
upon the users’ nickname, nor the user’s style. The most significant number of
participants (17 333) expressed their comments on forums dedicated to e-banking,
whereas the lowest number of participants (4208) expressed their comments on forums
dedicated to e-administration. The total number of posts which were put online during
the period of 18 months was 54 473. The largest number is represented by posts on e-
banking internet forums (19 132); the lowest on e-administration forums (4872). Table 1
presents basic characteristics of the researched forums.

Table 1. Basic characteristics of the researched forums

Participants of internet forums
Type ) Number of in this Number of
internet forums Total Sex posts
women men . .
unidentified

e-banking 30 17333 4952 8985 3396 19132
e-culture 30 13455 6952 5128 1375 15225
e-education 30 9206 5268 1968 1970 9886
e-insurance 28 4952 1374 2852 726 5358
e-administration 28 4208 1255 2068 885 4872
total 146 51154 18477 23825 8852 54473

Source: Author’s own research.

Results and discussion

The implementation of non-participant observation resulted in the identification of
consumer behaviour at levels 3,4 and 5 (see Figure 2). The results clearly show that
internet users demonstrate willingness to share both positive and negative opinions about
given phenomena. Positive opinions were mostly expressed by e-consumers on the
internet forums dedicated to e-education, e-culture and e-administration, whereas e-
banking and e-insurance forums were dominated by negative opinions (Table 2).

Table 2. Opinions about e-services on internet forums (in %)

Type of e-service . Opinions .\
yp negative neutral positive
e-banking 57,8 6,7 35,6
e-culture 33,7 1,7 64,6
e-education 18,9 9,5 71,6
e-insurance 57,3 7,5 352
e-administration 36,8 3,9 59,2

Source: Author’s own research.
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The observation of prosumer behaviour on levels 4 and 5 resulted in gathering
valuable information concerning the introduction of new e-services and improvement of
the currently functioning services.

E-banking services are very popular e-services in Poland and the number of users is
constantly growing. In 2018, 44% of Poles used e-banking services, which was below
the EU average of 50%'C. The results clearly indicate that the level of prosumer
behaviour of the consumers of e-banking is significantly higher than the level of
consumers of other financial services'’. Men were significantly more active on e-
banking internet forums than women (8985 men and 4952 women expressed their
opinions on the 30 researched forums). Internet users who participated in online
discussions very often pointed out certain modifications of the services or suggested
introducing new e-services which are provided by other institutions. The participants
suggested a set of new e-services which should be implemented by e-banking; for
instance: facilitating the use of bank accounts, banking applications and foreign currency
accounts, connecting e-banking services with other services and introducing new
solutions in the field of money transfer and e-banking security.

The participants also suggested a set of improvements for the current e-services.
These improvements usually referred to the interface of bank websites (including mobile
applications), expansion of the scope of services and modification of helpdesk services
(Table 3).

Table 3. Suggestions concerning the improvement of e-banking services — selected examples

Introduction of mobile account for Windows Phone

Introduction of new option “remember the receiver for future transactions”
Introduction of the possibility of sending email transfer confirmation
Text message information about the system failure

Introduction of ready-to-fill ZUS transfers

The possibility of using QR code while signing a transfer

Introduction of online banking advisor

Introduction of online foreign currency account in SCAD (Canadian dollars)
Introduction of anonymous bank accounts

Introduction of access to other public services with the use of e-banking
Introduction of e-loans

Improvement of the bank’s website

The use of BLIK in the case of using other bank’s cash deposit machine
E-banking system update; adjustment of Firefox

Modification of login system

Modification of mobile application

Interface personalization

Modification of pay-pass (possibility of switching on/off)

Modification of online transfer panel

Facilitating EURO transfers to foreign receivers

New ways of informing about maintenance breaks

Possibility of checking the history of transfers — older than 30 days

Introduction
of new e-
services

Modification
of current e-
services

Source: Author’s own research.

16 Spoteczenstwo informacyjne w Polsce 2018. Wyniki badan statystycznych z lat 2014-2018. GUS Warszawa
Szczecin (Www.stat.gov.pl).

7 E. Kiezel, S. Smyczek: Model zachowan prosumenckich konsumentéw na rynku ushig finansowych.
.Konsumpcja i Rozwdj” 2013, nr 2(5), p. 102.
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E-culture services integrate ICT with the process of production, distribution,
presentation, preservation and (second) use of the works of culture'®. One of the
characteristic features of e-culture services is the fact that they might be sold online,
provided in a traditional form (ticket sales) or provided exclusively online (e.g. access to
e-books, virtual visit to a museum)'. Women were shown to be more active on e-culture
forums than men (6952 women and 5128 men expressed their opinions on the 30
researched forums). As far as new e-services are concerned, the users suggested the
possibility of publishing their own output, the introduction of new solutions to ticket
sales and access to Internet films. Modifications in the area of e-culture services mainly
concerned quality improvements of films, mp3s, e-books, website and mobile
application interfaces. Also, the participants suggested improvements of certain e-culture
services in order to adjust them to disabled users (Table 4).

Table 4. Suggestions concerning the improvement of e-culture services — selected examples

Introduction of new film categories

Introduction of ticket sales on social websites

Possibility of publishing drawings, pictures and graphics made by amateur artists
Possibility of adding own films

Introduction of online chat

Introduction of single fee for films - instead of subscriptions
Introduction of one-day access to e-books

Introduction of film database connected with music database
Introduction of multi-language speech recognition device
Possibility of getting in touch with the seller through social networks
Books should be sorted according to the theme

Subtitles — greater choice of languages

Improvement of mobile versions of the internet website
Better quality of the available films

Abolishing logins

Better quality of graphics of mobile devices

Introduction of new film genres

Adjusting platforms to disabled people (sign language)
Improvement of the quality of e-books

Improvement of sound quality of mp3s

Improvement of the translated versions of current content
Introduction of multi-format e-books

Modification of ticket booking system

Introduction
of new e-
services

Modification
of current e-
services

Source: Author’s own research.

In 2018 11,4% of Poles used the Internet for education purposes™. E-education
services are becoming more popular, as they help their users save time (e.g. commuting),
require smaller financial outlays and are not limited geographically. Women were
significantly more active on e-education forums than men (5268 women and 1968 men

' A. Dabrowska, M. Jano$-Kresto, A. Wodkowski: E-ustugi a spoteczenstwo informacyjne. Difin, Warszawa
2009, p. 86.

! R. Wolny: Rynek e-ustug w Polsce - funkcjonowanie i kierunki rozwoju. UE, Katowice 2013, p. 18.

