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CONCLUSION AND RECOMMENDATION FOR ENTITIES (WORKING LIFE 

PARTNERS) IN EACH COUNTRY 

 

MANAGEMENT AND SUPPORT 

The results of the research unambiguously confirmed that the most frequently applied 

organizational structure is the classical line, respectively linear staff structure, in all 

countries involved in the research. The above-mentioned way of organizing of 

organizational resources of the enterprise, prefers 83-100% of the respondents. 

Organizational structures of this type are relatively simple and transparent in terms of 

the definition of competency relationships, in particular the responsibility for the results 

achieved in the various fields of activity. For a category of small and medium-sized 

enterprises, this type of structure can be considered appropriate and effective. 

The evaluation of organizational-legal forms of business has already shown greater 

diversity. Largest representation, up to 66.6% are limited companies. Their 

representation is even higher in Central European countries (Slovakia, the Czech 

Republic, Hungary), where it represents almost 90% of all enterprises involved in 

research. Due to the high representation of micro-enterprises and small enterprises in 

the research sample, it is logical that the second most pronounced organization-legal 

form is a self-employed person, respectively. Private entrepreneur or farmer - 24.89%. 

In Western European countries (Finland, the Netherlands) there is a relatively high 

representation (28.3%) of companies operating within the association. 

 

STRATEGIC PLANNING (VISION AND MISSION) 

Strategic planning focuses on the surveyed enterprises in general. Only one business 

entity stated that it did not develop a strategic plan, but because it is part of the business 

association, it is possible that the strategic planning is carried out at the level of the 

association as a whole. 

 

TREND MONITORING 

In assessing the implementation of the KPU monitoring system, the greatest diversity 

among the participating countries was found - from 0% (SR) to 86% (the Czech 

Republic and the Netherlands), which on average represents 64.6%. 
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However, it is positively worth assessing that a substantial part of the enterprises, even 

those from the non-monitoring category, have prepared back-up plans and programs to 

offset possible deviations (68.6%). Back-up plans are generally based on the 

diversification of the operations being carried out. 

 

CERTIFICATIONS 

The issue of certification of products and services is devoted to the attention of 

enterprises of the countries surveyed from 20% (Hungary) to 100% (Finland). On 

average, 78.3% of the enterprises devote their attention to the issue of certification, 

which, given their focus, can be assessed positively. 

 

CASH FLOW 

The best results were recorded in a group of Hungarian and Dutch enterprises, where 

up to 100% said their revenues were stable and predictable; the lowest level of equity in 

this area was presented by Slovak enterprises - only 50%. On average, the tested sample 

represents stability and predictability of sales up to 84.6%, which, given the fact that a 

significant part of the respondents is active in the agriculture sector, is very positive. 

23.6% of enterprises identified their own profits as the main source of business 

development. A substantial part (86.2%) documented good access to external sources of 

funding - state budget funds, EU funds. 

 

INCOME MODEL 

The application of pricing policy instruments identified a substantial part of the 

respondents as rather difficult and difficult to implement, which is understandable to the 

examined sector. Especially Western European enterprises are very skeptical about this 

issue and do not use energy to prepare and implement price advantages (they can secure 

revenue in a more effective way). Central European businesses are trying to attract and 

retain customers, clients in the form of quantitative rebates, individual prices, 

introductory prices, etc. 
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EMPLOYMENT 

The question:. whether business management is capable of attracting and retaining a 

skilled workforce, almost all respondents answered positively, but with the condition of 

good financial evaluation and the provision of various material and spiritual benefits 

(13th salary, service car, mobile phone, corporate events for employees and their family 

members, reimbursement of the costs of additional education). This is not easy in the 

conditions of the agriculture sector, especially in the countries of Central Europe. 

Enterprises in Western European countries do not have the problem of rewarding 

employees in line with their ideas and claims. 

Fluctuation of the labor force is relatively favorable, usually ranging up to 10%. A 

part of the respondents, especially from Hungary, Finland and the Netherlands, said that 

the turnover rate did not count, which meant that it was low and negligible for them. 

The above assessment shows that agricultural enterprises surveyed European countries 

are doing to stabilize their employees despite difficult working conditions arising from 

the character of the resort - the impact of natural conditions, seasonality of production, 

biological character of production and products and the specifics of the food market. 

About half (53.6%) of companies surveyed have training and training programs for 

their employees. In addition to the obligatory OSH and OP training courses resulting 

from the legislation, these are primarily specialized courses and training courses aimed 

at acquiring or, respectively, deepening of skills in manipulation with technical and 

technological devices in the production process, working with chemicals and animals, 

periodic educational activities focused on information and communication technologies. 

Almost absolutely absent training programs aimed at shaping social skills and 

communication in foreign languages. 

The labor force diversity survey showed that the bulk of businesses (76.8%) employed 

people with altered workforce and retirees. Relatively significant differences were noted 

in the structure of disadvantaged categories of employees. In the number of disabled 

workers employed, the differences between countries are not as important as employing 

people in post-productive age. Businesses from Central Europe (Slovakia, the Czech 

Republic and Hungary) employ almost 100% more retirees than Finland and the 

Netherlands. 
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Virtually 80% of the companies surveyed are involved in the support of practical 

training of students in the form of internships. Differences between countries are 

insignificant. 

 

PARTNERS AND NETWORKS 

All surveyed businesses invest in their social community, mainly through 

contributions to the social fund, organizing corporate events, community support and 

general events, sports clubs, children's facilities, and disabled citizens. Similarly, all 

businesses are in partnership with other companies. Relationships are built through 

personal contacts. Nearly half of the respondents (46.6%) are involved in the research 

triangle "University - Practice - Research". Surprisingly, the Netherlands (0%) and the 

highest (50%) Finnish business entities. Very extensive and rich cooperation with the 

local, respectively. Regional governance confirmed by more than 80% of the research 

sample companies. 

Only 33.6% of the surveyed enterprises process the waste from their own production 

with the exception of sewage treatment plants, which increase this share to 46.8%. 

Almost all businesses, however, presented co-operation with other waste disposal 

organizations - disposal of used tires, recycling of engine oils, composting of bio-waste, 

use of non-standard cereals and wildlife seed. Significant differences were noted in the 

area of partnership with social entrepreneurship. Most businesses in this direction 

presented Dutch businesses with 100% involvement, at least 7% of Finnish business 

entities. The average business share of the surveyed sample is 46.3%. 

Collaboration with universities has been declared by up to 100% of Dutch enterprises, 

the least active in this area are enterprises in the Czech Republic only 28%. 

Collaboration with universities is based on selective lectures of practice experts for 

individual faculties, excursions and student placements in enterprises. To assess study 

programs in terms of meeting the needs of practice, a substantial part of the respondents 

(80.0%) said that the current study programs are tailored to the needs of practice only in 

part. None of them, however, specified what is totally absent in the study programs, 

which should be supplemented, strengthened e.g. changed. Satisfaction in this direction 

was expressed only by representatives of Hungarian companies, who also stated (100%) 

that the study programs fully correspond to the requirements of the practice. 
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RESOURCES 

As a main source of coverage of entrepreneurial activities, all respondents reported a 

profit from entrepreneurial activity. Almost all respondents use funds from EU funds, 

the state budget and credit resources. 

As part of the development of human resources, all surveyed businesses are interested 

in the professional growth of their employees, practically by organizing training courses 

and courses aimed at developing employee competence in the production process, 

information and communication technologies, quality management, marketing and 

business operations. More than half of the surveyed subjects (56.4%) motivate their 

staff for personal development by partial (48.6%) or full (36.4%) reimbursement of the 

costs of their provision. 

Among the critical skills were social skills, effective communication, environmental 

and legislative awareness, lack of knowledge of foreign languages. Technological 

knowledge and skills were subsequently introduced. 

A very favorable partial result can be considered as the fact that more than three 

quarters of the surveyed enterprises (76.8%) have detailed knowledge and then analyzes 

the structure of their expenditures, a first and indispensable step towards their rational 

use in future periods. The best results in this respect were achieved by Slovak 

companies, all of which declared strict records and analysis of expenditures. 

 

MARKETING SYSTEM 

 

Marketing 

The most widely used marketing and promotion channels are the internet, Facebook, 

websites, television, newspapers, magazines, exhibition catalogs and trade fairs. 

Businesses from Central European consider the crucial importance to personal contact 

with partners, established at promotional and presentation events or on bilateral 

meetings. 

Approximately half of the surveyed enterprises (53.8%) have a developed marketing 

strategy and another 32.6% are considering its expansion, respectively. processing. No 

significant differences between the countries involved in the research were recorded in 

this area. 
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Customers 

The number of individual business customers is very diverse and is directly related to 

the width of the product range and the nature of the final products, intermediate 

products, provided services. It ranges from 1 - 2.5 million. The largest variability 

according to customers was recorded by businesses in the Netherlands. In this respect, 

however, it should be noted that the assessment of this aspect from the national point of 

view, the nationality of business entities is absolutely irrelevant. In terms of customer 

segmentation, the largest share consists of business entities and organizations, 

agricultural and food businesses, service companies, retail chains, wholesale and retail 

operations, farms and craftsmen. A high proportion of customers in terms of abundance 

are final consumers. 

Comparison of the volume of purchased products by final consumers and business 

entities, respectively. Organizations would have be relevant. A substantial part of the 

enterprises surveyed (72.4%) sells their products preferably on the domestic market 

(local, regional, national market), the rest also trades on the international market. 

Enterprises aimed exclusively at foreign trade did not appear in the sample under 

review. 

 

INNOVATIVE SYSTEM 

 

Offer 

The assessment of the development of new products is strongly influenced by the 

regional relevance of individual companies. The most important attention is given to 

enterprises in Finland (79%), the Netherlands (75%) and the Czech Republic (70%). 