% Spoteczenstwo informacyjne w Polsce 2018. Wyniki badan statystycznych z lat 2014-2018. GUS Warszawa
Szczecin (www.stat.gov.pl).
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expressed their opinions on the 30 researched forums). The users suggested a number of
new e-services, namely: introduction of audio and video e-services, introduction of new
methods of teaching with the use of available technologies, and the possibility of taking
online examinations. As far as modifications of e-education services are concerned, the
participants focused on: technical issues of websites and mobile applications, class
schedule (it should be changed), teaching methods and, finally, class evaluation process
(Table 5).

Table 5. Suggestions concerning the improvement of e-education services — selected examples

Introduction of online examinations

Introduction of audio lectures

Introduction of courses for foreigners

Introduction of video courses

Introduction of platforms allowing learning through various instant messengers
Introduction of conversations with native speakers

Introduction of e-services on various platforms (Smart TV, VR goggle)
Introduction of new teaching methods (through music, games, etc.)

Courses with the use of internet cameras — it would allow eye contact with the teacher
Implementation of latest teaching methods (e.g. online tests, infographics, etc.)
Introduction of e-consultants (or another form of contact in case of problems)
Introduction of online courses in pairs

Introduction of peer-review, peer-evaluation by experienced users

Increase the level of activity of website administrators — removing spam and viral
texts

Modification of the offer — taking into consideration users’ assessment
Improvement of the graphics

Forums available in several languages

Shorter courses

Adjustment of the interface to different age groups

Development of vocabulary section of given applications/courses

Access to tutor’s calendar

Improvement of online chat

Development of courses in other subjects

Introduction
of new e-
services

Modification
of current e-
services

Source: Author’s own research.

E-insurance services is an umbrella term for the following online services which
refer to the insurance market: offering, negotiating, concluding contracts and loss
adjustment. Although the distribution model of insurance services is dominated by
agents, the share of its virtual channel is significantly increasing®'. As far as the study is
concerned, men were more active than women on e-insurance forums (2852 men and
1374 women). The participants of the research suggested new solutions to e-insurance
services; among them, the most popular were: new possibilities of taking out insurance,
introduction of insurance for particular age groups and against particular risks. The
modification suggested by the participants referred to the improvement of
communication and simplification of taking out insurance (Table 6).

2! P, Pliszka: E-ubezpieczenia w polskim spoteczenstwie informacyjnym. ,,Studia Informatica Pomerania”
2017, nr 4(46), p. 75.
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Table 6. Suggestions concerning the improvement of e-insurance services — selected examples

. Introduction of downloadable forms
Introduction e  Introduction of price comparison system
of new e- . Introduction of wider offers for people over 60
services . Introduction of new, personalized e-insurance ofters
. Introduction of e-insurance offers for different sports
. Shortening waiting time (online replies concerning compensation or repair)
e Modification of the preliminary forms
. . . Employing more staff
Modification . Modification and simplification of online contracts
of current e- .
services e  Improvement of offer comparison system
e Improvement of helpdesk
. Improvement of e-policy management
. Improvement of skype communication

Source: Author’s own research.

In 2018, 35,5% of Poles used e-administration services””. The main aim of using e-
administration services was to search information on public administration websites,
download different forms, and finally send different forms and applications (growing
popularity of online tax returns). The results of the study indicate that men were more
active on e-administration internet forums than women. Approximately, 2068 men and
1255 women expressed their opinions on the 28 researched forums (Table 7).

Table 7. Suggestions concerning the improvement of e-insurance services — selected examples

Introduction
of new e-
services

Introduction of the obligation of use of electronic mail boxes by public administration
offices (e.g. NFZ, ZUS)

Introduction of the following online services: child birth registration, new-born
benefit, day care centre application, kindergarten application, school application
Introduction of online deletion of an unemployed person from the registration system
Introduction of e-mail reminder of the validity of certain documents (introduction of
the possibility of online registration of a public benefit organization)

Introduction of e-administration spots in shopping malls

Introduction of one consolidated e-service platform

Introduction of local platforms

Introduction of the possibility of trusted profile confirmation through a bank

Modification
of current e-
services

Improvement of the work organization of the public administration offices by prior
electronic registration

Exchange of paper documents for electronic data storage devices
Instant availability of the source code on the Internet
Modernization of the Internet website

Simplification of electronic tax return form creator
Improvement of tax return system for foreign income

Addition of a separate window in electronic tax return forms
Improvement of the efficiency of the application

Improvement of personal data storage

Possibility of filing multiapplication

Source: Author’s own research.

22 Spoteczenstwo informacyjne w Polsce 2018. Wyniki badan statystycznych z lat 2014-2018. GUS Warszawa
Szczecin (www.stat.gov.pl).
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The participants suggested the introduction of new e-services for people with
children, new possibilities of self-service and the possibility of consolidation of e-
services. The suggestions concerning the modification of e-services included: technical
issues of the public administration websites, form filing procedures and improvement of
security.

Conclusions

The virtualization of services might contribute to the development of the e-service
market in two ways: first, the introduction of e-services attracts new consumers; second,
the e-service environment creates favourable conditions for the development of
prosumption. The prosumption of e-services allows further development and
improvement of the services, which might also result in attracting new consumers. A
prosumer is more than just a consumer. It is a person who possesses broad knowledge of
e-services and demonstrates this knowledge to others, especially in decision-making
processes. Prosumers want to participate in creating the offer of products and services.
Technological progress and the development of ICT technologies have significantly
influenced the development of prosumption and online prosumption. It might be
expected that in future the phenomenon of e-service co-creation and active participation
in designing individualized e-services will grow. Such phenomenon might be perceived
as the highest form of prosumption.

The presented research results indicate that consumers on the e-services market are
active prosumers. Consumers engage in internet forums dedicated to the market of e-
services. Prosumer behaviors identified in the research process are associated with
putting opinions about e-services (level 3) and putting suggestions concerning the
improvement of e-services or in the introduction of new e-services on the Internet (levels
4 and 5).

Undoubtedly, new e-services which were suggested by internet users are not
revolutionary; however, the implementation of selected solutions might be appreciated
by the users and will broaden the scope of e-services. As far as participation in different
forms of prosumer behaviours is concerned, it might be concluded that prosumption is
developing; thus, one might expect significant growth of the phenomenon in future.
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Streszczenie

W dobie spoteczenstwa informacyjnego wzrost zachowan prosumenckich nie bytby mozliwy bez
rozwoju technologii ICT. Interaktywno$¢ wspolczesnych medidow sprzyja rozwojowi zjawiska
prosumpcji. Artykut przedstawia zagadnienia zwiazane z postgpowaniem nabywcoéw e-ustug i
prezentuje wyniki badan jakosciowych. Badania przeprowadzono technika obserwacji
nieuczestniczacej w 2018 roku $ledzac uczestnikow dyskusji na branzowych forach internetowych
poswigconych e-ushugom. Artykut ma charakter badawczy.
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IMPACT OF INTERNATIONALIZATION ON THE
CAPITAL STRUCTURE OF COMMERCIAL COMPANIES

International enterprises (in this paper, international companies are understood as
companies that sell their products and services abroad) are precious for the national economy
because, through their experience in international sales, they stimulate the development of other
companies in the same industry and their subcontractors. The knowledge that these companies
have gained on international markets through the spillover effect spreads on their suppliers, as
well as through imitation or cooperation on their competitors. Also, international companies (in
the meaning: domestic export companies) are often the first to use new technological solutions and
product innovations, which contributes to the modernization of products in the entire business
sector. Dynamic and robust international companies usually also build networks with entities from
different countries in order to cooperate on development, negotiation, and sales, which also
encourages similar activities of their competitors. For all these reasons, national governments
should take action to help to export companies, or at least monitor the problems that such entities
report. The purpose of the publication is to draw attention to the higher demand for the debt that
exists in such enterprises and to discuss the reasons for this. In particular, the purpose of the
publication was to verify 2 research hypotheses: HI: Internationalization increases indebtedness of
a company measured with the debt to equity ratio, and H2: The scale of internationalization
(measured with the share of foreign sales to total sales) is positively related to the level of
indebtedness (measured with the debt to equity ratio). For both hypotheses we found no grounds to
reject these hypotheses. In the opinion of the authors, the demand for debt from exporters should be
monitored, especially in terms of the availability of this form of financing for exporters from the
SME sector. The paper used the Arellano-Bond model and data downloaded from the Orbis
database for years 2007 — 2017.

Keywords: multinational companies, indebtedness, corporate finance, capital structure
JEL Codes: G32, C33, B17

Introduction

The purpose of the paper is to empirically verify the relationship between
internationalization and the debt to equity ratio in commercial, non-financial companies.
The literature review suggests that the direction of this relationship is not known, as there
are as many publications that show that internationalization increases indebtedness ratios
as there are publications that support the opposite opinion (that internationalization
decreases debt levels in the capital structure). The paper attempts to empirically verify the
direction of this relationship using large, representative samples of companies from four
countries: Bosnia and Hercegovina, Ireland, France, and the United Kingdom.
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Theoretical background

Research on the impact of internationalization on the company's capital structure seems
to begin from the so-called classical models of capital structure, in particular from the
Modligiani-Miller model' (the version which excludes taxes and bankruptcy costs),
which was later augmented by Senbet” into a model which proved that in the absence of
taxes and bankruptcy costs, capital structure does not affect the value of the international
enterprises (that is, companies that operate in foreign markets).

Similar conclusions were drawn by Stiglitz> who, however, pointed out that in
imperfect markets there are at least three factors that create the relationship between the
market value of a company and the capital structure: different interest rates on deposits
and loans, changes in credit risk as the level of debt increases and the fact that bonds of
different companies are not the same from the risk perspective.

The list of imperfections was extended by the work of Errunza and Senbet®, who
added to it the following factors: the competition of a foreign company with domestic
companies, which by definition contradicts the assumptions of a perfect market and the
existence of entry barriers to foreign markets. In the opinion of researchers, these market
imperfections must affect the capital structure of enterprises that enter foreign markets.

Another essential market imperfection is income taxes, which, according to the
Black model’, not only affect the capital structure because of their existence but also
because their effective rate is different in different countries. Black showed that the
CAPM model does not work in such a world, and this disables a proper arbitrage between
markets; international companies take advantage of that and operate at the lower average
cost of capital than domestic companies. The same conclusions were drawn by Lee and
Zechner®, who showed that in countries with high taxes the companies use more debt
than in countries with low taxes. According to Shaked’, in the world of taxes, uncertainty
of economic conditions and bankruptcy costs, international companies observe lower
volatility of profits. This translates into lower costs of potential bankruptcy, which allows
them to use higher debt ratios.

Another argument for the importance of internationalization in determining the
capital structure and for the higher indebtedness of international companies was set forth

' F. Modigliani, M. Miller: The Cost of Capital, Corporation Finance and the Theory of Investment American ,
Economic Review 48/1958, pp. 261-297.

2 L.W. Senbet: International Capital Market Equilibrium and Multinational Firm Financing and Invest Policies,
Journal of Financial and Quantitative Analysis 14/1979, pp.455-480.

3 J.E. Stiglitz: A Re-Examination of the Modigliani-Miller Theorem, American Economic Review 59/1969, pp.
784-793.

* V.R. Errunza, L.W. Senbet: The Effect of International Operations on the Market Value of the Firm: Theory
and Evidence, Journal of Finance 36/1981, pp. 401-417.

° F. Black: International Capital Market Equilibrium with Investment Barriers, Journal of Financial Economics
1, 1974, pp. 337-352.

® M.H. Lee, J. Zechner: Debt, Taxes, and International Equilibrium, Journal of International Money and Finance
3/1984, pp. 343-355.

" 1. Shaked: Are Multinational Corporations Safer? Journal of International Business Studies spring/2986, pp.
83-101.
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by Lewellen®, Shapiro’ (1996), Chkir and Cosset'® (2001), Kedia and Mozumdar,'' who
claimed that international companies use debt to neutralize the political risk in a
particular foreign country.

The list of imperfections which make international companies use different capital
structure than domestic companies also includes agency costs, which according to Lee
and Kwok'? are higher for the international companies. This is because, being located in
various countries, they are more challenging to control in terms of risk of wealth transfer
from bondholders to shareholders. We assume that debtholders are risk-averse, and
internationalization involves entering foreign markets, which is very risky. Therefore, it
is advantageous for risk-preferring shareholders but not bondholders. According to Lee
and Kwok" (and also Doukas and Pantzalis'*), this argument suggests that debt ratios
should be lower for international companies. The same conclusions were formed by
Myers'’, Jensen and Meckling'® and Stulz'” who believed that assets of the international
company are similar to the call option and being so risky they are not considered as
suitable security for a debt, which reduces the amount of debt such companies are
capable of borrowing. Jensen’s'® paper provides counterargument to this opinion which is
based on the free cash flow hypothesis: high agency conflicts should lead to higher debt
ratios because debt mitigates agency conflicts by removing free cash flows from the
disposal of the management, and this introduces external control every time management
searches for funds in the market for new investment projects.

Even though the authors of the theoretical models discussed above do not agree on
whether internationalization increases or decreases debt levels, their models agree about
one thing: market imperfections make the value of international companies dependent on
the capital structure. To provide more evidence about the direction of this relationship,
we are going to analyze the empirical research results.

8 W.G. Lewellen: A Pure Financial Rationale for the Conglomerate Merger, Journal of Finance 26/1971, pp.
521-537.

® A.C. Shapiro: Financial Structure and Cost of Capital in the Multinational Corporation, Journal of Financial
and Quantitative Analysis, 13(2)/1978, pp. 211-226.

" LE. Chkir, J. Cosset: Diversification strategy and capital structure of multinational corporations, Journal of
Multinational Financial Management 11/2001, pp.17-37.