The Hungarian and Slovak entities, which consistently report the development of new 

products at the level of 40%, have declared significant results in these trends. Most of 

the attention is devoted to the innovation process by companies that have their own 

scientific research and development base, but part of the Dutch enterprises use the 

services of external, especially partner enterprises, respectively organizations. 

This experience is very inspirational and could also serve as an incentive for 

businesses in other countries, especially in cases where they can not afford to finance 

and run their own research and development base. More than half of the enterprises 
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surveyed (56.8%) consider their production to be sufficiently diversified, almost a third 

(31.8%) do not consider the development of diversification to be justified. 

There was no significant difference in the diversification appraisal between enterprises 

in different countries. 

As an incentive, the approach to the diversification process can be assessed by some 

Finnish and Dutch businesses that focus on expanding organic farming, producing 

organic food and biogas. 

 

Value menu 

84.6% of respondents rated relations withcustomers as very good or above standard. 

The best results were presented by Slovak and Dutch subjects (100%), some reserves 

were granted by Hungarian enterprises (20%). 

The best ways to improve customer co-operation have been personally recommended 

for personal contacts, whether bilateral or formed through presentation activities - 

customer days, open days, exhibitions, seminars, and more. 

About 40-100% of respondents (40% of Slovaks, 100% of Hungarian companies) 

received a positive opinion to the question of tradability of their products. On average, 

for the sample under examination, the marketability is 78.2%. In this respect, however, 

it should be noted that the differences are not due to regional belonging but to the nature 

of products. More than two-thirds of respondents (68.4%) said their products were 

easily recognizable on the market, which is a very positive finding in terms of building 

the image of the business and the positive relationship of customers to products and to 

the business as a whole. 

The same share of respondents (68.4%) assesses their brand as meaningful, with a 

positive impact on consumer awareness. Regional differences in the assessment of these 

aspects are insignificant. 

 

Sustainability 

The market position of companies in terms of long-term sustainability is very diverse. 

A major advantage in this respect is the ownership of the trademark, respectively a 

brand that is widely known and recognized on the market. Such a position was 

presented by nearly a third of companies surveyed, mainly from Finland, the 
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Netherlands and Hungary. Manufacturers of ordinary consumer products are reasonably 

skeptical in this respect. 

Effective protection against competition is built by businesses, both by strengthening 

the loyalty of their own employees, by protecting production and business secrets, by 

permanently forming good relationships with business partners. 

Compared to competition, businesses see their strengths in building and maintaining 

good personal relationships with partner organizations, offering better services in the 

field of service and additional services (Slovakia, Czech Republic), but also by giving 

priority to local markets at the expense of global (Holland) and permanent innovation of 

its products and services (Finland, the Netherlands). Better conditions for successful 

innovation compared to competition were declared by more than half of Finnish, Dutch 

and Czech companies (56%) and about one third of Slovak and Hungarian businesses 

(35%). 

 

PRODUCTION SYSTEM OF BIOECONOMICS 

 

Offer 

In the surveyed sample, the largest share (48%) represents the service enterprises - 

sales and servicing of machinery and technologies for agriculture, forestry, 

woodworking, construction, trade and brokerage organizations, organizations providing 

services of an intellectual nature - counseling, quality management, education. Another 

group (31%) consists of production and processing enterprises from the food industry 

(breweries, dairies, meat products), cosmetics and waste processing. The smallest group 

(21%) consists of primary agricultural enterprises - the production of cereals, oilseeds, 

sugar beet, fruit, vegetables, organic products, milk and meat. 

Capacities and capacity planning 

More than two-thirds of respondents (69%) have thoroughly processed capacity 

analyzes for customer orders. The most consistent in this direction are Finnish and 

Dutch businesses (75-79%). In general, worse results were presented in terms of the 

ability to swing fluctuations in customer orders, which is below 50%. 
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Sustainability 

Sustainability brings together all surveyed businesses with rigorous day-to-day 

management, management of the statistical system of monitoring and evaluating 

selected indicators, rationalization of operational, tactical and strategic management. 

Finnish and Dutch businesses also place greater emphasis on environmental aspects of 

business, rational crop rotation, biological protection of soil and animals. 

 

Quality Management 

On average, 92% of respondents (79-100%) said their target value was customer 

quality. 

More than half (52%) of businesses presented the ability to meet the increased 

customer demands compared to expectations. 

A substantial part of the enterprises (62.8%) have developed an action plan to improve 

the quality of their products (Slovakia 100%), Hungary 40%), meaning that they pay 

due attention to the quality of their products and services. 

 

Contractors 

The surveyed companies list key suppliers in the number of 1 - 180 subjects, 

depending on the subject of the activity. 

The dependence of business performance on the supplier ranges from 20 to 100%, 

which forces businesses to provide high-quality logistics. 

  