" P.P. Kedia, A. Mozumdar: Foreign Currency Denominated Debt: An Empirical Examination, Journal of
Business, 76(4)/2003, pp. 521-546.

2 K. C. Lee, C.C.Y. Kwok: Multinational Corporations vpp. Domestic Corporations: International
Environmental Factors and Determinants of Capital Structure, Journal of International Business Studies,
19(2)/1988, pp. 195-217.

B K. C. Lee, C.C.Y. Kwok: Multinational ...,1988, pp. 195-217.

4 J.A. Doukas J. A., C. Pantzalis : Geographic diversification and agency costs of debt of multinational firms,
Journal of Corporate Finance 9/2003, pp.59-92.

'3 P.P.C. Myers: Determinants of Corporate Borrowing, Journal of Financial Economics 5/1977, pp. 147-175.

' M. Jensen, W. Meckling: Theory of the firm: Managerial behavior, agency costs, and capital structure,
Journal of Financial Economics, 3/1976, pp. 305-360.

'7 R. Stulz: Managerial discretion and optimal financing policies, Journal of Financial Economics 26/1990, pp. 3-27.

'8 ML.C. Jensen: Agency Costs of Free Cash Flow, Corporate Finance and Takeovers, The American Economic
Review, 76(2)/1986, May 1986, pp. 321-349.
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Literature review

The positive relationship between internationalization and share of debt in the capital
structure is suggested by works of the following authors:

(1) Mansi and Reeb' (US companies), Singh and Nejadmalayeri®® (French
companies) and Reeb et al?® (US companies) who believe that
internationalization opens the door for the currency risk, which increases the risk
of investing in equity but at the same time allows geographical profit
diversification which stabilizes the profits and lowers the cost of debt.

(2) Kedia and Mozumdar” (large American companies) who justified this
relationship by the exposition to the currency and political risk and that one of
the forms of protection against these risks is contracting on the markets’ local
(export) debt.

(3) Heston and Rouwenhorst® (return on indexes of 12 European countries) and
Agmon and Lessard** (US companies listed on NYSE). The authors suggested
that higher indebtedness is due to lower bankruptcy risk through international
diversification.

(4) Singh et al® (large US companies) who suggested that the share of debt
increases with the size of the assortment and not with internationalization and
that by controlling the size of the assortment, international companies have
lower debt than domestic companies with the increase in the share of exports in
sales.

A negative relationship between internationalization and the share of debt is suggested by
the following authors:

(1) Kim and Lyn* (research-based on international US companies) and Lee and
Kwok®’ (international comparisons for 51 countries), who explained this
dependency by the dissatisfaction of lenders with the increased risk of
international companies and uncertainty of future cash flows.

' P.P.A. Mansi, D.M. Reeb: Corporate diversification: what gets discounted?, Journal of Finance 57/2002, pp.
2167-2183.
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(2) Chen et al.”® (US companies), Doukas and Pantzalis® (US companies), Lee and
Kwok™, Michel, and Shaked®', Shapiro®® explained this relationship with high
agency costs and high bankruptcy costs.

(3) Ethier” (US companies) believed that low indebtedness was caused by high
levels of intangible assets in international companies, which could not be used
as a debt security.

(4) Burgman® (US companies listed on NYSE) and Fatemi® (US companies)
suggested that international companies have more investment opportunities than
domestic companies, and this reduces conflicts over free cash flows, which are
retained in a company and used for new projects. This reduces the need to take
out new loans.

(5) Kwok and Reeb*® (32 countries, including 12 emerging markets) formulated the
hypothesis that the relationship between internationalization and capital
structure depends on the relationship between three types of risk: the risk of a
given international company, the risk of operating in the country of origin of the
international company, and the risk of countries to which the international
company sends its goods. If the risk on the domestic market is higher than on
foreign markets (and an international company), then internationalization will
increase the level of debt. If the risk on the domestic market is lower than
foreign markets (and the risk of an international company), then the debt will
decrease. The results of Kwok and Reeb®’ confirmed the negative correlation
between internationalization and debt for US companies (as opposed to the
results of the research and Chen et al.*®, Chkir and Cosset™), but also indicated
that especially for companies from developing markets, the higher the
company's involvement in foreign sales, the higher its debt will be.

(6) Low and Chen® (2004, 30 countries) confirmed the lower indebtedness of
international US corporations; however, they failed to find this relationship for
companies from other countries.
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As one can see from the publication summary, empirical research also does not give
definite answers about the direction of the dependency between internationalization and
the level of debt. Some authors provide evidence that it is positive, other authors believe
that it is negative. Finally, Kwok and Reeb* suggested that the relationship is conditional
and dependent on the risk differences between countries. This is why we, the authors of
this paper, decided to check for the direction of this relationship using a newer data
sample, which covered the years 2007 — 2017.

Research method

The selection of the model used for estimating the empirical relationship between
internationalization and indebtedness included the following observations and conditions:

- Dependent and independent variables were auto-correlated, which required a

model which deals with this problem and produces unbiased estimators of model
coefficients;

- The model must allow for the partial adjustment of the endogenous variables

over time (due to their autocorrelation);

- Specific characteristics of companies remain constant over time — for example,

the industry or company size;

- The model should produce correct estimators for a limited data sample;

- Individual effects should include omitted variables;

- The expected relationship is linear;

- The model should be able to manage auto-correlation and heteroscedasticity

inside objects, but not between them;

- idiosyncratic errors are not correlated between objects;

- variables used in the model are stationary.

Described characteristics led to the implementation of the Blundell-Bond model, as
it deals well with variables that are not perfectly stationary, and with auto-correlated
variables. It also produces good estimators for small samples and works well with weak
instrumental variables.

To select the best model for the data, we used the bootstrap technique, which meant
that we estimated numerous models with all possible combinations of variables from
variables groups (variables were strongly correlated within these groups and not
significantly correlated between these groups) and chose the model with the highest
predictive power. The majority voting of models also allowed to determine the
relationship between debt levels and internationalization. We rejected models where
control variables (variables which impact on capital structure and are known and are not
questionable) had coefficients suggesting the dependency in the opposite direction.

Data was cleared of outliers by removing observations that were higher or lower by
two standard deviations from the mean. It was necessary because the model we used is
not resistant to such outliers. The method of two-stage estimation with resistant residues
was used. Hence we did not run the Pearson test but only Arellano-Bond.

The overall form of the model was as given in equation 1:

4 C.C.Y. Kwok, D.M. Reeb: Internationalization ... , 2000, pp. 611-629.
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DEj = YK, ViDEj—x + B"x; + o + & (1)

where x;.are explanatory variables, a; — group effects, &;,~I11D(0, 52) — residual errors, i-
object number, t —period, k — time-delays, DE — debt to equity ratio.

Among exogenous variables (which are discussed below) there was either the
discrete variable that identified which company (object) was an international or the
variable which represented the foreign sales share in total sales revenues. We wanted to
empirically verify whether foreign sales variables had a significant impact on the
indebtedness ratio.

Table 1 shows the groups of variables used to estimate the model; each group

represents another potential determinant of a company’s capital structure (a Table with a
variable summary is presented in Appendix 1).
1. Debt measures represent different attempts to measure the dependent variable,
which is the capital structure of a company. We tried using the following variables:
DEBT _A (liabilities divided by total net assets), DEBTOR (binary variable assuming one
if the level of debt in the enterprise exceeds 80%), INDEBT ST (relation of short-term
liabilities to long-term liabilities), LT LT A (relation of long-term interest liabilities to
total assets), LT ST A (relation of short-term interest liabilities to total assets),
NONINTERESTLIAB_A - share of trade liabilities in total (net) assets.

Due to the strong relationship between current debt ratios and their values from the
previous period (enterprises' decisions as to the form of financing strongly depend on the
current capital structure and amount of debt), delayed debt ratios (respectively) were
introduced as independent variables: DEBT A t 1, DEBTOR t 1, INDEBT ST t 1,
LT LT At 1, LT ST At 1, DE 3 (average for the last 3 years), DEBT A 3,
DEBTOR 3, INDEBT ST 3,LT LT A 3,LT ST A 3.

2. Internationalization was measured with the following variables:
EXPORT OPERREVENUE which measures the intensity of foreign sales, EXPORTER
which is a binary variable and distinguishes international companies from domestic
companies, EXPORT 100, EXPORTFROMS50, EXPORTFROM25, EXPORTFROM10
distinguished companies with international sales share close to 100 %, above 50%, 25%
and 10% of total sales.

3. Productivity was measured with the following variables: PRODUCTIVITY,
which represented the residuals from the production function, EQUIPMENT, which
measured the number of net fixed assets per employee, PRODUCTIVITY A and
PRODUCTIVITY_E which measured sales related to fixed assets and sales divided by
the number of employees. A negative correlation between productivity and debt was
expected.

4. Profitability measures which included: ROSF - return on equity, ROA - return
on assets, ROE - equity, ROSF - share capital, ROS - return on sales, ROSF 3, ROE 3,
ROA 3 is the average for the last three years. We expected a negative correlation
between profitability and debt.

5. Liquidity measures included the following variables: CURR — current liquidity
ratio, CF_S — average balance of cash flows for the last 3 years divided by sales,
SUFFICIENCY a binary variable which indicated the company’s ability to cover the
most essential expenses (dividend estimation, purchases of fixed assets, repayment of
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loans) from operating cash surplus. The group of liquidity ratios has been supplemented
with ratios measuring the length of the operating cycle because they are considered to be
an extension of the entity’s liquidity analysis: CKON net working capital cycle,
inventory, liabilities, and receivables cycle: STOCKCYCLE, CREDITCYCLE, and
COLLECTIONPERIOD.

6. Credit collateral. Ratios from this group measure the share of non-current assets
in total assets, as non-current assets are used to secure long-term loans and interest
liabilities. Therefore, this group included the following indicators: the share of non-
current assets in total assets AT A, the share of non-current assets in total assets ATR_A,
the share of tangible assets in total assets (part of current assets has been added here).
Additionally, the interest coverage ratio INTEREST COVER calculated as an operating
result related to interest was used.

7. Development possibilities. The entity's debt also depends on the development
opportunities available on the market. In industries where there is no innovation, there is
usually intense price competition that reduces profits, and this often makes companies
unable to repurchase depreciated assets, and companies must use debt. On the other hand,
excellent development opportunities increase the costs of bankruptcy and are, to some
extent, a guarantee that bankruptcy will not happen, which positively affects the
possibility of obtaining debt. Therefore, the possibility of a non-linear relationship
between debt and investment opportunities was adopted. The following variables were
used as measures of development possibilitiecs: DEVELOPMENT which reflects the
available sources of self-financing (for the previous period), TEMPOS variable
measuring the rate of sales change (annual change), chngFA A measures the level of
investment in fixed assets, REINVESTMENT shows how much profit the company
retained for future development.

8. Tax shields. Tax shields have a positive or negative impact on increasing debt,
depending on whether the interest shield or non-interest shields are analyzed. In the case
of interest shield (SHIELD INT), its amount is positively related to debt. The opposite is
true for other shields: advertising, depreciation, provisions (SHIELD ADV,
SHIELD PROV, SHIELD INT).

9. Size of the entity was measured with the following variables (the larger the
company, the more secure it is and the more debt it can use): SIZE, i.e., the natural
logarithm of employment, EMPLOYEES — employment in persons, OPERREVENUE -
the company's logarithm of sales measured in euros.

10. The risk was measured with the following variables: devEBITDA,
devEBITDAI, devOPERREV, devCASHFLOW, which mean, respectively: standard
deviation of profits without depreciation, taxes, and interest; profits without depreciation,
taxes, interest and capital expenditures, turnover and operating flow balances. Also, we
used ratios measuring the degree of operational and financial and total leverage (DOLI,
DFL1, DFL, DTL). On top of that, we used the results of the following bankruptcy
prediction models: ZSCORE, EMSCORE, TAFFLER, CBBF1, and INSOLVENCY?2.

11. Position in the industry. The company's profitability is determined by the
industry situation and the uniqueness (perceived by customers) of the company's offer.
Therefore, companies with a better position in the industry receive funds more easily
from lenders, which leads to the assumption of a positive relationship between a strong
position in the industry and market monopolization and debt. The following variables
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were adopted as measures of position in the industry: MARKETSHARE, i.e. the share of
turnover of a given enterprise in the total turnover of companies from a given sector,
HERFEXP, H2, H3, H4 — which means respectively the Herfindahl-Hirsch index for
exporters (industry-specific), for all companies grouped in industries according to 2, 3..,
digit nace code, COMPETITORS — the number of direct competitors listed in the Orbis
database.

12. Corporate transformations. During corporate mergers and transformations,
financial indicators of companies lose comparability and rationality. Therefore, we
introduced a binary variable to signal such situations.

13. Age of the entity because usually, the level of debt increases with the age of the
company. Therefore, we used the variable: AGE representing the age of the company.

14. Control and possession. The variables in this group are based on the theory of
conflicts between shareholders, lenders, and management. One of the measures of the
level of these conflicts is the amount of free cash flow at the disposal of the management
board and the dividend, which reduces the free cash flow. It is assumed that the higher
the dividend, the lower the conflicts, and the higher the entity's debt will be (variable
CONTROL). Other research suggests that in private companies, the debt is higher than in
state-owned companies, hence the PRIVATE variable introduced, which takes the value
1 for private companies and 0 for state-owned companies.

15. Development of the financial sector and technological advancement of the
economy. According to the results of earlier studies, the worse the economic situation in
a given country's economy, the higher the average indebtedness of enterprises (due to the
decrease in profitability). Therefore we used the following variables describing the
macroeconomic situation in a country: RECESSION (takes the value of 1 if there was a
decrease in real GDP year on year in), GDPREALGROWTHRATE (measures the change
of real GDP year on year), PUBDEBT measures the level of public debt to GDP,
INTEREST measures the level of interest rates in the country (the lower it is, the higher
will be the enterprise’s debt). The measures of the country's economic development
included: the existence of a stock exchange (STOCKMARKET = 1 if there is a stock
exchange in a given country) and GDPPERCAPITA showing the level of GDP per capita
in the country. A positive relationship was expected between the level of development
and the level of debt (due to lower risk).

16. Cost of capital. We expected a positive relationship between the level of debt
and the cost of equity (variable RISKPREMIUM) and a negative relationship between the
debt and the cost of debt (variable KD). We also tested the general level of interest rates
(the variable INTEREST RATES).

17. Artificial variables distinguished various types of business activities in which
companies operated (NACE), forms of ownership (private or state-owned company), and
the INDEPENDENT variable distinguished companies which had subsidiaries (or not).

The data sample we used was downloaded from the Orbis database and included
unconsolidated and consolidated financial statements of commercial companies. If a
company was a part of a bigger group, we only used the financial statement of the
holding. We removed all observations where total assets were not equal to equity plus
liabilities, and we removed outliers. The selection of countries depended on the
availability of export sales information in the database. The data covered the period 2007
—2017.
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The estimated models were to verify the following research hypotheses:
HI: Internationalization increases indebtedness of a company measured with the debt to
equity ratio,
H2: The scale of internationalization (measured with the share of foreign sales to total
sales) is positively related to the level of indebtedness (measured with the debt to equity
ratio).

Results

The results of model estimation for four (BA — Bosnia and Herzegovina, FR — France,
UK — the United Kingdom and IR — Ireland) countries are presented in Table 1 and Table
2. Table 1 shows the basic model parameters. The number of groups represents the
number of companies that were used for the estimation. The number of observations is
the total number of observations because every company's financial statements could be
given for more than one year. The number of instruments represents the number of
second and further lag differences of variables that were used in the estimation of the
model (they have to be independent on the residuals). Wald chi2 statistic shows the result
of the test based on the MLE estimators for the model with and without constraints (“a
model with constraints” means that we remove all independent variables from the model
and comparative predictive power of both models — with and without independent
variables) and the prob>chi2 statistic shows the probability that this difference is
statistically significant. The next two lines represent the Arrelano-Bond test for the
absence of the second-order serial correlation in disturbances — if the hypothesis is not
rejected, then there is no serial correlation. Since p-values > 0.05 then there is no serial
autocorrelation (z-value represents the value of the test statistic). We used the two-step
robust estimation with the Windmeijer’s finite-sample correction for the two-step
covariance matrix (we had to use robust estimation).

Table 1. Model estimation parameters for the dependency between debt to equity ratio and a binary
variable representing international companies

country BA FR UK IR
no of obs 5258 14807 1618 160
no of groups 1350 3602 870 98
no of instruments 33 33 35 26
Wald chi2(4) 102.04 2055.66 476.59 60.95
Prob>chi2 0 0 0 0
abond2 z-value -0.76 -0.14 -0.47 -0.56
abond?2 p-value 0.45 0.89 0.64 0.58

Source: Authors’ own research.

Table 2 shows parameters of the model in which we wanted to find the relationship
between the debt to equity ratio and the discrete variable which determines whether a
company has more than 10% of its sales as foreign sales (variable exporter) (less than
10% of export sales could result from random, unplanned transactions with foreign
companies operating in the domestic market).

As can be seen in Table 1 and 2, estimated parameters confirm the positive
dependency between indebtedness and internationalization. Statistically significant
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determinants included: a binary variable identifying firms with foreign sales exceeding
10% of total sales revenues, the cost of debt (negative dependency), bankruptcy risk
measured with bankruptcy prediction models (negative dependency), total asset
productivity (negative dependency), growth of fixed assets in total assets (positive
dependency), return on equity and return on sales (negative dependency), growth rate of
sales (positive dependency) and the size of a company (positive dependency). Therefore,
the model confirmed that selling more than 10% of sales abroad has a positive impact on
the indebtedness of a company.

Table 1. Model estimation results for the dependency between debt to equity ratio and a binary
variable representing international companies (dependent variable DE _t)

Country/variable

name BA FR UK IR
DE t 1 L1.DE L1.DE L1.DE L1.DE
estim 0.75 0.67 0.55 0.45
z 8.61 25.68 8.04 3.37
p 0,001 0,001 0,001 0.007
DE t 2 L2.DE

estim 0.05

z 3.79

p 0,001

FOREIGNSALES exporter exporter exporter exporter
estim 7.10 0.15 0.03 0.06
z 2.01 1.86 2.74 1.80
p 0.04 0.06 0.01 0.07
INSOLVENCY EMScore EMScore
estim -0.05 -0.01
z -9.95 -3
p 0,001 0.003
CAPITAL kd kd kd

estim -1.85 -0.001 -0.001

z -2.10 -3.43 -5.23

p 0.04 0.001 0.001

TFP productivity a productivity a

estim -5.62 -0.04

z -1.97 -6.29

p 0.05 0,001

GROWTH chngFA a chngFA a

estim 0.14 0.10

z 9.79 2.6

p 0.001 0.01

PROFITABILITY roe cf s

estim -20.72 -0.09

z -3.11 -6.79

p 0.001 0,001

TEMPO fl.tempos
estim 0.09
z 1.90
p 0.06
SIZE size s

estim 0.04

z 2.06
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Country/variable

name BA FR UK IR
p 0.04

CONS cons cons cons cons
estim 10.97 0.08 0.26 0.29
V4 2.64 1.68 1.42 3.51
p 0.01 0.09 0.16 0.001

Source: Authors’ own research.

Tables 3 and 4 show the results of the model estimation, where one of the
explanatory variables was the share of foreign sales in total sales revenues. If such a
relationship exists, then for moderately indebted companies, the share of debt could
depend on the level of their internationalization. As can be seen in Table 3, the AR(2) test
did not show serial autocorrelation.

As can be seen in Table 4, although it could be the effect of using a large data
sample, estimation results confirm the positive relationship between the level of
internationalization (measured with the share of foreign sales in total sales) and the
indebtedness of a business. Statistically significant determinants included (on top of the
share of foreign sales in total sales ratio): the risk of bankruptcy (negative dependency),
the cost of debt (negative dependency), total assets productivity (negative dependency),
increase of fixed assets in total assets (positive dependency), current liquidity ratio
(positive dependency), return on equity (negative dependency), interest rates (negative
dependency) and the growth rate of sales (positive dependency). The estimated models
(at least) did not deny the possibility that the scale of internationalization may be linearly
related to the indebtedness level of a company.

Table 3. Model estimation results for the dependency between the debt to equity ratio and the
foreign sales share in total sales

country BA FR UK IR
no of obs 10889 282345 1618 164
no of groups 3557 60002 870 51
no of instruments 31 33 33 34
Wald chi2(4) 3322.76 214.66 516.2 149.23
Prob>chi2 0 0 0 0
abond 2 z 1.05 0.81 -0.64 -0.02
abond 2 p 0.29 0.42 0.52 0.99

Source: Authors’ own research.

Table 4. Model estimation results for the dependency between the debt to equity ratio and the
foreign sales share in total sales (dependent variable DE t)

country BA FR UK IR

DE t 1 L1.DE L1.DE L1.DE L1.DE

estim 0.83 0.46 0.50 0.10

z 44.09 1.99 6.31 1.94

p 0 0.047 0 0.052

DE t 2 L2.DE

estim 0.04

z 2.31

p 0.02

FOREIGNSALES | export operrevenue | export operrevenue | export operrevenue | export operrevenue
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country BA FR UK IR
Estim 0.03 0.012 0.07 0.10
z 3.43 2.5 1.75 1.94
p 0.001 0.012 0.08 0.05
INSOLVENCY EMScore

estim -0.55

z -7.9

p 0

CAPITAL kd

estim -0.001

z -2.61

p 0.009

TFP productivity a

estim -1.67

z -3.78

p 0

GROWTH chngFA a chngFA a

estim 8.58 0.10

z 3.29 2.6

p 0.00 0.01

LIQ curr

estim 0.03

z 2.47

p 0.01

PROFITABILITY roe roe roe
estim -0.46 -2.93 -0.21
z -21.95 -4.16 -1.78
p 0 0 0.08
MACRO interest rates

estim -0.08

z -4.61

p 0.00

TEMPO tempos
estim 0.05
z 1.62
p 0.11
CONS cons cons cons cons
estim 0.14 6.05 0.72 0.21
z 6.85 3.23 7.36 5.37
ap 0.00 0.00 0.00 0.00

Source: Authors’ own research.

As can be seen in Table 2 and 4, and as was expected, the models proved a strong
negative relationship between profitability and indebtedness and a positive dependency
between the indebtedness and growth of fixed assets (investing). High productivity also
decreases indebtedness. We assumed a linear dependency between variables because the
quadratic form and cubic form of independent variables did not improve the parameters

of the model.
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Conclusions and recommendations

The empirical findings of this paper did not provide grounds that would make us reject
the research hypotheses we put in this paper. Models that we estimated confirmed that
internationalization increases indebtedness of a company measured with the debt to
equity ratio (H1 hypothesis) and that the scale of internationalization (measured with the
share of foreign sales to total sales) is positively related to the level of indebtedness
(measured with the debt to equity ratio) (H2 hypothesis).

Regardless of whether companies we analyzed come (in the meaning: have their
headquarters) from an economically developed country or a developing country, if one
excludes over-indebted enterprises, all research results show that the companies increase
their level of debt along with their level of internationalization. Possible reasons for this
situation can be found in theoretical studies presented at the beginning of the article. These
reasons include lower operational risk of international enterprises resulting from
geographical sales diversification, higher product attractiveness, and brand strength, which
allows the company to sell its products on international markets, lower risk, and costs of
bankruptcy of international enterprises. Additional reasons that may cause an increase in
debt, according to the authors of this study, include: better quality of assets used as
collateral for loans, higher sales dynamics forcing additional annual increases in funding
necessary to cope with the increase in net working capital demand, greater availability of
attractive investment projects and lower risk of their failure, because enterprises able to
survive in foreign markets have extensive knowledge and experience in implementing such
projects. Also, according to signaling theory, if a company implements very attractive
investment projects with relatively low risk, it would try to finance them with debt, because
it does not risk defaulting on this debt, and limits the claims of capital donors to the amount
of interest and loan installments. The market responds positively to such situations, and
therefore such actions increase the value of the company.

Government policy recommendations resulting from these observations are such that
enterprises entering foreign markets and increasing their share in such markets need large
amounts of capital, and although they should deal with its acquisition on their own, it is
worth talking with banks about possible problems with providing them with additional
financing. Especially small and medium-sized entities, which generally have problems
with obtaining financing, may suffer from a lack of capital. There are opinions that the
situation of capital shortage cannot be observed using empirical data, because enterprises
that lack capital do not invest, and therefore the only thing that can be seen in the
empirical data is the slow pace of development.
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Annex 1. Variables used for the model construction (summary)

variable formula ;i;rectl group
de Total debt / equity X
debt a (long-term liabilities + short-term liabilities) / assets X
debtor 1 if debt/assets > 80% X
INDEBT ST short-term liabilities / long-term liabilities X
LT LT a Long-term debt / assets X
LT ST a Short-term debt / total assets X
de t 1 DE ratio delayed by 1 year X "
debt a t 1 DEBT A delayed by 1 year X g
debtor t 1 DEBTOR delayed by 1 year X g
INDEBT ST t 1 | INDEBT ST delayed by 1 year X 2
LT LT at 1 LT LT A delayed by 1 year X 8=
LT ST a t 1 LT ST A delayed by 1 year X
DE 3 Average DE for 3 years X
debt a 3 Average DEBT A for 3 years X
debtor 3 Average DEBTOR for 3 years X
INDEBT ST 3 Average INDEBT ST for 3 years X
LT LT a3 Average LT LT A for 3 years X
LT ST a 3 Average LT ST A for 3 years X
E)éport_operreven Foreign sales / net sales revenues + ;
exporter EXPORTER = 1 if foreign sales / sales > 10% + g
export_100 EXPORT _100=1 if foreign sales / sales > 95% + N
export50 EXPORT 50 = 1 if foreign sales / sales > 50% + g
export25 EXPORT 25 =1 if foreign sales / sales > 25% + g
export10 EXPORT 10 = 1 if foreign sales / sales > 10% + QE)
no_export NO_EXPORT=0 if foreign sales / net sales revenues < 10% + E
productivity a, Sales/ fixed assets -
productivity e Sales / employment - o
Change of multifactor productivity calculated as productivity R3]
TFP dynamics ratio between 2 years and productivity was calculated as s
the Cobb-Douglas function residuals - 3
equipment Fixed assets/employment - %
rosf Net financial profit/shareholders’ funds -
roe net financial profit/equity -
roa Net financial profit/total assets - 2
ros Net financial profit/sales - S
rosf 3 Average ROSF for 3 years - g
ros 3 Average ROS for 3 years é
roe 3 Average ROE for 3 years -
roa 3 Average ROA for 3 years -
curr Current assets / current liabilities -
cf s Average operating cash flows for 3 years / sales +/- 2
. (dividend + fixed assets change + bank loans / 20 + interest) / net =]
sufficiency - +/- 3
operating cf k=3
ckon Days in receivables + days in inventories — days in payables +/- B

265




directi

variable formula on group
creditperiod (short-term trade payable) * 360 / turnover +/-
stockcycle inventories * 360 / turnover +/-
collectionperiod | (short-term trade receivables) * 360 / turnover +/-
at a Fixed assets / total assets + o
atr_a Fixed assets / total assets + R3S
ar a (fixed assets + 0,5*inventories+0,5*receivables)/total assets + §
Interest cover EBIT/interest + g
Ilnterest_cover_t_ Interest _cover delayed by 1 year + &
rozZwoj Net operating cash-flow/total assets +/- £
tempos The percentage growth rate of sales +/- s
chngFA A Annual change of fixed assets / total assets +/- T>) B
reinvestment Annual change of equity / net financial profit +/- 35
shield res Income tax/gross profit * provisions - -
shield_int Income tax / net financial profit * interest + =
shield a Income tax /net financial profit * depreciation - £ =
size Natural logarithm of employment +
employees Number of employed persons in a company + N
size 1 for small companies, 2 for medium companies, 3 for big . %
companies i 4 for large companies
operrevenue Natural logarithm of operating revenue (in thousands of euros) +
devepltda, Standard deviation of EBITDA +/-
sdebitda
deve.bltd? L The standard deviation of EBITDA minus change of fixed assets +/-
sdebitdai
devoperrev, Standard deviation of turnover +/-
sdoperrev
sdcashflow the standard deviation of net operating cash flows +/-
dfl (non-operating liabilities + bank loans) / equity +/-
dfll Percentage change of gross profit/percentage change of EBIT +/-
doll Percentage change of EBIT / percentage change of sales +/-
dtl sales / net profit or loss +/-
EMScore=6.56*kon/totalassets+3.26*change sharehfunds/totalasset | -
s+6.72*ebit/total assetst1.05*sharehfunds/(totalassets-
EMScore sharehfunds)+3.25
Zscore=0.717*(currassets- - ™
currliab)/totalassets+0.847*(sharehfunds[ n]-sharehfunds[ n- -2
1])/totalassets+3.107*ebit/totalassets+0.42*sharehfunds/(totalassets-
Zscore sharehfunds) + 0.998*sales/total assets
CBBF1=-1.255*interest/EBITDA+2.003 *sharehfunds/totalassets- -
0.824*(plbeforetax+depreciation)/totalassets+5.221*
plbeforetax/operatingrevenue-0.689*creditperiod-
1.164*((operatingrevenue-employeescosts-
materialcosts)/(operatingrevenue[ n-1]-employeescosts[ n-1]-
materialcosts[ n-1])-
1)+0.706*collectionperiod+1.408*(fixedassets[ n]-fixedassets[ n-
CBBF1 1])/(operatingrevenue-employeescosts-materialcosts)-85.544
Taffler=0.53*plbeforetax/currliab+0.13 *currassets/(totalassets- -
Taffler sharehfunds)+0.18*currliab/totalassets+0.16*ebit/totalassets
UPADLOSC = current ratio * 0.365425 + (current assets - |-
inventories)/current liabilities * -0.765526 + liabilities/assets * -
2,40435 + net working capital / total assets * +1,59079 + days in
receivables * +0,00230258 + days in inventories * -0,0127826 +
insolvency2 2,36261
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variable formula on group
Herfindahl-Hirshman index calculated for foreign sales for +

herfexp companies with the same 3 NACE digits -
Herfindahl —Hirschman index based on sales (calculated separately . _‘g j«%

H3sales for every country) for 3-digit NACE subgroups ‘2" 3
Herfindahl —Hirschman index based on sales (calculated separately . g

H4sales for every country) for 4-digit NACE subgroups <

marketshare Net sales revenues of a company / total sales in the industry + *

competitors Number of direct competitors -

Korp KORP =1 if fixed assets grew by more than 100% or current ratio i M&A
grew by 100%

age Company’s age age

control Sha‘re of dividends in niet financial p-roﬁt calculated as changes in control
equity without share capital/net financial profit +

private_owned 1 for non-state owned companies + ownership

banks Bank sector total assets / GDP + Financial

bankloans_pkb Household loans / GDP + sector

deterioration 1 if real GDP decreased +

gdprealgrowthrat the real growth rate of GDP +

pubdebt gross public debt / GDP + economic

. T p situation in

interest_rates Risk free rate in a country of a company’s headquarters - a country
1 if there exists a stock market in the country of a company’s

stockmarket
headquarters +

gdppercapita GDP per capita +

kd Cost of debt = interest / debt - cost of

riskpremium Risk-free rate in a country of a company’s headquarters + capital
Active 1; Inactive (no precision) 2; Active (dormant) 3; Dissolved

status (merger) 4; Dissolved 5; Bankruptcy 6; Inactive (no precision) 7; In
liquidation 8; n.a. 0

nace, nace3 3 and 4-digit NACE code

czas year

dependent 1 if a company owns subsidiaries and 0 if a company does not have

subsidiaries

Information about authors:

dr hab. inz. Joanna Wyrobek, prof. UEK
Corporate Finance Department

Cracow University of Economics

Ul. Rakowicka 27, 31-510 Krakow, Polska
e-mail: wyrobekj@uek krakow.pl

ORCID: 0000-0002-8536-0851

Prof. Paul Lane

L. William Seidman Center
Marketing Department

Grand Valley State University
50 Front Ave SW, SCB 3086
Grand Rapids, Michigan 49504
e-mail: lanepa@gvsu.edu
ORCID: 0000-0003-0759-3796

267




	ZN22-4-tyt_red_spis.pdf
	1_AncyparowiczG_Programy Interwencyjne.pdf
	2_Biernar_JarkaA.pdf
	3_BiesokG.Wyrod_WrobelJ.pdf
	4_BlachJ.Wieczorek_KosmalaM._.pdf
	5_nowe_rys_DabrowskiT.pdf
	6_HadrianP._.pdf
	7_KozakS.Wierzbowska.pdf
	8_Krawiec.pdf
	9_MalinowskaM.KucharskaB.pdf
	10_Lupa-WójcikI.pdf
	11_MaciejewskiG.Mokrzysz.pdf
	12_OwczarczykA.pdf
	13_PomianekI.pdf
	14_SadłowskiA.pdf
	15_SojkinB.Ankiel.pdf
	16_StrojnyJ_MusialW_.pdf
	17_SzydłowskiC.pdf
	18_Wasilewska, Bludova, Kudenko, Tokar.pdf
	19_WolnyR.pdf
	20_WyrobekJ.LaneP.pdf


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /SyntheticBoldness 1.000000
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002000d>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002000d>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /GRE <>
    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002000d>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e000d>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


